More Money Going Into 
Point-of-Purchase, But 
‘Waste’ Worries Buyers 


Cuicaco—A large majority of 
tional advertisers believes point- 
purchase advertising is more 
portant now than it har ever 
en, and will become increas- 
ly important as time goes on. 
Almost three-fourths of these 
vertisers are increasing the use 
point-of-purchase material, al- 
ugh in some instances variety 
being cut down in favor of 
ger investments in permanent 
semi-permanent types. 
Many advertisers evidence what 
y be called a reluctant or grudg- 
appreciation of the value of 
int-of-sale promotion, due pri- 
rily to the fact that they are 
neerned about the volume of 
ch material which they feel 
es not actually get into use in 
tail outlets. 


These are the highlights of an 
formal study conducted by Ap- 
PRTISING AGE among a random 
mple of advertisers in varied 
nes of business, in which five 
mple questions were asked. 

The first question asked: “In 
Sur OWN case, are you increasing 
decreasing use of point-of- 
urchase material?” Out of 57 
plies that could be classified, 42 
d increasing, 15 indicated same- 
‘te use, and none reported a de- 
eased use. 

Of 54 advertisers who reported 
e percentage of their total ad- 
srtising budgets which goes into 
jint-of-sale promotion, 18 said it 
as less than 10%, 24 reported ex- 
focitures ranging from 10 to 25%, 
d 12 said they put more than 
% of their total advertising dol- 
rs into the medium. The in- 
vidual figures reported ranged 
om “less than 1%” to 70%, vary- 
g largely with the business. The 
)-15% range covered a majority 
the respondents, with the one 
bmpany reporting 70% being all 
it by itself, since the next highest 
brcentage reported was 33. The 
preentage figures shown, of 
burse, are not applicable to all 
ivertisers, since there is a sub- 
intial group (including industrial 
lvertisers) who do not normally 
e point-of-purchase material at 


At any rate, 30 of those report- 
budget percentages for the 
dium said that the percentage 
‘s higher than in the past, 21 
orted the same_ percentage, 
1 three said the percentage was 
aller, although one of these 
bunteered the information that 
ual dollar volume was larger 
han last year, because the entire 
idget had been increased. 
Asked which are the principal 
ids of point-of-purchase mater- 
used, respondents named a wide 
riety of materials: “Neon signs, 
ack bar pieces, cardboard’’; “store 
isplay materials’; “litho cards, 
anners, display packaging”; “all 
(Continued on Page 20) 


Jse of P-O-P Growing 
n Spite of ‘Problems’ 


FLASH! 


AFRESH BLADE IN A 


AASH! 


ONCE OVER...AND YOU'RE CLEAN! 


NEW GEM DRIVE—This ad will appear 
beginning April 18, promoting Gem 
blades and razors for American Safety 
Razor Corp. in Collier’s, Life, Look and 
The Saturday Evening Post, plus 100 
Sunday newspapers. Federal Advertis- 
ing, New York, is the agency. (Stery on 
Page 4.) 


Dailies 1948 Ad 
Take Hits Record 
of $389,261,000 


Food Classification Leads 
With $103,568,000; 
Auto, Liquor Follow 


New YorK—National advertis- 
ing in newspapers in 1948 climbed 
to a record $389,261,000, the Bu- 
reau of Advertising, American 
Newspaper Publishers Association, 
reported today. 

William G. Bell, bureau research 
director, said the compilation rep- 
resented—for the first time since 
1944—a total expenditure based 
on actual measurements of space 
in a majority of newspapers rep- 
resenting 88% of total U.S. week- 
day circulation. 

There is no comparison possible 
between this figure and those of 
1945-47, Bell warned, when na- 
tional advertising totals were pro- 

(Continued on Page 91) 


U. S. Experts 


counting on ad boom. 
See ‘In Washington,’ 
Page 62. Other features: 


IR sixcpdicctinten citation icant 12 
Advertising Market Place ...........00.. ccc 80 
Along the Media Path ..............0006 cece 38 
Camis COWUONNONG nncscsccsesccssecc.icceieesesss 45 
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Department Store Sales .............. cece 68 
| ES ee eRe eR 12 
I TRIE ssccthsiiencsecin recess sescnriicas 14 
Information for Advertisers .............000 80 
a caer nicaceinivneviin pcamaatbels 93 
Photographic Review ............ccc::00 ceeees 85 
I I al Sa os. sincaNsndenndans sounmenee 92 
NE, SINE sccnatastindtasesissciversiiapetesonntiona 12 
Teleradio Man’s Corner .............0006 ccs 69 
Voice of the Advertiser ..................cc::c000e 88 
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Kaisers at Helm 
As K-F Reduces 
Prices $196-333 


MacDonald, Motter Out; 
Weintraub Gets Whole 
Advertising Account 


BULLETIN 


Curi~acGo—When advised that a 
Kaiser-Frazer executive had said 
Morris F. Swaney, Inc., had been 
“fired,” and had not, as claimed, 
resigned, Mr. Swaney told ApvER- 
TISING AGE he was “amazed that 
there was question in the minds of 
some Kaiser-Frazer executives re- 
garding my asking to be relieved 
of the assignment as their adver- 
tising agency.” 

“T have been in on this Kaiser- 
Frazer picture from its very incep- 
tion,” he said, “and all the people 
in ‘our organization have put a 
great deal into the building of this 
great corporation. We have worked 
days and nights to produce good 
advertising to help Joe Frazer, Ed- 
gar Kaiser and his father and the 
rest prove that it is still possible in 
America to successfully build a 
great company in the most com- 
petitive of all American indus- 
tries.” 

Everything he had done for K-F, 
he said, had been for the good of 
the company and its 4,700 distrib- 
utors and dealers. If K-F “can 
benefit in any direction by say- 
ing that they ‘fired Swaney’ rather 
than admit that Swaney resigned, 


it is all right with me,” Mr. 
Swaney said. 

7 
New YorK—From an all-day 


meeting in the big pale green of- 
fice of Henry J. Kaiser at 620 Fifth 
Ave. here last Monday, the Kaiser 
group emerged for the first time 
in complete control of the turbu- 
lent affairs of four-year-old Kai- 
ser-Frazer Corp. 

Although still the large owner, 
the group headed by Joseph W. 


BY NEW AGENCY—This_ Kaiser-Frazer 

Corp. ad, through William H. Weintraub 

& Co., named to handle its whole ac- 

count, will run in 1,521 daily and 1,584 
weekly newspapers. 


Frazer will play a less imporcant 
role. 

Immediately the corporation an- 
nounced price reductions ranging 
from $196 to $333; the appoint- 
ment of William H. Weintraub & 
Co., New York, to handle the 
corporation’s entire advertising ac- 
count, and several major execu- 
tive changes, all of which en- 
trench the Kaiser control. 


we Henry J. Kaiser continues as 
chairman of the board. Joseph W. 
Frazer was advanced from pres- 
ident to vice-chairman of the 
board, and Edgar F. Kaiser, for- 
merly executive vice-president, but 
primarily directing operaticns at 
the big Willow Run plant, was 
elected president, in charge of all 
operations of the company 

O. B. (Tony) Motter, vice-pres- 
ident in charge of public relations, 
and W. A. MacDonald, former vice- 
president in charge of sales—both 
long associated with Mr. Frazer— 
resigned. The board was reduced 
from ten to eight. 

Of these all but two came in 
from other Kaiser enterprises. In 
addition to Henry J. and Edgar 
F. Kaiser, the ‘‘Kaiserites” are J. 
G. Sherwood, treasurer; Clay Bed- 
ford, vice-president, manufactur- 
ing; Eugene E. Trefethen, executive 

(Continued on Page 82) 


Last Minute News Flashes 


Canada Dry Will Spend More in Spring Drive 

New YorK—Canada Dry Ginger Ale’s annual spring drive—expendi- 
tures for which will be increased greatly over last year—will get under 
way early this month in magazines, newspapers, outdoor, radio and 
television. Most of the increase will be in cooperative advertising for 
more than 90 new bottlers which the company has added. J. M. Mathes, 


Inc., is the agency. 


Coombes Resigns as Jelke Advertising Director 


Cuicaco—J. E. Coombes, for the past six years director of advertis- 4 te 
| Hill would be willing to pay 10% 


ing, sales promotion and public reiations of the John F. Jelke Co., 


Lever Brothers Co. division, has resigned, effective May 1. 
he was brand advertising manager 


joining Jelke, 
Gamble’s Oxydol and Dreft. 


Prior to 


for Procter & 


Maxon, Inc., Gets Camfield Toaster Account 


GRAND HAVEN, Micu.—Camfield Mfg. Co. has appointed Maxon, Inc., 
Detroit, effective immediately, to handle advertising of its automatic 
toasters. In fortheoming consumer and trade campaigns, the company 
plans to use national magazines, regular newspaper space anc roto 
sections, business papers and spot radio. 


Don Miller to Head K&E Detroit Office 


New YorK—Don C. Miller, executive on the Lincoln-Mercury ac- | 
count, has been named Detroit manager of Kenyon & Eckhardi 


ceeding Neil Mulhern, resigned. 


suc- 


(Additional News Flashes on Page 95) 
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Business Papers 
Have Hot Debate 
on Postal Rates 


Controlled Circulation 
Papers’ Case Debated 
by Chevalier, Conover 


WASHINGTON—Rivalry of 
and controlled business publica- 
tions reached fever pitch Friday 
as the McGraw-Hill Publishing 
Co. and publishers of controlled 
circulation business papers stood 
before the House post office and 
civil service committee to debate 
a proposal which would give con- 
trolled publications postal rate 
parity with paid publications. 

For controlled papers, the hour- 
long easel presentation made by 
Harvey Conover, chairman of the 
legislative committee, National 
Business Publications, represented 
an all-out effort to break down 
the long-standing argument that 
preferred postal rates should be 
restricted to publications with 
bona fide subscription lists. 

When Mr. Conover finished, Col. 
Willard P. Chevalier, vice-presi- 
dent of McGraw-Hill, was on his 
feet ready with a warning that a 
concession to “free”? business pub- 
lications would open a Pandora’s 
box of demands for similar treat- 
ment for shopping papers, house 
organs and advertising matter. He 
said such a move is “fraught with 
danger” for all publishers. 


a Immensity of the stakes were 
indicated by Mr. Conover. “If the 
world’s greatest publisher of trade 
and technical publications were 
requested to pay the same rate as 
his controlled competitors, his pos- 
tal bill would have been increased 
by more than $800,000,” he said. 
“In the metal working field alone, 
this publisher is getting an advan- 
tage from the government over his 
controlled circulation competitor 
to the amount of $53,000 a year.” 

House committee Chairman Tom 
Murray (D., Tenn.) tenaciously 
opposed any rate change which 
would open the door for further 
claims to low postage. 

Asked whether controlled cir- 
culation publishers are willing to 
the 12¢-a-pound proposed in 
the $300,000,000 rate increase bill 
before the committee, Mr. Conover 
said, “I’d hate to do it but we are 
willing to pay any rate so long as 


| 
i|the same rate applies to our com- 
petitors.” 


Colonel Chevalier said McGraw- 


more for postage. He said the sec- 
ond class privilege is a benefit for 
subscribers, not for publishers or 
advertisers. 


es Representative George Miller 
(D., Cal.), sponsor of legislation 
(Continued on Page 95) 

News: It's the Largest! 
This is the largest issue, 
from the standpoint of ad- 
vertising revenue, which 
ADVERTISING AGE has ever 
published. 


paid \ 
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Dixie Cup Sets Up 
$160,000 Budget 
on Home Dispenser 


New Yorx—Dixie Cup Co., 
through Hicks & Greist, launched 
a campaign April 1 for a new prod- 
uct, a Dixie cup wall holder for 
the home. Full-page black-and- 
white ads were used in Time and 


PERSONAL 


The personal touch is the magic 
touch ... in building up good will 
and making contacts. Impress pres- 
ent and prospective customers per- 
sonally, with a gift of a MiCRO- 
LITE, the handsome miniature 
keychain flashlight. Imprinted with 
your name, it is the perfect good 
will builder and gift souvenir. 

For promotional plan tailored to 
your line . . . price list, sample, 
literature, write on your business 
letterhead to Dept. A-44. 

MICRO-LITE CO., INC. 
44 West 18th Street, New York City 11 
ee 


St) eee 


Life and will be followed in each 
publication monthly. Newspapers 
and other magazines constitute the 
media in which a total of $100,000 
will be spent. 

An additional $60,000 will be 
spent on similar ads in trade pub- 
lications. Retailing for $1.89, the 
wall holder, made of plastic, comes 
packaged with two cartons of pa- 
per cups and will be available at 
grocery, drug, department, variety 
and hardware stores throughout 
the country. 


Appoints Van Slyck Agency 


Pacific Cotton Goods Co., San 
Francisco, has appointed Phil Van 
Slyck Advertising, San Francisco, 
to direct a new national advertis- 
ing campaign. Magazines and di- 
rect mail will be used. 


Video Film Company Formed 


Sherman Rose Productions has 
been organized in Hollywood to 
produce television films. Asso- 
ciated with Mr. Rose are Gene 
Fowler Jr., writer, and Albert 
Glasser, musical director. 


Hooper's Area 
Reports Cover 
820 Counties 


47 Stations Using 
His Circulation Studies; 
Nielsen Widens Scope 


New York—C. E. Hooper, Inc., 
which showed signs of interest in 
measuring radio circulation as 
early as two years ago when it 
began wooing Broadcast Measure- 
ment Bureau, now is knee deep 
in station coverage research. 

When the tripartite bureau 
failed to respond to Mr. Hooper’s 
advances, he started testing his 
station area measurement tech- 
nique of using a ballot, checked 
against his telephone coincidental 
for accuracy. Last year at the 


National Association of Broad- 
casters convention he extended 
an official invitation to stations 
to buy his new area coverage in- 
dexes. As a sales point, he used a 
completed study made for WBEN, 
Buffalo. 


@ As of last week the research 
organization had completed or was 
working on indexes for 47 stations 
covering more than 820 counties— 
over a third of the total number 
of counties in the United States. 
Current projects are under way 
for WGY, Schenectady; KVOO, 
Tulsa; WSAV, Savannah, and 
WSM, Nashville. 

The area coverage index pro- 
vides a_station subscriber with 
a share of audience percentage 
for various hours of the day and 
night which is projectable to the 
total number of radio homes in the 
area. The Hooper figures are based 
on a three-question mail ballot 
which goes to urban and rural, 
telephone and non-telephone 
homes. 


SAN FRANCISCO HAS FOUR 
GOOD DAILY NEWSPAPERS 


BOT Retail Advertisers prefer The San Francisco 
Call-Bulletin. For the past ten years The Call-Bulletin has 
topped the four San Francisco dailies in total retail linage. 


> 


San Francisco's Crystal Palace 
Market brings together 62 inde- 
pendent merchants under one roof. 
"Since | have become manager we 
have used the advertising columns 
of The Call-Bulletin consistently 
... and with consistently good re- 
sults," says the Crystal Palace 
Market's Sidney A. Haag. 


OTHERS who prefer The Call-Bulletin: 
GENERAL ADVERTISERS 


The Call-Bulletin is first among the dailies in General linage. 


DEPARTMENT STORE ADVERTISERS 


The Call-Bulletin again is first in this important classification. 


ALL DISPLAY ADVERTISERS 


The Call-Bulletin leads the dailies in Total Display linage. 


SAN FRANCISCANS 


The Cafl-Bulletin leads all the dailies in city circulation. 


MOLONEY, REGAN & SCHMITT 


Naturally! They're our national Reps. Call ‘em for more data. 


Advertising Age, April 4, 

Stations ordering the service 
range from 250 watters like 
WFAU, Augusta, Me., and WCOU 
Lewiston, Me., which requested 
one county, to 50,000-watt WHO 
Des Moines, which asked for a4 
report on 116 counties. 


1949 


ws Each subscriber specifies ‘he 
territory he wants covered in the 
survey. The sample size is deter- 
mined on this basis: 250 ballots 
for up to 50,000 radio homes; cone 
ballot for each additional 200 raciio 
homes to 100,000; one ballot for 
each additional 400 radio hom.s 
from 100,000 to 500,000; one ballot 
for each additional 500 radio 
homes from 500,000 to 1,000,009, 
and one ballot for every 1,000 ra- 
dio homes over 1,000,000. 

In instances where several sta- 
tions have ordered the same areas, 
the cost to each was reduced ac- 
cordingly. Reports are available 
within a relatively short time af- 
ter the orders are received. 

Results of studies now going on 
in Schenectady and Tulsa are ex- 
pected to be tabulated in less than 
two months. 

The published reports show a 
seven-day morning (6 a.m. to 
12 noon), afternoon (12 noon to 
6 p.m.) and evening (6 p.m. to 
midnight) percentage distribution 
of “total mentions” in tabular form 
with maps illustrating area, identi- 
fying counties and stating total 
radio homes coverage claimed 
The latest coverage indexes carry 
a more detailed time breakdown 


ae When BMB’s Study No. 2 al- 
most collapsed in the mail-out 
stage, Mr. Hooper, who has at- 
tended many a research group’s 
wake, reportedly was hovering 
near—apparently ready to step 
in and take over the project 
should the opportunity arise. Now, 
however, he is using different 
strategy—pushing his own area 
coverage index, which will be 
given prominent play in_ the 
Hooper display at the NAB con- 
vention. For the time being at 
least, he has taken his eyes off the 
belabored BMB. 


ws Meanwhile, A. C. Nielsen Co., 
which with Mr. Hooper shares 
supremacy in the program rating 
field, also is planning to extend 
its station area reports to other 
sections. 

Nielsen’s circulation measure- 
ments—continuing studies based 
on information obtained from 
Audimeter tape—provide detailed 
data to subscribers, who include 
advertisers and agencies as well 
as stations. Monthly reports show 
each station’s share of the listen- 
ing audience. 

Annual reports list the total 
homes reached during an average 
week, with projectable percentages 
for day and night listening. Very 
early and late hours are covered 
Figures are broken down into up- 
per and lower income groups. 

The Nielsen station area reports 
now are available in New York, 
Chicago, Los Angeles and the 
WLW, Cincinnati, area. 


Schedules Sunday Edition 


The Press, Binghamton, N. Y., 
has announced that it will start 
publishing a Sunday edition nex‘ 
September “or sooner.” The Pres: 
is an afternoon paper and a mem- 
ber of the Gannett Newspaper 
Binghamton has been without 
locally produced Sunday pape: 
since the morning Sun discon- 
tinued its Sunday edition in 192: 


Ofters Mid-Page Ad Space 


The Chicago Sun-Times for th’ 
first time is offering mid-page ad- 
vertising panels in four colors i: 
its Sunday comic section. 


ARF Elects Stanley Marcus 


Stanley Marcus, executive vice- 
president of Neiman-Marcus Co., 
Dallas, has been elected chairman 
of the board of trustees of the 
American Retail Federation. 
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“There is a big demand for trac- 
tors and farm machinery in the 
South. TheconsensusofourSouth- 
ern representatives and dealers is 
that this demand wili continue for 
years to come. The South is a ru- 
ral market comparable to any in 
the country and possibly better 
since more new mechanization 
will take place there.”’ 


BON D. GRUSSING 


Advertising and Sales Promotion Manager 
Minneapolis-Moline Company 


“We look on the South as an in- 
creasingly important market. On 
a retail sales basis, the South’s re- 
cent performance has outstripped 
the national average. The farm 
family is of prime importance in 
this picture, because the South is 
65 % rural.To sell the South’s farm 
families we have successfully util- 
ized The Progressive Farmer for 
many years.” 


E. G. GERBIC 


Director of Merchandising 
Johnson & Johnson 


“In our business, the Southern 
states have shown the greatest 
potential increase of any market 
in the country. It is our belief that 
this growth is permanent and sub- 
stantial and we are regarding the 
South as one of our chief markets 
from now on.”’ 


ROY A. BRADT 


Vice President in Charge of Sales 
The Maytag Company 


“We are particularly interested 
in the vastly increasing popula- 
tion and buying power in the ru- 
ral South and resulting building 
activities. We are therefore direct- 
ing proportionately greater atten- 
tion to this market.”’ 


CHARLES A. REINBOLT, JR. 


Advertising and Sales Promotion Manager 
American Central Division 
Avco Manufacturing Company 


‘ Leading Business Executives 
Look South for Sales! 


HE BIG NEWS in sales and 
advertising circles is the 
vast, new importance of the 
rural South as a market for all 
types of consumer goods. 


Every month of every year 
for the last 10 years, the South 
has led the United States in 
gains in consumer buying, as 
measured by Dun’s Review 
Trade Barometers. 


Here are two facts to remem- 
ber in planning your advertis- 
ing coverage of the South: 


1 — The South is predominantly 
rural in population and trade. 


2—The rural South reads and 
prefers The Progressive Farmer 
above any other magazine. 


Leading advertisers recognize 
the powerful influence of The 
Progressive Farmer on con- 
sumer buying in the rural South. 

Year after year, The Pro- 
gressive Farmer continues to 
show big advertising gains. 


The March issue set a 63-year 
record, in total pages, in adver- 
tising linage, and in 
advertising revenue. 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Vacitic Coast: Edward 8S. Townsend Co., San Francisco, Los Angeles 
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IH Returns to NBC 


International Harvester Co., 
through McCann-Erickson, Inc., 
has switched its “Harvest of Stars” 
back to NBC from CBS. The pro- 
gram is heard on 166 NBC stations 
every Sunday at 5:30 p.m., EST. 
“Harvest of Stars” began on 
NBC Oct. 7, 1945, and remained 
until March 28, 1948, when it 
moved to CBS. 


RX Kis FARR, 
: Fablishers’ 


TRADE AND CONSUMER PUBLICATIONS 
EMPIRE STATE BUILDING 
Enew YORK 1 e LONGACRE 4-6634 


Gem Schedules 
Record Campaign 


for Razor, Blade 


(Picture on Page 1) 

BrookLtyn—American Safety Ra- 
zor Corp. will launch a campaign 
this month introducing Gem’s 
guarantee of “Once Over... And 
You’re Clean” shave. Monthly 
page ads will appear in Collier’s, 
Life, Look and The Saturda;' Eve- 
ning Post. 

Sport pages of more than 100 
Sunday newspapers will carry 600 
and 300-line ads on an every- 
other-week basis. Display material 
will appear in 50,000 Gem win- 


are you getting your 


terest. 


of business originating in New England? 


o+ee+2ee—if not, maybe our new type representation will be of in- 
It has worked out highly satisfactorily for other pub- 
lishers. Write in confidence to B. F. ("'Ben'') Provandie, 80 
Boylston Street, Boston, Mass. HAncock 6-583!. 


rightful share 


dows, and Gem signs will appear 
in big league ball parks through- 
out the baseball and football sea- 
sons. 

Two hundred million book 
matches will carry the Gem story 
and every one will carry an Ever- 
Ready shaving brush message on 
the inside cover. 

Federal Advertising, New York, 
is the agency. 


Appoints Kester Agency 


William Kester Co., Hollywood, 
has been named to handle the 
national advertising campaign on 
the A & T Productions Ansco color 
film, “The Man on the Eiffel 
Tower.” A budget of $300,000 has 
been set up for the campaign. 
Tentative national release date has 
been set for September, with a 
Paris world premiere being 
planned. 


Joselli Suits to Dorland 
Dorland, Inc., New York, has 
been retained to handle the adver- 
tising of Joselli Suits, Inc., manu- 
facturer of women’s suits. 


Price Cuts Widespread in 
Sears Midseason Catalog 


Price reductions in all lines are 
featured in the 282-page mid- 
season spring catalog which Sears, 
Roebuck & Co. began distributing 
last week to its mail order cus- 
tomers. The book supplements the 
Sears general catalog issued in 
January, and lists both seasonal 


merchandise and regular items 
at lower prices. 
Merchandising “firsts” in the 


midseason catalog include vinylite 
plastic floor coverings; a Homart 
aluminum summer lawn house 
retailing at $159; a seven horse- 
power Elgin twin outboard motor, 
and a flat-bed utility farm wagon. 


Easy Names Randall 

S. J. Randall, sales manager of 
Easy Washing Machine Co., Tor- 
onto, has been named president of 
the company. He also will continue 
as sales manager. 


United Drops Hydrocarb 

United Advertising Agency, 
Newark, N. J., has resigned the 
account of Hydrocarb Corp. 
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900,000 COPIES— TWICE WEEKLY 


Biggest Home-Delivered Circulation in 
America’s Third Largest Market 


y 


INGELES- 


For 27 years the buying bible of the women 


of Los Angeles has been the Down Town Shopping 
News. With new owners, this fine advertising me- 
dium has become the Los Angeles Independent. 
Under two-year contracts for every issue are the 
leading department stores whose advertisements 
have always made the Shopping News the show- 
case of Los Angeles retail advertising. 


In addition this newspaper now offers all adver- 


tisers three unique advantages: 


1) PRIME CIRCULATION with 500,000 copies 


distributed by our own boys twice weekly, the 
Independent has the biggest home-delivered cir- 4% 
culation in Los Angeles. Through constant market . 
research controls, this circulation blankets good 
buying areas, avoids slums, insures minimum 
waste of your sales messages. 


2) SPLIT-RUN EDITIONS Tailored to fit the 


sprawling, decentralized character of the city, the 
Independent is published in 10 Zone Editions. 
Each Edition (such as Hollywood, Pasadena, West- 
wood) has its own editorial and advertising content 
—a unique journalistic service to advertisers. You 
can now focus your sales messages on any or all va 
sections of Greater Los Angeles. 


3) MARKET COVERAGE For those who want 


to cover the entire market, the Independent pro- 
vides the only one-paper buy which gives thorough 
home coverage in the principal buying areas of 
America’s second largest retail market. 


LOS ANGELES Independent PUBLISHING CO. 


FORMERLY DOWN TOWN SHOPPING NEWS 


417 SOUTH HILL STREET, LOS ANGELES 13 + 406 SUTTER STREET, SAN FRANCISCO 8 


39 South State Street, Chicago 3 * 


Representatives: JAMES A. COVENEY CO., 501 Fifth Avenue, New York 17 
11 Church Street, Hudson, Massachusetts 


515 Olive Street, St. Louis 1 + 
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Syracuse ‘Ad Week’ 
Wins Acclaim; May 
Be Used By Others 


Syracuse, N. Y.—Success of the 
nation’s first city-wide “Advertis- 
ing Week,” conducted here March 
21-25, brought a batch of inguiries 
from other communities last week, 
indicating that it may spark a 
series of similar celebrations in 
major cities across the country. 

The week-long program, ar- 
ranged by the Syracuse Advertis- 
ing and Sales Club and Syracuse 
University, paid special attention 
to high school students and service 
club members. It included an ad- 
vertising display and contest, set 
up in the lobby of the Hotel Syra- 
cuse. It was climaxed by a day- 
long forum on leading problems of 
business today and a banquet at 
which medals of honor were 
awarded to four business leaders 
for outstanding service in the field 
of advertising. 

Syracuse advertising agencies 
cooperated in setting up exhibits 
in the six senior high schools in 
the city, showing the various steps 
taken in the preparation of adver- 
tising. More than 400 pieces of ad- 
vertising copy, entries in the first 
annual awards contest, were 
displayed in the hotel lobby. A 
five-man jury judged these ad 
samples for the award winners, 
which were announced at the ban- 
quet. 


4, 


a Ad club members appeared be- 
fore each of the city’s service 
clubs during the week, explaining 
the purposes of “Advertising 
Week.” Slogan for the week’s 
activities was: “Better Living 
Through Advertising.” 

Problems facing advertising and 
sales executives were discussed 
Friday at the forum conducted in 
the auditorium of the university’s 
medical college. Participants in- 
cluded Budd Gore, advertising 
manager, Marshall Field & Co.; 
Wesby R. Parker, vice-president 
in charge of the sales division, 
General Foods Corp.; Theodore S. 
Repplier, president, Advertising 
Council; H. H. Dobberteen, vice- 
president and media director, Ben- 
ton & Bowles, and James A. Peck- 
ham, executive vice-president, A. 
C. Nielsen Co. 

Lee H. Bristol, president, Bris- 
tol-Myers Co., who took the week’s 
slogan for the subject of the chief 
banquet address Friday night, was 
one of the four executives pre- 
sented with medals of honor by 
Syracuse University’s school of 
journalism and college of business 
administration. Others were Neil 
H. Borden, Harvard graduate 
school of business administration; 
Don Belding, chairman, Foote, 
Cone & Belding, and Gerald W. 
Cunningham, general mail order 
and advertising and sales manager 
of Sears, Roebuck & Co. 


s A picture story of “Advertising’s 
Fifty Golden Years,” one of the 
banquet highlights, was created 
for the occasion by Curtis Publish- 
ing Co. to dramatize the contribu- 
tions of advertising to the Ameri- 
can standard of living. 

Leslie M. Beals, director of ad- 
vertising and sales promotion man- 
ager, Carrier Corp., and vice-pres- 
ident of the Syracuse adclub, 
served as general chairman for 
“Advertising Week.” Deans M. 
Lyle Spencer and Thomas Carroll 
represented the university. 


KGO Signs French 


Station KGO, San Francisco, 
has signed J. E. French Co., San 
Francisco and Bay Area Dodge- 
Plymouth dealer, for the sponsor- 
ship of a half-hour evening musi- 
cal every night, Monday through 
Friday, for 52 weeks. George Tay- 
lor Advertising Agency, San Fran- 
cisco, is the agency. This was the 
largest unit sale of time in the his- 
tory of the ‘station. 
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The best advertising is usually 


a mutual effort— 


generated when the agency’s ability 
is sharpened by the client’s. 


pres- 
iclub, 


to YOUNG & RUBICAM, INC. avvertisinc 


arroll New York Chicago Detroit San Francisco Hollywood Montreal - Toronto Mexico City London 
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Join Shappe-Wilkes Agency 


Robert Kirschbaum, former con- 
tinuity director of WLIB, New 
York, has been appointed head 
of the new radio and television 
department at Shappe-Wilkes, 
New York. Patricia Stevens, form- 
erly with WLIB, New York, has 
been named director of radio and 
television sales of the agency. 


Remember 
WA, F. RUPERT 
Cemplier ef MATIONMAL 
BIRTH LISTS EXCLUSIVELY 
fer the pew fifty veers. 


90 Filth Ave. Mew York 11 
CH 32-3787 


Becomes a Quarterly 


Western Golf Topics, Los An- 
geles, a monthly publication for 


the past five years, will be fn 
lished quarterly, March, une 
September and December, start- 
ing this year. 


Brockman Joins Hall 


Edwin J. Brockman, formerly 
with the Jersey Observer, Hobo- 
ken, has joined Hall Publishing 
Co., New York, representing the 
Interior Decorators’ Hand Book. 


John Soell Joins WMCA 

John B. Soell, formerly account 
executive of WJZ, New York, and 
KXOK, St. Louis, has been ap- 
pointed an account executive at 


Reproduction in Quantity 


06} 


in 500 to 750 QUANTITIES 
(1000 and over .06c) 


PHOTO-MATIC CO. 


WMCA, New York. 
Phone WHitehall 4-2930 


53.59 E. Illinois St., Chicage 11, Mt. 
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DuMont Sees More 
TV Stations Cutting 
Coaxial Cable Fees - 


New YorkK—“The big problem 
we have today in television is to 
get more stations on the air so the 
network idea will be feasible com- 
mercially,” Dr. Allen B: DuMont, 
president of DuMont Laboratories, 
told the radio-television group of 
the American Marketing Associa- 
tion at its March 30 luncheon 
meeting. 

Dr. DuMont said that at the pres- 
ent time “we’re paying $49,000 a 
month for the coaxial cable con- 
nection.” Figuring it on a basis 
of 20 stations, Dr. DuMont broke 
that figure down to $2,000 per sta- 
tion, estimating that each station 
only takes two hours of cable 
transmission each day at a cost 
of $50 an hour. 

“We'd like to set it lower than 
that,” he said, pointing out that in 
smaller cities it’s a sizable item. 
Dr. DuMont said he thought that 


ers the highest tis 
‘a est rate ix * 


Change Your Records 

ADVERTISING AGE’s New 
York office is now located 
at 11 E. 47th St., and the 
telephone number is MU 8- 
0073. Please change your 
records. 


this fee could be reduced if the 
20 stations took four hours a day 
or if there were 40 stations taking 
the cable, and he predicted that 
in another year there probably 
would be 40 stations using it. 


@ Discussing television sets, Dr. 
DuMont claimed that the round 
screen distorts the picture. He 
pointed out that motion pictures 
and most works of art have a rec- 
tangular frame and said everybody 
on the round screen looks 25% 
thinner and 25% taller than they 
should be. 

Although he didn’t mention any 
particular manufacturer, it was 
assumed he was talking chiefly 
about Zenith, which has been ad- 
vertising its round screen tele- 
vision with full-page ads in news- 
papers throughout the country. 
“It’s a cheap way of getting more 
screen area, but from an advertis- 
ing standpoint it’s not a good thing 
and not a good policy to follow,” 
he said. 


Cook Chemical Maps Drive 


Cook Chemical Co., Kansas City, 
Mo., manufacturer of Cook-Kill 
bug killer, is announcing in a series 
of newspaper ads across the South 
and the Midwest a 1¢ sprayer sale 
which offers an automatic Mist- 
Maker sprayer for l¢ to every 
purchaser of a quart-size Cook- 
Kill. This pre-season sprayer sale 
advertising will be followed by 
Cook’s normal summer ad schedule 
with large space ads in daily and 
weekly newspapers throughout its 
territory. 


To Russell, Harris & Wood 


Martin Dell Milk Co., San Fran- 
cisco and Peninsula cities, has ap- 
pointed Russell, Harris & Wood, 
San Francisco, to direct its adver- 
tising. Radio, mewspapers and 
transit advertising will be used. 


Gets Rain-eve Account 


Manufacturers Products Co., De- 
troit, has named Shutran Mahlin 
Advertising, Detroit, to direct a 
marketing and promotional cam- 
paign for Rain-eve car window 
drain. 


Advertising Age, April 4, 1949 


Lambert Cuts Ad 
Fund; Profit Rises 
But Sales Decline 


Sr. Lours—Lambert Co., by cut- 
ting advertising, last year turned 
a unique trick: It showed a greater 
profit than in 1947, although its 
sales were off nearly $4,000,000. 

In 1948, the company earned 
$1,478,566, compared to $1,216,180 
in 1947; its sales fell from $26,728,- 
098 in 1947 to $22,729,867 in 1948. 

Advertising economies were a 
part of the reason. The company’s 
report says “smaller advertising 
expenditures and operating eco- 
nomies” made the earnings gain 
possible. The drop in sales is laid 
to Jewelite toilet brushes, Listerine 
toothpaste and Sportsman cos- 
metics. 


# Edward T. Williams, president 
of Lambert, told stockholders that 
two of the company’s _subsi- 
diaries, John Hudson Moore, Inc., 
and Harrower Laboratory, have 
been unprofitable for two years; 
however, where the subsidiaries 
lost $617,000 in 1947, in 1948 the 
loss was pared to $174,000. The 
Moore company closed its plant 
early in 1948, and its manufactur- 
ing functions were transferred tc 
Lambert Pharmacal Co., another 
subsidiary. 

Harrower Laboratory had sub 
stantially increased sales, anc 
“80% of its volume was in new 
and improved items introducec 
within the last two years,” Mr 
Williams said. 


ws The company’s advertisin 
agency, Lambert & Feasley, New 
York, is listed by the annual re 
port as a subsidiary of the com 
pany. 

Lambert & Feasley also handle: 
Lambert Pharmacal Co. and Pro- 
phy-lac-tic Brush Co., both listed 
as Lambert Co. subsidiaries. 


Ayer Appoints Powell 


Richard Powell has been ap 
pointed to handle house publicity 
for N. W. Ayer & Son, Philadel 
phia. Before the war, Mr. Powel 
was a member of Ayer’s publi 
relations staff. 


Chicago to Have Auto Show 


The Chicago Automobile Asso 
ciation will sponsor an auto show 
the first in Chicago since the war 
at the International Amphitheater 
Nov. 4-12. 


NASHVILLE 
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NIGHTTIME RADIO FAMILIES—19¢ per 1,000! 


This is the lowest cost for any 50 KW station in the 
nation. The figures are obtained by applying 1946 BMB 
coverage data against WSM’s current hourly rate. 


WSM daytime coverage costs 20¢ per thousand radio 
families. That’s the nation’s fifth lowest 50 KW cost, 
bettered only by New York and Chicago stations. We'll 
be glad to send you one of our coverage maps showing 
where these families live. 


These BMB based figures are the only yardstick of 
this nature that radio has. For further evidence of what 
WSM can do with its low cost coverage and its talent 
staff of more than 200, let us build you a show for 
spot coverage of the rich mid-South market. 


HARRY STONE, Gen. Mgr. + IRVING WAUGH, Com. Mgr. + EDWARD PETRY & CO., National Rep. 
30,000 WATTS + CLEAR CHANNEL + 650 KILOCYCLES + NBC AFFILIATE 


Gives Improved 
COLOR FIDELITY 


At last, truly flexible Joca/l color 
control is available to color 
photography! CHROM ART, the 
special artcopy-for-platemaking 
print, achieves it by an exclusive 
process for hardening gelatin 
selectively. 


Color films are manufactured, 
exposed, processed under varying 
conditions. For instance, Jantzen 
recently sent us 13 Kodachromes 

. some dark, some light, most 
of them “off.” From these we 
made 13 Chromart Prints, uni- 
form in overall tone, yet match- 
ing the swatches furnished! 


Our new Jocal control permits 
color modifications of local 
areas independently of the rest 
of the picture image. This gen- 
erally eliminates all need for 
texture-concealing air brushing 
and excessive re-etching on the 
printing plates. 


CHROM ART Prints, made from 3 
your color films, cost from $52 
to $122, depending on size 
ordered. This superb plate- 
making copy can be dramati- 
cally displayed, lettered, re- 
touched, pasted into final art 
... color films cannot. Write! 


: 
‘ 


Frank Miller Laboratories 
846 North Fairfax, Hollywood 46 


America's Oldest Colorprint Service 
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‘‘That’s Our Circulation Manager’”’ 


Ray Marx, Los Angeles Times circulation manager, has plenty of reason to do cartwheels. 
The Times has the largest daily circulation in the West (412,319) and the largest paid home- 
delivered circulation too. On Sundays, the figure becomes a whopping 789,333. If you’re an advertiser 


looking for action in the nation’s third largest market, you'll join Mr. Marx in a handspring. 


LOS ANGELES TIMES 


REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 


Figures based on ABC Publisher's Statement, September 30, 1948 
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Bolton Named V. P. 
by Wholesaler Group 


WASHINGTON—National Associa- 
tion of Wholesalers, Inc., opened 
offices here last week and retained 
Paul H. Bolton, Washington pub- 
lic relations consultant, as full- 
time executive vice-president. 

Created in 1946 under the leader- 
ship of Joseph Kolodny, managing 
director of National Association 
of Tobacco Distributors, the as- 
sociation had previously operated 
from New York. 

Under Mr. Bolton’s direction, 
the association contemplates “serv- 
ices relating to all phases of whole- 
saling,” including contacts with 


government agencies and related 
trade groups, and “an ambitious 
educational program,” particularly 
in cooperation with colleges and 
universities. 


ws Former owner of two agencies, 
Mr. Bolton came here from Ohio 
in 1942 to serve as information di- 
rector of the Office of Defense 
Transportation under the late Jo- 
seph B. Eastman. 

More recently he has operated 
his own public relations firm, has 
participated in the founding of the 
American Public Relations Asso- 
ciation, and has served as chair- 
man of the APRA achievement 
awards committee. 

The National Asssociation of 


HOTO ENGRAVERS--CHICAGO 


$47 South Clark Street 


Telephone WA bash 2-6284 


Wholesalers includes associations 
in the coal, motor, lumber, tobacco, 
wall paper, drug and dry goods 
fields. Robert M. Adair, of Jones, 
Witter & Co., dry goods, Columbus, 
is president. Mr. Kolodny is chair- 
man of the board. 


P&G Discontinues 
‘Life with Riley’ 


Procter & Gamble, Cincinnati, 
will discontinue “Life of Riley” 
(NBC) at the end of the current 
season, it was announced last 
week. Benton & Bowles is the 
agency. 

P&G explained the move as 
“the result of a change in the ad- 
vertising strategy for Prell, the 
product sponsoring the show. 
P&G’s other brands all have night- 
time radio commitments. The Riley 
show has for years been one of the 
most popular programs on the air, 
and it is with real regret that we 
give it up.” 


Y&R Promotes Lent 

Henry B. Lent, copywriter at 
Young & Rubicam, New York, has 
been appointed a copy supervisor 
at the agency. 


Industry Heads 
See TV Passing 
Radio by ‘54 


Duffy Reports on BBDO 
Survey at Annual CCNY 
Radio-Video Conference 


New York—Most advertising 
and radio executives believe tele- 
vision will surpass radio in im- 
portance within five years, accord- 
ing to a survey by Batten, Barton, 
Durstine & Osborn. 

Bernard C. Duffy, president of 
BBDO, revealed the preliminary 
findings of his agency’s study last 
Wednesday during an address be- 
fore the fifth annual Radio-Tele- 
vision and Business Conference of 
the City College of New York. 

The consensus of the group 
covered—advertising leaders, net- 


Roanoke limes and World-News Build New Mechanical Plant 


Completion of this new home for 
the mechanical departments of The 
Roanoke Times and The Roanoke 
World-News marks the most im- 
portant step in a program to pro- 
vide unexcelled service for readers 
and users of advertising space in 


these newspapers. 


This Goss Headliner press has tension plate 
lock-up, assures safety and better printing. 


ROANOK 


SAWYER — FERGUSON — WALKER CO., National Representatives 
New York @ Chicago © Detroit ¢ Atlanta @ Los Angeles © San Francisco 


ment, 


in foreground. 


The new mechanical building 
houses the most modern equip- 
including a 6-unit Goss 
Headliner press with tension plate 
lock-up (capacity over 50,000 news- 
papers per hour); 


composing, mailing and dispatching 
departments designed for high oper- 
ating efficiency. 


View of the modern stereotyping department 
which is newly equipped throughout; automiller 


TIMES AND WORLD-NEWS 


stereotyping, 


Modernizations and additions to 
the plant of The Roanoke Times 
and The Roanoke World-News are 
in line with the publishers’ policy 
to keep pace with the rapid develop- 
ment of the Roanoke trading area. 
The object is to render maximum 
service to the public. Equally signifi- 


cant is the fact that the program 
symbolizes ever-increasing reader 


ROANOKE, VIRGINIA 


reliance upon these family news- 
papers. Their combined daily circu- 
lation of 78,053* completely domi- 
nates the 17-county market in West- 
ern Virginia. 


*January 


Advertising Age, April 4, 


work heads, association executives, 
etc.—is that radio will not die as 
did silent movies following the 
introduction of sound pictures, he 
continued. Some 89% expect radio 
to continue to exist alongside video. 


s Taking issue with those who see 
TV gaining sponsor dollars pri- 
marily at the expense of AM, Mr. 
Duffy called television, “a member 
of the chorus line of media, the 
star of which has not been decided 
yet.” 

“The most important factor to 
be considered in television is its 
sales effectiveness,” he said. “We 
don’t need to worry a great deal 
that video is strong in one area 
and weak in another. I have 
never known a manufacturer to 
complain that he was getting 
too many sales in any particular 
market.” 

The agency president suggested 
that television, if its sales potency 
proves to be sufficiently strong, 
may prevent another depression. 

“There is no such thing as sat- 
uration,” he asserted. ‘Te!evision 
may increase sales even more than 
we expect—say tenfold. If that 
should happen, programs costing 
twice or three times as much as 
those in radio may be economical.” 


s He said that costs per thousand 
homes reached in television (time 
only) went lower than radio for 
the first time at the end of 1948. 

Mr. Duffy lined up on the side 
of the proponents of live telecasts 
rather than filmed programs be- 
cause of the added spontaneity 
which an occasional fluff provides. 

During the morning panel dis- 
cussion, Arthur E. Duram, CBS- 
TV sales promotion manager, said 
the cost of TV feature operations 
may force advertisers to use a 
semi-publication type of schedule 
rather than radio’s more frequent 
schedule. He cited the Ford Thea- 
ter, one of TV’s most expensive 
packages, which is aired once 
monthly, as an example. 


s Contrasting the sales techniques 
of radio and television, Murray B. 
Grabhorn, ABC vice-president in 
charge of owned and operated sta- 
tions, said the TV salesman has a 
special problem. 

“When an advertiser hears a 
radio program and decides he likes 
it and finds a good time spot, 
everything is all set,’ he said. “But 
when he looks at a telecast and 
likes it, the problem is only half 
solved. The potential sponsor fre- 
quently says—‘Sure, the vrogram 
is all right, but what can we do 
with the commercials?’ 

“In short, if you can show him 
how to sell his product, he’ll buy 
almost anything.” 

The sales problem also was dis- 
cussed by Eugene S. Thomas, man- 
ager of WOIC (TV), Washington, 
who pointed out that salesmen, 
who have to explain to a sponsor 
the need for television extra 
charges (as compared to radio), 
must “become more cost conscious.” 

Marion Harper Jr., president of 
McCann-Erickson, one of the af- 
ternoon speakers, cited the need 
for more qualitative appraisal oi 
video commercials. He described 
studies made by his agency utiliz- 
ing the program analyzer, which 
show that an audience may be 
entertained by the commercial! 
without being sold on the quality 
of the product. 


D-F-S Takes Over 
Show Productions 


Dancer-Fitzgerald-Sample, New 
York, last week announced the dis- 
solution of Show Productions, Inc., 
its radio and television producin 
subsidiary. The corporation, whicl 
produces 15 radio and video shows 
will be absorbed by the agency, 
with no personnel affected by the 
change. Adrian Samish, formerl: 
president of Show Productions, 
has been named vice-president anc 
director of radio and television o! 


the agency. 
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. . . and thanks from 


an enterprise so elated 
they wanted to “tell 
it to the Boss.” 


Shouldn't you look into the 
possibilities of what this 
magazine can do for 

your business? 


If you'll “tell it to the boss” — 
or one of his men—we'll 

tell you what Pathfinder 

can do for you. 


@ largest gain of any 
general news 
magazine 


sen. Hesenpohere » Foes to Washin 


DB sae at MEMS a ee ck age gs 


@ one of the largest 
gains of any 
magazine 


in 1949 


1948 ADVERTISING 
GAIN—126 PAGES 


and still a greater gain 


U-Bild Enterprises 


15155 SATICOY STREET ~* STATE 5-6368 VAN NUYS, CALIFORNIA 


Mr. Graham Patterson, Publisher 

PATHFINDER January 14, 1949 
1323 M Street, N.W. 

Washington 5, D. C. 

Dear Mr. Patterson: 


Your magazine saved our life - that's why this letter is directed to you, the 
"peas." 


On June 30th your editor wrote a story about our little business called "Trace It 
and Saw." Before the story appeared in Pathfinder we were abdut to go broke. At 
that time it looked like nothing short of a miracle could help us. Then the 
story came out. 


We never would have believed that one little story could save our business, but 
here's what it did: 


1. Women all over the U. S. wrote in for the patterns. 

2. County agents, school teachers, preachers, and doctors also 
wrote in for details on our patterns. 

3. Other Women's magazines wrote us asking if they too might 
print similar stories, and they did. 

4. Radio stations asked if they might have more details to tell 
their listeners about the patterns. 

5S. We were invited and appeared on three television broadcasts. 


6. When newspaper editors saw the response to the Pathfinder 
story they accepted our woodworking columns. 


The above, Mr. Patterson, are a few of the things that happened to us as a result 
of your editor's story. And that's why we thought that the "Boss" should hear 
about it. Pathfinder helped us when the going was pretty tough and we're mighty 
grateful. You have no idea how we mean it when we say thanks. 


With Best Wishes. Cordially, 


Steve Ellington 


THE FAMILY NEWS MAGAZINE 
Circulation 1,100,000—and going up 


Pathfinder 
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The only NATIONAL Comic Weekly 


These markets account for more than 65% of 
America’s effective buying incomes and more 
than 63% of the retail sales; and no other na- 
tional publication in its field gives such domi- 
nating coverage of as many of these key mar- 
kets as PUCK—The Comic Weekly. 


PUCK —The Comic Weekly is supreme in its 
service to both the reader and the advertiser. 


Its galaxy of top flight features; the superi- 
ority of its artists; its excellence of printing 
standards; its pages, tailored to perfection; its 
colorful and brilliant overall appearance, make 
for an editorial vitality and reader interest 
quickly recognized by advertisers. (For nine 
consecutive years PUCK has shown consistent 
gains. In 1948 it smashed all records.) 


Such worthy qualities in a publication are of 
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indisputable value, and not available, in like 
degree, in any other comic group. 


PUCK —The Comic Weekly and its affiliate, 
the comic section of the Philadelphia Bulletin 
deliver in excess of 814 million circulation 
heavily concentrated in areas representing the 
highest sales potential in the U. S. But, for the 
advertiser whose needs demand coverage of 
additional markets there are Sunday comic 
sections in color available in those markets. 


For instance, in Dallas, the Times-Heraldé 
provides penetration of that market. In Hous- 
ton, the Chronicle; in Buffalo, the Courier- 
Express; in New Orleans the Times-Picayune; 
and so on in a number of other important mar- 
kets. (See listing at right.) 


It is not necessary to sacrifice the superior 
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qualities of PUCK—The Comic Weekly in the 
highly important markets it does cover just 
because you need additional coverage in other 


markets. You can add as few or as many Sun- 
day comic sections in other markets as your 


plans and budget demand. But, to advertise in 
Sunday comics and not in PUCK would be like 
going to Arizona on a sight seeing trip and 
passing up the Grand Canyon. 

Get full details today from: 


f 


Ge. | 
me 
a 
e 


" ara ae af ee. ees ws ir + . a. Bei ja, ter “iee = So Ne ee Oa a eR ee = ear oe ee ee le ee Sy eles aaah inet _ ek Be (hd Sd a SE 
bey fy Sree > sag ie ieee ay aes oe Ree tr a jaan Bay = : ie SPR : dene nas $ Oe : Ee ee i te ae" jag eS a Bre 
aio a Lat: a - zt ae Sx. 38 ne Bf HERTS ete es te) geacda? a So Po Sopa , EN eae | Baas eee tnt i CPi oe 
S| es eS —_—.. ten ™ a ~ 7 ee area” ae Camere fig ie Xe a: arer i gi ei Tei oo cote ae TE ee AS cae Ore, «Sg eee eee ees ag Oe ee a ae TP ce See ee 
oor ‘ oe : i a kes, “pia : noe as a. a 2 fae ay ae ae “eee eae nee ed te a SN pe eh tos 5 ae od ee A airs bee kag ap ee Ve ‘are Shes owe Teer 
a e : ‘ ai . 
i 
pany: ; 
oie | 
we ors ‘eo 
nah eet 2 
pe gids 
: ia 
Bey a = of C 
oe 
are a, 
2 
= fed j 
ae 
ie ge . 
P 
b 7 ‘ 
as hice . 
eR oy ee 
eee “ " oi 
| re 
~~ . 
wtnadle ey 
Be ee ee oa 
been Mae 
eae ~ 
he een es 
Oy ane FY 
| 
| ‘ “j i 
| 
Ee 
Gea eae 
nae © ore ea 
ie he 
we 3 . 
- a 2 
er eee 
ah 
‘tres WINN fj 47, 
Be jf/ Y 
at (4 
- 4) Yy . 
. 4, 
3 } . \ 
- Y ‘ Yj 4 a), 
= l, U, 
es VL whl Y 
ee Y Y 
Reo Y Y 
eae Yy von | 
: aha Yj “ts. 
: Saar ee YY Y) Y ] 
es l D> , 
piste S20 i Mh Vn, ; b 
‘ wena a Bi 
ee 
Pe . 
: ee — 
ohh 
cs 
Oe 
ie ee , 
Oe 7 
we 
a Be 
rs. 
ie a 
poi NG ae 
ti) cea : 
fa ast) cheaneee a 
ee a 
a i = -" ota i * ‘ ‘ t e a Rey ‘ ~ r Fi , ’ 
ae Ae tie > Se Sy MR sibibiaets ice a pees See ily Ue id Mle ea ad Seg aired CAR ERE Ang, PO A he alan et aren Ou ged ah ; ae ay hoe 
ies og peg) RS Rn enn eed ae eRe ae a We eee boom a) Lal Sr ee eh Ug yay pe eT Lee Nb glo Spree Mee tap yg avery weg, ares Shae I sass cil ae ee aan eee eee eae oe, Sa Sill es eS I oR ole? hag hy ; a ; 
eee LAC NTEE g UE SLO e ROMY NST AER ED IE PTI SERRE NEM ee oe agten pe VERRIER Te Cl IPSs GRE en ied ire eae be Rite Pin ah ei WeL AL  e ge slaty ge tee Sage 
cat : SLOTS Fe ey eh Se ee IE ee ey ES) Oo ' Ce RE Cee Le Aig et em Se en = ry ey GEE es he ide” Tee pili gpemeee sees "a 


T HE COMIC WEEKLY 


SOME SUNDAY COMIC SECTIONS 
IN OTHER GOOD MARKETS 
AVAILABLE TO YOU 
IN ADDITION TO 


WOK 


THE COMIC WEEKLY 
THE SPEARHEAD IN THE COMIC FIELD 


BIRMINGHAM AGE HERALD 
BUFFALO COURIER EXPRESS 
CHARLOTTE OBSERVER 
CHATTANOOGA TIMES 
CINCINNATI ENQUIRER 
CLEVELAND PLAIN DEALER 
COLUMBUS DISPATCH 
DALLAS TIMES HERALD 
DAYTON NEWS 
DES MOINES REGISTER 
DENVER POST 
FORT WORTH STAR TELEGRAM 
HOUSTON CHRONICLE 
HOUSTON POST 
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The Importance of Follow-Through 


It is fashionable in the advertis- 
ing field to place the principal 
blame for neglect of follow- 
through activities such as mer- 
chandising, point-of-sale, etc., on 
advertising agencies. Like all in- 
dictments, this one probably exag- 
gerates a bit, but there can be 
little doubt that agencies as a 
whole have not worked as effec- 
tively in the merchandising and 
follow-through areas as they have 
in media advertising. 

Even at this season of the year, 
one swallow doesn’t make a sum- 
mer, but it is, we believe, rather 
significant that the other day the 
president of an important adver- 
tising agency shook his head sadly, 
and told us that one of his prin- 
cipal clients wasn’t getting all he 
should out of his advertising be- 
cause he couldn’t be induced to 
merchandise it as effectively as 
he should. 

“Good advertising,” this agency 
man said, “pays its way best when 
every single possible use is wrung 
out of it—when it forms the basis 
for a complete merchandising cam- 
paign that pulls all the stops; when 
it develops enthusiasm and ex- 
citement in the advertiser’s own 
sales force; when the distributors 
and the dealers are worked up 
about it; and when it is carried 
right through to the dealer’s shelf 
or counter, so that no potential 
customer ever has a chance to for- 
get about the product, how good it 


is, and how much she needs it.” 

There can be no question about 
this philosophy of a complete mer- 
chandising package, starting with 
the manufacturer and carrying 
through, without diminishment in 
enthusiasm or effectiveness, right 
to the very point of sale. Yet in 
practice, the promotion cycle too 
often exhibits brilliancy and com- 
pleteness in certain phases, only 
to lose a substantial part of its 
effect by neglecting other phases 
—by allowing weak or missing 
links to destroy the value of the 
chain. 

The importance of in-store pro- 
motion has never been greater 
than now; as the self-service con- 
cept attains increased velocity, it 
becomes still more important. And 
at the same time, the competition 
for retailers’ cooperation, in stock- 
ing merchandise, in proper shelf 
placement, in display, and in the 
use of reminder or sales material, 
becomes more intense every day. 

Under such conditions, mer- 
chandising operations and point- 
of-purchase advertising cannot be 
relegated to a secondary position 
in planning or execution. They 
must be a major concern of every 
advertiser who is interested in 
wringing every possible benefit 
from his promotion. They must be 
considered as an integral and basic 
part of every planning operation, 
and given the thought and at- 
tention which they clearly deserve. 


Documenting Research Reports of Media 


The national survey of house- 
hold characteristics and reader at- 
titudes made for The American 
Weekly is interesting not only for 
the data which it presents on the 
American family, but especially 
because of the manner in which 
the study was conducted. 

The American Weekly paid the 
bills, of course, but the study was 
made under the direction of four 
prominent research men—Vergil 
Reed of J. Walter Thompson; 
Franklin Cawl of Kudner; Dar- 
rell Lucas of New York University; 
and D. E. Robinson of C. J. La- 
Roche—who served without com- 
pensation of any kind. They were 
told: 

“The American Weekly will 
state the information it wants to 
learn about the readers of its pub- 
lication. Having done so, it will 
then leave the design of the sam- 


ple and the phrasing of the ques- 
tions entirely in the hands of the 
committee and of the research or- 
ganization selected by the com- 
mittee to conduct the survey.” 

The committee selected Alfred 
Politz Research, Inc., to do the 
study, and supervised every step, 
including preparation of the re- 
port. Mr. Politz ultimately emerged 
with an 8-page questionnaire in- 
volving 86 questions and devised 
a probability sample which ulti- 
mately resulted in complete per- 
sonal interviews in 9,672 house- 
holds in 395 cities and towns and 
rural areas in 131 counties. 

On the whole, media research 
has come a long way in believ- 
ability and freedom from bias in 
recent years, and this study prob- 
ably hits a new high. Such pains- 
taking devotion to objectivity is 
sure to be of lasting value. 


“| stand four-square against having a depression just to appease Russia... 


—Lichty, Chicago Sun-Times 


“a 


Are You Covered? 


We were properly startled to 
learn from Hickok Mfg. Co. that 
only 6% of American men are 
certain they live up to a popular 
injunction: “Keep your pants on!” 

This 6% are those who wear 
both belt and suspenders. 

Hickok is all for this 6%, natur- 
ally. 

“We advise wearing both sus- 
penders and belts,” said Ray 
Hickok, president, “because the 
suspender makes the trouser hang 
properly and look neat, and the 
belt gives added comfort and 
dresses up a man’s appearance.” 

This disturbing fact was turned 
up by a survey. Seems that 82% of 
American men prefer belts, 12% 
suspenders, and the remainder are 
those Milquetoasts who are dou- 
ble-safe. 

Belt wearers have 3.2 belts per 
man, and suspender men are con- 
tent with 2.5 braces each. What 
good 0.2 belts, or 0.5 suspenders 
are to a man we'll never know. 
Maybe the survey included mid- 
gets. 


Salute, All 


We have at hand a dealer ad for 
Philco, in which a Philco dealer 
tells the citizens of Cincinnati that 
TV is now here, with the headline, 
“What a wonderful time to be 
alive!” 

A reader wants to know if we 
believe this. 

Frankly, yes. We think almost 
anyone will agree that now is a 
wonderful time to be alive. Re- 
member, the alternatives are start- 
ling. 

Whether television makes it a 
wonderful time, we aren’t yet 
sure. Our appetite for dog acts is 
limited. We haven’t seen a Hopa- 
long Cassidy film in years. We 
have seen Milton Berle, who cer- 
tainly illustrates what omnipres- 
ent means. We aren’t sure what 
the visual counterpart of the repe- 
titive commercial will be, and we 
dread the discovery. 

We now know positively that 
television will take its place with 
those other attributes of a civiliza- 
tion: the telephone, which makes 
it easy for anyone to talk to you, 
whether you wish it or not; the 
cereal which accompanies the 


premium; the soaps which wash 


in wetter than water water and 


return white clothing whiter than 
white; the cigarets which are a 
benison to the tissues through 
which they pass the smoke; the 
automobile which you can crawl 
into, cannot see out of, and couldn’t 
find a place to park if you could 
see. 

It ranks in sterling company. 
What we might do without these 
trappings is difficult to imagine— 
but it’s well worth the effort. 


Owensboro Revisited 

Dake Advertising Agency was 
recently furnished with a symbol 
of the changing times. 

When the post office in Owens- 
boro, Ky., was altered, behind a 
cabinet was found an old adver- 
tising order, sent in 1915, with 21¢ 
in stamps attached, from the Dake 
Advertising Agency in San Fran- 
cisco to the Owensboro Messenger. 

“Wanted at once,” the copy read, 
“young men for automobile busi- 
ness. Big Pay. We make you an ex- 
pert in ten weeks by mail. Pay us 
after we secure you a position. 
Century Automobile Institute, Los 
Angeles, Calif.” 

The 21¢ would pay for the ad in 
1915, but 92¢ would be required 
for the same size and edition to- 
day. On the envelope a_ post- 
mark advertised the World’s Pan- 
ama-Pacific Exposition in San 
Francisco in 1915. 

L. W. Dake, head of the agency 
founded by his father in San Fran- 
cisco in 1878, thinks the incident is 
a record so far as time elapsed in 
getting a message to its destination 
is concerned. 


Jottings 

The state legislature of New 
York has before it a bill which re- 
quires movie companies to adver- 
tise the release date of a picture, 
where the release date is more 
than a year prior to date of ex- 
hibition. See what comes of letting 
your promotion get too far ahead 
of distribution?... 

Cape Cod summer residents may 
get to choose their own train 
schedules on the New Haven Rail- 
road this summer.. 

Sunshine Biscuit has long used 
the slogan of “the thousand-win- 
dow bakeries,” and a friend of 
ours chuckled to see National Bis- 
cuit Co.’s annual report, featuring 
the number of windows in Na- 
bisco’s plant on the cover... 


1949 
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Rough Proofs 


Lucky Tiger says the hairbrush 
it is offering for $1 and a box top 
isn’t “premium” merchandise. 

You mean it isn’t self-liquidat- 
ing? 

aes 

Writing an ad in praise of 
Cheerios, a General Mills copy 
writer asserts, “Oats is.. 

The Lone Ranger influence at 
work, no doubt. 


“Obsolescence” is a_ fighting 
word, if you can judge from the 
trade reaction to Commander Mc- 
Donald’s discussion of the subject 
in current Zenith Radio ads. 


Lake Shore Electrotype Co. says 
its radio-controlled trucks rush 
plates “with all the speed the 
traffic will bear.” In Chicago, 
that’s not with the speed of light, 
but it’s pretty close to jet propul- 
sion. 


The series on “gemology” which 
the American Gem Society is 
starting in the Post will serve as 
a useful reminder to forgetful 
husbands approaching their wed- 
ding anniversaries all unawares. 


An adman looking for a new job 
offers to provide “good meat and 
potatoes copy.” 

Better pour on a little gravy, 
though. 


When New York industrial ad- 
vertisers picked Jim Cawley of 
Factory as the industrial space 
salesman of the year, they prob- 
ably checked with their choice as 
the industrial space buyer of the 
year, Bill Schink. 


Old Corncob and other ancient 
nectars advertised to whisky drink- 
ers usually turn out to be just 
four years old, the earliest stage 
at which bottled in bond goods 
are released from the warehouse 
by Uncle Sam. 


John R. Davis, Ford’s vice- 
president in charge of sales and 
advertising, says the _ industry 
could sell nearly 6,000,000 units 
this year, but he doesn’t suggest 
where the purchasers could put 
them. 


A spectacular nighttime reenact- 
ment of the initial attack on For 
Sumter will be a feature of Char- 
leston’s Azalea Festival this year 
Why not invite Harry Truman to 
attend and make it even more 
realistic? 


Since the war, General Foods 
reports, its laboratories have 
turned out 118 new products, a 
statistic which will bring cheer 
to the heart of every advertising 
salesman. 


“Man is seldom, if ever, com- 
pletely masculine; woman seldom 
if ever, completely feminine,” 
Emily Volp. 

But both sexes keep on hoping. 
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To Sell More Goods To More 


People In America’s 32° Market 
REMEMBER...PHILADELPHIA 
PREFERS THE INQUIRER 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bidg.,N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Cadillac 6005 
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primary selling power is THE INQUIRER. 


West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946; 448 S. Hill St., Los Angeles, Michigan 0578 
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CLASSIFIED ADVERTISERS GIVE STRONG 
PREFERENCE TO THE INQUIRER 


For 19 consecutive years THE INQUIRER has maintained 
first place in classified advertising. Here is further evidence 
that no matter what you have to sell in Philadelphia, your 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnguirer 
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Must Export More 
to U. S., Canada, 


Britain Maintains 


Lonpon—Where advertising of 
British goods has a _ reasonable 
chance of boosting export trade to 
the United States and Canada, the 


ADS PULL BETTER 
Illustrated with EYE* 
CATCHERS photos. 
Dramatize covers, house 
organs, posters, every 
promotion job. 100 new 
paetee monthly. Used 

bi t advertisers. 
rite for new FREE 
proofs No. 108. 


EVE* CATCHERS, Inc., 10 East 38th St., N.Y.C. 16. 


government stands ready to ap- 
prove dollar expenditures, accord- 
ing to Sir Stafford Cripps, Chan- 
cellor of the Exchequer. 

The government’s position was 
made clear in connection with re- 
lease of a White Paper dealing 
with a 1949 economic survey and 
government plans to help expand 
export trade to the American con- 
tinent. 

In a summary of the report, 
Sir Stafford said the first of the 
economic objectives for this year 
is to increase British sales in 
Canada and the U.S., even though 
it will be necessary to restrain 
home demand in order to maintain 
the export drive. The survey calls 
for an increase in volume of ex- 
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ports to the western hemisphere 
of 50% during the first half of 
*49. Exports were up 25% in the 
first half of 1948, and 39% in the 
second half. 

The survey declared that “Our 
task is to produce goods which, 
through design, quality and price, 
will command buyers in a free 
market, and we certainly cannot 
rely on securing more favorable 
conditions for the entry of our 
goods than exist today.” 

Up until now, it was said, ap- 
plication for dollars for export ad- 
vertising has been comparatively 
small in total volume. 


Appoints Robert Caird 

Robert N. Caird Jr., formerly 
eastern representative of the Gulf 
Publishing Co., has joined the New 
York sales staff of Oil & Gas Jour- 
nal and Petroleo Interamericano. 


Names Kelley Agency 

Dominion Fasteners Ltd., Ham- 
ilton, Ont., has appointed Russell 
T. Kelley Ltd., Hamilton, to handle 
its advertising. 
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WE HAVE 


NO QUARREL 
with buying Urban and Farm Publications 


They do a good job in the big cities, towns and farms for 
which they are designed and edited. 


Gut 


to do a good job in the True Small Town Market, it follows as 
the night the day, you need a publication designed and edited 
exclusively for this market. 


you need GRIT 


... because GRIT reaches deep into this mass-market — 
3,300,000 of all U.S. families—12% of your entire-city anc 


... because GRIT is bigger in the True Small Town 
Market than any Urban or Farm National Publication. 


Yes, you need GRIT on every 
National Advertising List ! 


in 


GRIT PUBLISHING CO., WILLIAMSPORT, PA. 
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Elgin National Watch Co.’s office boy, as of 1904, completed his 45th 
year with the Elgin, Ill., company, working hard as usual, but with his 
office bedecked with flowers from friends in the trade. He's Vice- 
President Howard D. Schaeffer, who, in his years with Elgin, has been 
on the sales staff, sales manager, assistant to the president, and v.p. in 
charge of sales. . . 

Robert E. Johnson, director of advertising for United Air Lines, has 
won a diamond-studded gold pin for his 20 years spent with the company. 
He began his airline career in Seattle in '29 with Boeing Airplane Co., 
a United predecessor, and moved to Chicago in "32, when United was 
created. . . Bill Coe, of Benton & Bowles, New York, is wearing a new 
Hamilton watch received from B&B's president, Clarence Goshorn, to 
mark Bill’s 10th anniversary with the agency. . . 


AMBLERS—John L. Hughes, advertising manager of Hotpoint, Inc., in chef's cap, 

helps fellow Chicago Advertising Amvets fill their plates at the annual Ad Amvet 

Amble held at the Mohawk Country Club. In the line, left to right, are Dick Wood, 

of Foote, Cone & Belding, and his wife, and John Bull, of Western Advertising 
Agency. 


G. H. Kirkpatrick, Foote, Cone & Belding’s motion picture art director 
in Hollywood, is spending three months in Europe to direct a political 
poster campaign designed to promote the American story there. . . 
Niles Trammell, NBC president, is vacationing in Florida. . . And 
Chicago’s Ade Hult, v.p. of midwest operations of Mutual, is back from 
there with a nice coat of tan... 

Fred Gardner, head of Fred Gardner Co., New York, whose hobby is 
magic, entertains at veterans’ hospitals during his spare moments. . . 
Fred W. Miller, president of Miller Brewing, flew his plane from Mil- 
waukee to New York City to attend the opening of Lawrence Welk’s 
orchestra at the Hotel Roosevelt. His brewery sponsors Welk’s bvoad- 
casts on ABC and a boxing bout program on WJZ-TV... 


LOYAL TO MINNEAPOLIS—Former residents of Minneapolis, largely advertising 
men, have formed the Minneapolis Club of New York. At the organizing meeting on 
March 11 were, standing, left to right: Joseph S. Smith, attorney; Dale Snure, 
Employers Mutual Fire Insurance Co.; Paul Smith, president of the New York 
agency bearing his name; J. P. Maloney, advertising manager, Minneapolis branch 
of the Dakota Farmer; Sydney Smith, Marschalk & Pratt; Daniel Donahue, Bureau 
of Advertising, ANPA; Samuel Smith, Remington Rand; Jack Wells, Minneapolis- 
Honeywell. Seated, left to right, are the club’s officers: Richard Mclean, O’Mara 
& Ormsbee, treasurer; Bruce Robinson, Bureau of Advertising, ANPA, executive 
secretary; William Young, William Esty Co., president, and M. E. Carlock, Benton 
: & Bowles, program committee chairman. 


Installed as chairman of the Salvation Army advisory board in Port- 
land, Ore., is Ray Carr, head of the Ray Carr Organization, Portland 
agency. A new member of the board is Richard J. Jones, secretary, who 
is national manager of the Portland Oregonian. . . The son of Al Paul 
Lefton, Philadelphia agency head, Al Paul Jr., has a new interest. He’s 
been made assistant business manager of the Yale Daily News. . . 

New ad babies in Chicago are Louis J. Nelson III, son of Louis J. 
Nelson, media director of Wade Advertising Agency, and a boy, an- 
nounced as an All-American fullback, 1970, son of Leonard Schultz, 
promotion and research director of The Branham Co. In Boston, Edward 
Lloyd III weighed in at 6 lbs., 3 oz. He’s the second child of Edward 
Lloyd Jr., sales representative of WEEI. . . Across the border (north) 
the publicity department of CKCO, Ottawa, has been extra busy spread- 
ing the news about the birth of a son, Noel Jeffrey, to Reginald N. H. 
Beach, publicity director of the station. . . 

Paul Williams of N. W. Ayer & Son, Philadelphia, will wed Dorothy 
Scott come June. .. And Ralph A. Sandt of Averell Broughton Adver- 
tising, New York, will be married this summer to Georgette Meyer of 
New York. . . 
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Rexall Earnings Drop; 
Closing Stores Cited As Cause 


Net earnings of Rexall Drug, 
Inc., Los Angeles, for 1948 were 
$1,415,869, compared to $1,760,907 
for 1947. Sales amounted to $173,- 
906,515 as compared with $182,- 
664,170 in 1947. 

Sales decrease was primarily 
attributed to selling or closing of 
82 marginal and poor company- 
owned stores in line with com- 
pany policy of putting Rexall in 
the soundest possible position for 
the future, company officials said. 


Four Name Bachenheimer 


The following accounts have ap- 
pointed Bachenheimer-Lewis, New 
York, to handle their advertising: 
Cupid Foundations, Duchess Fab- 
rics, Zinn Furs and Schoenfeld 
Linens, all in New York. 


Names McCann-Erickson 


Warner International has ap- 
pointed McCann-Erickson, Rio de 
Janeiro, to handle the Brazil ad- 
vertising of Linimento de Sloan 
and Peitoral de Cereja do Dr. 
Ayer. 


Joins Jewelry Council 


Martha Percilla, former director 
of fashion promotion and special 
events for Abbott Kimball Co., 
New York, has been appointed 
fashion director of the Jewelry In- 
dustry Council. 


Niagara Food Names Orr 


Niagara Food Products Ltd., Sto- 
ney Creek, Ont., packer of Stoney 
Creek and Cudney canned fruits 
and vegetables, has named Wil- 
liam R. Orr & Co., Toronto, to han- 
dle its advertising. 


15! 


Launderers Name Mark 


Loise Mark & Associates, Mil- ; 
waukee, has been retained to han- 
dle the advertising of the Mil- 
waukee Launderers Association. 
Television, newspapers and radio | 
will be used. 


Adds Appliance Section 


Starting with the May 
Electrical South, Atlanta, will 
carry an appliance section, in 
which all of the appliance editor- 
ial material and advertising will - 
be placed. 
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study of shopping patterns in an 
unidentified city in the New York 
metropolitan area. 

The research company undertook 
the study to determine how effec- 
tively a factor it calls “Locality 
Loyalty” can be measured. Re- 
search to date has been conducted 
only among the two upper eco- 
nomic groups, those families whose 
providers earn more than $5,000 
annually, and Advertest Research 
said it plans no report on the “Lo- 
cality Loyalty” index until the 
entire population is covered. 


@ With a total sample of 453 per- 
sonal interviews, the company 
found that 73.9% shopped for wo- 
men’s apparel in the test city. 
Other “in-Testcity” percentages 
were: For men’s apparel, 69.5%; 
children’s apparel, 71.1%; furni- 
ture, 55.4%; appliances, 87.6%, 
and decorations, 71.8%. Five fac- 
tors recorded most frequently in 
measuring shopping influences 
were proximity to home of pur- 
chaser; merchandise selection; 
merchandise quality; price, and 
service. 

The study, “Shopping Patterns 
in Testcity,” is being released by 
the company’s market section dur- 
ing April for general distribution. 


Robert Hall Clothes Sets 
Newspaper, Radio Drive 


Robert Hall Clothes, New York, 
is launching a campaign this month 
using spreads and full pages in 14 
newspapers and programs and 
elective announcements on 18 
stations to mark the opening of 
new stores in Pittsburgh, Tulsa, 
Wilmington, Chattanooga and 
Davenport. 

The advertising will continue for 
52 weeks and is placed through 
Sawdon Advertising Co. New 
York. 


Blum’s Appoints Wise 


Edward Wise Jr., formerly an 
iccount executive of Olian Adver- 
ising Agency, has been appointed 
dvertising director and sales man- 
‘ger of Blum’s, San Francisco 

‘indy manufacturer, wholesaler 
and retailer. 


Newsday’ Promotes Yauch 


Joseph F. Yauch, circulation di- 
‘ector of Newsday, Hempstead, N. 
’., has been named general man- 
ger. John J. Mullen, Mr. Yauch’s 
ssistant, succeeds him in the post 


of circulation director. 


EAST OHIO STREET ~- 


Counts 


CHICAGO 11, ILLINOIS 
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In the Los Angeles A. B. C. city | 


and retail trading zones, year after year, 


than any other daily. 


third largest and richest market. 


ERALD-EXPRESS 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


more families read the Herald-Express 


This is why the Herald-Express merits 
top place on all advertising schedules 


designed to reach America’s ever-growing 
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Must Export More 
to U. S., Canada, 
Britain Maintains 


Lonpon—Where advertising of 
British goods has a _ reasonable 
chance of boosting export trade to 
the United States and Canada, the 
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biggest advertisers. 
Write or new FREE 
proofs No. 108. 


EYE* CATCHERS, Inc., 10 East 38th St.,N.Y.C. 16. 


government stands ready to ap- 
prove dollar expenditures, accord- 
ing to Sir Stafford Cripps, Chan- 
cellor of the Exchequer. 

The government’s position was 
made clear in connection with re- 
lease of a White Paper dealing 
with a 1949 economic survey and 
government plans to help expand 
export trade to the American con- 
tinent. 

In a summary of the report, 
Sir Stafford said the first of the 
economic objectives for this year 
is to increase British sales in 
Canada and the U.S., even though 
it will be necessary to restrain 
home demand in order to maintain 
the export drive. The survey calls 
for an increase in volume of ex- 
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ports to the western hemisphere 
of 50% during the first half of 
*49. Exports were up 25% in the 
first half of 1948, and 39% in the 
second half. 

The survey declared that “Our 
task is to produce goods which, 
through design, quality and price, 
will command buyers in a free 
market, and we certainly cannot 
rely on securing more favorable 
conditions for the entry of our 
goods than exist today.” 

Up until now, it was said, ap- 
plication for dollars for export ad- 
vertising has been comparatively 
small in total volume. 
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Elgin National Watch Co.’s office boy, as of 1904, completed his 45th 
year with the Elgin, Ill., company, working hard as usual, but with his 
office bedecked with flowers from friends in the trade. He's Vice- 
President Howard D. Schaeffer, who, in his years with Elgin, has been 
on the sales staff, sales manager, assistant to the president, and v.p. in 
charge of sales. . . 


Robert E. Johnson, director of advertising for United Air Lines, has 
won a diamond-studded gold pin for his 20 years spent with the company. 
He began his airline career in Seattle in 29 with Boeing Airplane Co., 
a United predecessor, and moved to Chicago in '32, when United was 
created. . . Bill Coe, of Benton & Bowles, New York, is wearing a new 
Hamilton watch received from B&B's president, Clarence Goshorn, to 
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Postage Stamp Necessary if Mailed in the United States 


REPLY CARD 


town market ! 


LOTTE Be wee 


WE HAVE 


NO QUARREL 
with buying Urban and Farm Publications 


They do a good job in the big cities, towns and farms for N 
which they are designed and edited. 


Gut 


to do a good job in the True Small Town Market, it follows as 
the night the day, you need a publication designed and edited 
exclusively for this market. 


you need GRIT 


... because GRIT reaches deep into this mass-market — 
3,300,000 of all U.S. families—12% of your entire-city anc 


. because GRIT is bigger in the True Small Town 
Market than any Urban or Farm National Publication. 


Yes, you need GRIT on every 
National Advertising List ! 


GRIT PUBLISHING CO., WILLIAMSPORT, PA. 
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AMBLERS—John L. Hughes, advertising manager of Hotpoint, Inc., in chef's cap, 

helps fellow Chicago Advertising Amvets fill their plates at the annual Ad Amvet 

Amble held at the Mohawk Country Club. In the line, left to right, are Dick Wood, 

of Foote, Cone & Belding, and his wife, and John Bull, of Western Advertising 
Agency. 


G. H. Kirkpatrick, Foote, Cone & Belding’s motion picture art director 
in Hollywood, is spending three months in Europe to direct a political 
poster campaign designed to promote the American story there. . . 
Niles Trammell, NBC president, is vacationing in Florida. . . And 
Chicago’s Ade Hult, v.p. of midwest operations of Mutual, is back from 
there with a nice coat of tan. . 

Fred Gardner, head of Fred Gardner Co., New York, whose hobby is 
magic, entertains at veterans’ hospitals during his spare moments. . . 
Fred W. Miller, president of Miller Brewing, flew his plane from Mil- 
waukee to New York City to attend the opening of Lawrence Welk’s 
orchestra at the Hotel Roosevelt. His brewery sponsors Welk’s broad- 
casts on ABC and a boxing bout program on WJZ-TV. .. 


LOYAL TO MINNEAPOLIS—Former residents of Minneapolis, largely advertising 
men, have formed the Minneapolis Club of New York. At the organizing meeting on 
March 11 were, standing, left to right: Joseph S. Smith, attorney; Dale Snure, 
Employers Mutual Fire Insurance Co.; Paul Smith, president of the New York 
agency bearing his name; J. P. Maloney, advertising manager, Minneapolis branch 
of the Dakota Farmer; Sydney Smith, Marschalk & Pratt; Daniel Donahue, Bureau 
of Advertising, ANPA; Samuel Smith, Remington Rand; Jack Wells, Minneapolis- 
Honeywell. Seated, left to right, are the club’s officers: Richard Mclean, O’Mara 
& Ormsbee, treasurer; Bruce Robinson, Bureau of Advertising, ANPA, executive 
meteaes af William Young, William Esty Co., president, and M. E. Carlock, Benton 
& Bowles, program committee chairman. 


Installed as chairman of the Salvation Army advisory board in Port- 
land, Ore., is Ray Carr, head of the Ray Carr Organization, Portland 
agency. A new member of the board is Richard J. Jones, secretary, who 
is national manager of the Portland Oregonian. . . The son of Al Paul 
Lefton, Philadelphia agency head, Al Paul Jr., has a new interest. He’s 
been made assistant business manager of the Yale Daily News. . . 

New ad babies in Chicago are Louis J. Nelson III, son of Louis J. 
Nelson, media director of Wade Advertising Agency, and a boy, an- 
nounced as an All-American fullback, 1970, son of Leonard Schultz, 
promotion and research director of The Branham Co. In Boston, Edward 
Lloyd III weighed in at 6 lbs., 3 oz. He’s the second child of Edward 
Lloyd Jr., sales representative of WEEI. . . Across the border (north) 
the publicity department of CKCO, Ottawa, has been extra busy spread- 
ing the news about the birth of a son, Noel Jeffrey, to Reginald N. H. 
Beach, publicity director of the station. . . 

Paul Williams of N. W. Ayer & Son, Philadelphia, will wed Dorothy 
Scott come June. .. And Ralph A. Sandt of Averell Broughton Adver- 
tising, New York, will xe married this summer to Georgette Meyer of 
New York. . . 
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PRIZE—Ted Mack, left, emcee on the Old 
Gold Original Amateur Hour, ond Nick 
Keeseley, vice-president of Lennen & Mit- 
chell and executive on the Oid Gold 
account, admire the registered 3rahman 
bull calf presented to Mack by the 
American Brahman Breeders Association 
when the show originated its ABC broad- 
cast in Houston a few weeks ago. 


‘Testcity’ Majority 
Shops for Products 
in Own Community 


NEWARK—Among upper income 
groups, an average of 71.6% of 
the buyers shop for goods within 
their own community, contrasted 
with the 28.4% who make “out-of- 
Testcity” purchases, Advertest Re- 
search has learned in a continuing 
study of shopping patterns in an 
unidentified city in the New York 
metropolitan area. 

The research company undertook 
the study to determine how effec- 
tively a factor it calls “Locality 
Loyalty” can be measured. Re- 
search to date has been conducted 
only among the two upper eco- 
nomic groups, those families whose 
providers earn more than $5,000 
annually, and Advertest Research 
said it plans no report on the “Lo- 
cality Loyalty” index uniil the 
entire population is covered. 


a With a total sample of 453 per- 
sonal interviews, the company 
found that 73.9% shopped for wo- 
men’s apparel in the test city. 
Other “in-Testcity” percentages 
were: For men’s apparel, 69.5%; 
children’s apparel, 71.1%; furni- 
ture, 55.4%; appliances, 87.6%, 
and decorations, 71.8%. Five fac- 
tors recorded most frequently in 
measuring shopping influences 
were proximity to home of pur- 


chaser; merchandise selection; 
merchandise quality; price, and 
service. 


The study, “Shopping Patterns 
in Testcity,” is being released by 
the company’s market section dur- 
ing April for general distribution. 


Robert Hall Clothes Sets 
Newspaper, Radio Drive 


Robert Hall Clothes, New York, 
is launching a campaign this month 
using spreads and full pages in 14 
1lewspapers and programs and 
elective announcements on 18 
stations to mark the opening of 
new stores in Pittsburgh, Tulsa, 
Wilmington, Chattanooga and 
Davenport. 

The advertising will continue for 
52 weeks and is placed through 
Sawdon Advertising Co. New 
York. 


Blum’s Appoints Wise 


Edward Wise Jr., formerly an 
.ccount executive of Olian Adver- 
ising Agency, has been appointed 
dvertising director and sales man- 
‘ger of Blum’s, San Francisco 

(indy manufacturer, wholesaler 
and retailer. ‘ 


‘Newsday’ Promotes Yauch 


Joseph F. Yauch, circulation di- 
‘ector of Newsday, Hempstead, N. 
’., has been named general man- 
ger. John J. Mullen, Mr. Yauch’s 
ssistant, succeeds him in the post 
©f circulation director. 


Rexall Earnings Drop; 
Closing Stores Cited As Cause 


Net earnings of Rexall Drug, 
Inc., Los Angeles, for 1948 were 
$1,415,869, compared to $1,760,907 
for 1947. Sales amounted to $173,- 
906,515 as compared with $182,- 
664,170 in 1947. 

Sales decrease was primarily 
attributed to selling or closing of 
82 marginal and poor company- 
owned stores in line with com- 
pany policy of putting Rexall in 
the soundest possible position for 
the future, company officials said. 


Four Name Bachenheimer 


The following accounts have ap- 
pointed Bachenheimer-Lewis, New 
York, to handle their advertising: 
Cupid Foundations, Duchess Fab- 
rics, Zinn Furs and Schoenfeld 
Linens, all in New York. 


Names McCann-Erickson 


Warner International has ap- 
pointed McCann-Erickson, Rio de 
Janeiro, to handle the Brazil ad- 
vertising of Linimento de Sloan 
and Peitoral de Cereja do Dr. 
Ayer. 


Joins Jewelry Council 


Martha Percilla, former director 
of fashion promotion and special 
events for Abbott Kimball Co., 
New York, has been appointed 
fashion director of the Jewelry In- 
dustry Council. 


Niagara Food Names Orr 


Niagara Food Products Ltd., Sto- 
ney Creek, Ont., packer of Stoney 
Creek and Cudney canned fruits 
and vegetables, has named Wil- 
liam R. Orr & Co., Toronto, to han- 
dle its advertising. 


15! 


Launderers Name Mark 


Loise Mark & Associates, Mil- ; 


waukee, has been retained to han- 
dle the advertising of the Mil- 
waukee Launderers Association. 
Television, newspapers and radio 
will be used. 


Adds Appliance Section 
Starting with the May issue, 
Electrical South, Atlanta, will 
carry an appliance section, in 
which all of the appliance editor- 


t 


ial material and advertising will - 


be placed. 


than any other daily. 


third largest and richest market. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


In the Los Angeles A. B. C. city 


and retail trading zones, year after year, 


more families read the Herald-Express 


This is why the Herald-Express merits 
top place on all advertising schedules 


designed to reach America’s ever-growing 
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Buffalo Families 
Spend More on Food 


WASHINGTON—The people who 
live in Buffalo buy as much citrus 
fruit as those who live in San 
Francisco. 

That’s a market fact from the 
latest instalment of a nationwide 
study of family food budgets, now 
being published by the Bureau of 
Human Nutrition and Home Eco- 
nomics of the Department of Agri- 
culture. 

The department found that Buf- 
falo families used 38% of their in- 
come for food—a higher percent- 
age than residents of any of the 
three other communities studied 
during the winter of 1948. 

Compared with Buffalo’s 38%, 
the Agriculture Department found 
that residents of Birmingham, Ala., 
used 37% of their income for food; 
residents of San Francisco used 
32%, and Minneapolis-St. Paul 
families used 30% (AA, March 7). 

Financed from funds provided 
under the Research and Market- 


ing Act, the survey is designed to 
provide the food industry with 
fresh information on market pos- 
sibilities. 


a The four winter studies already 
published are to be followed 
shortly by a report covering food 
budgets in 68 communities during 
the spring of 1948. Later there are 
to be spring and fall studies of 
Birmingham, Minneapolis-St. Paul, 
San Francisco and Buffalo. 

Buffalo families used relatively 
more baked goods, potatoes, canned 
vegetables, meats, fats, canned 
fruits, and prepared and semi-pre- 
pared foods, the department found. 

Checking back to a study of Buf- 
falo wage earners made in 1936, 
the department found residents 
using twice as much milk, a quar- 
ter more fresh fruit and slightly 
more eggs, meat, poultry, fish, 
sugar and sweets. 

On a per capita basis, San Fran- 
cisco residents spent $9.75 for food. 
Buffalo, with larger families, spent 
$7.65 per capita; Birmingham $6.61, 
and Minneapolis-St. Paul $6.89. 


Premium Exhibit Scheduled 


Under the sponsorship of the 
Premium Advertising Association 
of America and the New York 
Premium Club, the annual Prem- 
iums & Advertising Specialties Ex- 
position will be held the week of 
Sept. 12-16 at the 7ist Regiment 
Armory, New York. J. M. David- 
son, of Colgate-Palmolive-Peet Co., 
Jersey City, is president of the 
national association. 


Walsh Appoints Werts 


F. Rex Werts, formerly business 
manager of the News-Herald, 
Vancouver, B. C., has been named 
manager of the Montreal office of 
Walsh Advertising. For the past 
few months he has been with the 
Windsor office of the agency. 


Borden's Promotes Cascorez 


Borden’s, New York, will use 
Buy-Lines by Nancy Sasser to 
promote Cascorez, its new liquid 
resin glue, in a market test on 
the West Coast. Elsie, the cow, will 
be used in the promotion, using 
her familiar slogan:“If it’s Bor- 
den’s, it’s got to be good!” 


Display Test 
Participants 


Boost Medium 


Year after Sales Test, 
PoPAI Finds Companies 
Sold on Point-of-Sale 


New YorkK—Last year the at- 
tention of much of the display 
business was concentrated on the 
sales tests being run by the Point- 
of-Purchase Advertising Institute 
and eight advertisers in Rochester 
and Syracuse. 

Last week the institute was still 
receiving orders for its summary 
of the test, called “How Much Do 
Window Displays Increase Sales?” 
Many companies had distributed 
it widely to their display and pro- 
motion men. Anheuser-Busch has 
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OU'LL MISS PLENTY in California if you miss the 
Billion Dollar Valley. For one thing, you'll pass 
up plenty of people—almost as many people as there 


National Representatives . . . O'Mara & Ormsbee, Inc. 
Los Angeles * 
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are in Los Angeles. And you'll skip mile after mile of 
farms. Rich farms which yield half the net farm income 
of all California. And you'll miss billions in buying 
power. More, in fact, than San Francisco’s and San 


Don't let your competitors get this draw on you— 


make sure you've got the Valley covered. And the way 
to do it is through the strong /ocal newspapers. Because 
the Valley — lying well inland — is an independent 
market, uncoverable from the outside. So schedule The 
Sacramento Bee, The Modesto Bee and The Fresno Bee. 
Those three McClatchy papers reach far more Valley 
people than any other combination—local or West Coast. 
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Advertising Age, April 4, 
furnished copies to all members of 
the brewer’s point-of-purchase 
committee; Seagram-Distillers 
Corp. has sent copies to all di- 
visional sales promotion managers; 
U. S. Rubber Co. provided each of 
its divisions with copies for ref- 
erence, etc. 


ws Asked by J. Kingsley Gould, 
executive secretary of PoPAI, as 
to their reactions after having 
participated in the test, here are 
condensed replies from five of the 
eight advertisers who took part: 

Sherwin-Williams Co. (whose 
Kem-Tone showed a 57% sales 
increase). Said C. F. Toll, general 
manager, publicity: “We made 
good use of the information which 
resulted...we utilized the per- 
centage figures to substantiate the 
importance of point-of-sale dis- 
play. As a matter of fact, we have 
preached for a long time that the 
first 20’ of a retail store pays off 
half the rent...We firmly be- 
lieve that point of sale has as im- 
portant a place in product mer- 
chandising as national advertis- 
ing...” The company will use the 
results more to stress the impor- 
tance of the medium than as a 
basis of increased usage. 

Wildroot Co. (Wildroot Cream 
Oil sales went up 41%). J. Ward 
Maurer, director of advertising: 
“IT can’t state that as a result of 
this survey we have materially in- 
creased our budgets covering 
point-of-purchase material. How- 
ever, I can say that the study had 
a very stimulating. effect ...the 
time and effort we are putting in 
on point-of-purchase material has 
certainly been increased. We are 
running a series of tests of our 
own, which I am sure will result 
in increasing the effectiveness of 
our point-of-purchase material, 
which in turn will ultimately re- 
sult in greatly increased point-of- 
purchase activity...” 


a H. R. Meeker, advertising pro- 
duction manager, Colgate-Palmol- 


ive-Peet Co. (Lustre Creme 
showed a 98% increase), said 
cautiously: “(1) The survey re- 


sults did confirm an opinion we 
already had as to the effectiveness 
of window displays. (2) We have 
always emphasized point-of-pur- 
chase display material, and such 
being the case, there is no neces- 
sity for us to increase the use of 
point-of-purchase material in our 
present or’ future advertising 
plans.” 

Meade Johnson, general sales 
manager, Yale & Towne Mfg. Co. 
(the company’s hardware prod- 
ucts showed a 113% gain): “The 
‘very convincing results’ [of the 
test] are the bases of an additional 
allocation in our budget for win- 
dow and store displays... The re- 
sults...confirm our belief in the 
effects of these media, and made 
us aware that we have been un- 
derestimating their power. The 
sales increases shown in the sur- 
vey have been used as extremely 
persuasive arguments to etfect 
much wider distribution of dis- 
play material...” 


a Weco Products Co. (Dr. West’s 
coothbrusn showed a 51% sales 
increase). O. B. Lyon, advertising 
manager, said: “ihe survey re- 
sults nearly confirmed the opinion 
we already had as to the etfective- 
ness of window displays... At 
our annual convention... we used 
the story on etfective displays to 
stimulate sales in chain stores. We 
are tirm believers in point-ol- 
purchase advertising... We have 
a window instaliation campaign 
planned for high spot drug store 
socaulons throughout the country 
in which instauations will go in 
irom May to June of this year. 
there is always in our budget an 
allocation for window and interior 
cusplays.” 

Copies of the study, at $5, are 
available from the institute, at 16 
E. 43rd St., New York. 
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ers of x , 
hase “CORBY’S WEATHER REPORT 
llers ee ie a 

ll di- ' 
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> ref- 


rould, 
\I, as 
aving 
ee lll RRR: 
—— CHICAGO AND VICINITY: Monday 
wade ph ty ny “Shep aap fr 
sales Ar pace pee » ag Sy my vay % 
neral ‘ican bladed whiskey thes preferred by millions. All Chicago is saying " 
made | Summa tet“ats Ses teen goes vs =, | 
which spre real 4 a samp + rer Creeesc. lin 
per- WEATHER ADS—After tests of its weather a : 
te the forecast ads in New England and Florida, 
dis- Jas. Barclay & Co., Peoria, Iil., has 
have started a five-a-week campaign in the 
at the Chicago Tribune through Brooke, Smith, 
ys off French & Dorrance, Detroit. BS 
y be- b . Vd /, 
s im- Corby’s Weather Ads exas greatest newspaper will open the most 
mer- 
ertis- Make Chicago Debut 
wg Peoria, Itt.—After pre-testing ee f I, hk; / f e y e /) 29 uf f th, 
as a in New England and Florida, moaern pY4 ts ing P ant tn merica, ay na, to Serve e 
James Barclay & Co. has intro- 
‘ream duced its 140-line Corby’s whisky 
Ward and weather report copy in Chi- 
ising: cago on a five-a-week basis, and 
it of expects to extend the campaign to 
ly in- other markets when results of the 
ring final test in Chicago are tabulated. 
Ho ak The unusual weather tie-in ad- 
y had vertisements are prepared in 
the blocks of 12. Each ad carries a 
ng pi photo illustrating fair, cool, colder, 


2 hon rain, cloudy or windy weather, 


~~ and a space for the newspaper to % That great Northeast Texas area where more people make more money r 
set the latest weather report plus, 


f our ; ‘ 
of course, about six lines of copy 
— boosting Corby’s whisky. and spend more for more things .. than in any like area in the Southwest | 
verte Each newspaper running the in- 
y =. sertions will be supplied with the } 
set adaptable to its area. At make- t 
it-of - ready, the composing room checks 
with the official forecast, selects Upon the facade of the magnificent new building of the Dallas | 
the most appropriate ad and sets ° 
pro- two or three lines of type giving . : 
\mol- the Sneed teveonnt. Morning News are these words of the late publisher, George 
reme When the weather remains con- ° 
said Gett tee covert dave. Geet. Bannerman Dealey: “Build the News upon the rock of truth and 
y re- Smith, French & Dorrance, Bar- : 3 i " 
n we clay’s agency, suggests that the righteousness. Conduct it always upon the lines of fairness and 
eness papers rotate the several ads I : 
= which ilustrate each type of integrity. Acknowledge the right of the people to get from the 
-pur- weather. 
such : . . “ ° 
; newspaper both sides of every important question.” With these 
eces- I Herrick Rejoins F&S&R; ite _— q 
1 our Agency Adds Five Others ideals to guide us, with ultra-modern equipment, including newest, 
J Oy ye 
u c reiati - 89) . . 
savas tammane ot Gomme ATR, | TP high-speed color presses, with a star-studded staff . . the News 
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g. Co. Fuller & Smith & Ross, Cleveland, mo a will render an even greater service to its readers and advertisers. 
prod- as an account executive. Mr. Her- "1 
“The rick was associated with this ' _ 
f the agency eight years ago. : 
anal Mary A. Chambers, formerly iS (\ 
P with Halle Bros., Cleveland, has 
pnd joined F&S&R as assistant account = N : 
- executive and Anthony Longo has i 2 fr 2 : ° 
s the johaea that office as art director eae Y, \ CRESMER & WOODWARD, INC., Representatives: 
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snake and Irwin Perton have been added | LR AS! — : 
effect o the art department. 5 Nw, ~ ~~ a 
dis- 9 WOR-TV Leases Studio AS! | Ama | I 
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Vest’s pects to go on the air in mid- { aD WGK / . = 
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ising feet of space in American Broad- Ai tp i Y ; “ 
y re- -asting Co.’s Television Center at CS iin Se Yj, yi 
inion 7 W. 66th St., New York. \ } ih} 4) 
stive- ABC’s New York station, WJZ- —Ky ¢ - 
a 'V, and WOR-TV will share audi- F\\ RW i 
used ‘on and rehearsal studios, dress- N07 9), ZZ N 
st o ng rooms, locker rooms, storage, \ O ES a * 
y cenic and property areas. WOR- t > Pi ~ oa \) 
s. We 'V is building additional studios Za &£ cE ~ 
— ' fits own at W. 67th St. oe ee r : s 
ave Li ee Ru mcg tec Are elk o ae 2 eee: 
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siore — San Francisco Chronicle has ap- a4 Lv 
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Use of P-O-P Growing 


in Spite of ‘Problems’ 


(Continued from Page 1) 
kinds, primarily lithography”; 
“window and counter cards, three- 
dimensional window displays, dem- 
onstrators, neon signs”; “cards, 
. streamers, shoe pointers, blowups 
and reprints of national ads, coun- 
ter signs, price tickets”; “counter 
signs, photographs, blow-ups”; 
“metal, glass and neon signs”; 
“display cards, mounted ads, 
banners, merchandising labels and 
booklets.” 


ws Questions on the future of the 
medium and the particular things 
they liked or disliked about it 
brought some interesting com- 
ments, dealing principally with the 
problems involved in getting the 
material into actual use in stores. 
For example, one advertiser ex- 
plained: 

“We are buying less conventional 
point-of-purchase material this 
year than we have formerly. 
About the only thing we are 
making available this year is 
mounted reprints of our color page 
magazine advertisements, and a 
few different types of window 
streamers. 

“Our curtailment of point-of- 
purchase display material is due 
largely to the fact that we just do 
not have the sales organization to 
see that this material gets used 
properly; and consequently we feel 
that the waste factor is consider- 
ably greater in our case than in 
the case of those companies who 
do have a direct sales force large 
enough so the men can spend some 
of their time on retail service 
work. 


ws “A good portion of the money 
we formerly spent for standard 
display material is now going into 
our wire display rack. While the 
cost per unit is considerably 
higher than other types of display 
material, we know that these do 
get up and stay up. They are given 
out on deals, assuring us of satis- 
factory volume from each dealer 
who has one, and they do the 
extra job of grouping all of our 
products together, instead of hav- 
ing them scattered around at three 
or four points in the store, which 
happens when we do not have 
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read every month by the 
Creamery Products Manu- 
facturers. Producers of but- 
ter, cheese, dry, condensed 
and evaporated milks. 
Most of these plants are 
located in large cow-popy- 
lated areas and have sub- 
stantial purchasing power. 

se eveeneeeeee#eees#kee#ee##e#e#e#e#e 
read every month by ICE 
CREAM MANUFACTURERS 
located in all cities and towns, 
and who seli through whole- 
sale outlets as well as com- 


ICE CREAM 


REVIEW 


pany-owned of controlied 

stores. 

eeneeweeeeeeeeeeeeeeeeeee 

tead every month by Milk Deal- 

ers — producers of bottled prod- } 

wets, cottage cheese and other 

dairy products, and are pack- DEALER 

agers and distributors of butter 

and eggs. 

*enrnereeeeeeeee#ee#ee#e#ee#ee#e#e#e 
Every worthwhile milk dealer, 
creamery products manufac- 
turer and ice cream manvu- 
facturer regularly uses this 
large red book as a BUY- 
ING GUIDE and DIREC- 
TORY. W is the annual, 

permanent, BUYER'S REFER- 


ENCE book. 
OLSEN PUBLICATIONS 
x 1445 NORTH FIFTH STREET 


MILWAUKEE 12, 
~ " 


“f 


the display rack in.” 

A western brewer, reporting an 
extremely wide range of point-of- 
purchase material, says: 

“With the growth of supermar- 
kets and modernization of all 
types of premises, it is increasingly 
difficult to get placement of point 
of purchase for beers. Cheap card- 
boards are increasingly difficult to 
place, and have a short life. They 
are good only for special promo- 
tions. 

“There would be a good future 


for plastics if the price of the 


raw material could be reduced 
materially.” 


@ Many respondents emphasized 
the problem of getting material 
up. For example, one said: “I dis- 
like the mortality rate in jobbers’ 
back rooms—too much of the ma- 
terial we send them never gets 
to dealers’ stores.” Another said: 
“We must rely on our distributors. 
They sometimes feel it does them 
no good to put P-O-P material 
up.” 

Although most people believe 
point of purchase is increasing in 
importance because of the trend 
toward self-service, one respondent 
disagreed with this viewpoint. 
“P.O-P,” he said, “is becoming 
less important with the increase 
in grocery supermarkets. They do 


not permit the use of special dis- 
play material or posters on their 
windows and as they do most of 


the grocery business, it hardly 
seems worth while to spend a lot 
of money for P-O-P material to 
be used in the small service stores 
where the percentage of total bus- 
iness is small.” 


a The advertising manager of an 
important factor in the alcoholic 
beverage field indicated he and his 
sales staff do not quite see eye-to- 
eye on point of purchase. “Our 
salesmen,” he said, “are sold 100% 
on the effectiveness of point-of- 
purchase material, believing that 
impulse buying is a determining 
factor in such a highly competitive 
business. I am not so sold on its 
effectiveness, for too many deal- 
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ers fail to use this medium to any 
advantage. 

“If our sales representative is 
on hand to see that the material is 
correctly used, we receive benefit 
temporarily. Once our representa- 
tive has moved on, however, the 
material is allowed to accumulate 
in a back room until the stock 


|becomes dirty and unattractive. 


Then he throws it in the junk 
pile. 

“Consumer booklets, supplied at 
the request of the consumer, have 
proved highly valuable but the 
same booklets, when furnished to 
a retailer for distribution, are 
usually wasted through his failure 
to use them. 


s “Point-of-purchase material that 
is not cardboard, and is ready for 
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ny distribution upon arrival, fares 
better than other material which 
is must be assembled. Almost all re- 
| is tailers complain when asked to 
fit assemble display material, partic- 
ta- ularly when it is cardboard. Some- 
the thing new and different will be 
ate used until the novelty wears off, 
ck as we found when first offering 
ve. champagne buckets. If the retailer 
ink did not immediately dispose of his 
supply, however, he was reticent 
at about taking a second supply. 
ive Most retailers say they want dis- 
the play material and actually think 
to they will use it when it arrives, 
are but we feel we are receiving ex- 
ure cellent return if 50% of the re- 
tailers who request material ac- 
tually use it.” 
hat On the other hand, another ad- 
for vertiser, who says “it is relatively 


hard to control use of material in 
our case, although we have our 
salesmen police our stores regu- 
larly,” still believes that “with in- 
creasing competition point-of-pur- 
chase advertising will become more 
important every day. It clinches 
the advertising where the money 
changes hands. As such it is the 
culmination of any well-planned 
campaign.” 


es Another says: “When properly 
used by the retailer, it is inex- 
pensive, very effective advertising 
at the point where the customer’s 
decision is made to buy or not to 
buy. In our business, good win- 
dow display is the retailer’s No. 1 
advertising medium.” 

One respondent reports: “Point- 
of-sale reminders of specific items 


nationally advertised have always 
been important and vastly effec- 
tive when we have had dealer co- 
operation in their use. This coop- 
eration is not easy to get; limited 
store space for promotional ma- 
terial requires that a persuasive 
selling job be done on the dealer 
in order to obtain his cooperation.” 

Another respondent, selling a 
specialty line, says: 

“Point-of-purchase material is a 
very important aid to sales people 
in calling attention to the selling 
points of an item. Very few sales 
people today know enough about 
the merchandise they sell... there 
is too rapid a turnover in per- 
sonnel. 

“Point-of-purchase display ma- 
terial is an important tie-up with 
national advertising. It’s a vital 


link in the entire program from 
national magazine advertising, to 
window display, to store interior 
display, to sales talk by sales peo- 
ple (demonstration where pos- 
sible) to actual sale of item to the 
consumer.” 


Dulles Will Address BNF 


John Foster Dulles, member of 
the United States delegation to 
the General Assembly of the 
United Nations, will be the prin- 
cipal speaker at the luncheon 
session of the third annual Brand 
Names Day to be held April 12 
at the Waldorf-Astoria, New York. 


Schatiner to ‘Farm Journal’ 

W. Alvin Schaffner, formerly 
with Young & Rubicam, has joined 
the New York sales staff of Fa 
Journal, Phialdelphia. ° 
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Post-Gazette 
Sunday aews- 


ent, all adv 
out! 


7 =e Ist, just on 


rates are based on 


lation of 200,000 the initial print 


¢ month afcer the initial 
ertising space was com> 


rs oc: 


9 Giant sections—packed with pleasurt ; 


1 NEWS 


4 TRI-STATE MAGAZINE 


7 COMICS 


All the news from AP and N.Y. 
HeraldTribune. W irephotos, too. 
More news by far than any other 
Pittsburgh Sunday newspaper! 


2 SPORTS 


Al Abrams and Vince Johnson at 
their familiar stands. Outdoors 
by Hal Harrison. Jack Hernon 
with the Pirates. Many more, too! 


3 CITY AND COUNTRY 


Bigger-than-ever Women’s Pages 
covering Clubs, Society, Homes, 
« Fashions, Food—and everything 
women want to read about most! 


COLOR 


s 


It’s in colorgravure, chockfull of 
stories and pictures about Pitts- 
burgh and the Tri-State area. 
This is something you'll love! 


3 POINT OF VIEW 


Vigorous new “Opinion” section 
on the background of the news. 
Cy Hungerford’s cartoon review 
of news headlines of the week! 


6 PARADE 


Another colorgravure magazine 
that’s already a big favorite in 
millions of American homes! 
All the family will go for it. 


More pages of comics than any 
other Pittsburgh Sunday paper. 
Dick Tracy, Terry, The Gumps, 
Penny —all your favorites! 


8 TABLOID COMICS 


Gasoline Alley, Jack Armstrong, 
Superman, Archie, Moon Mullins, 
The Berrys, Funnyman, The Saint, 
Tops for laughs for everybody ! 


9 SPIRIT COMIC BOOK 

A new, exclusive idea. Weekly 
Comic Book “THE SPIRIT” 
FREE every Sunday! Full ofaction, 
laughs and real adventure, too. 


. - PITTSBURGH POST-GAZETTE 


aay 24 Largest Circulation of Any Pittsburgh Daily Newspaper eee 
— | : 
coo. fl Vow 7 days 2 week 

REGAN & SCHM 


Bibb det NATIONALLY BY MOLONEY, 


itt 
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Crosse & Blackwell 
Backs WFBR Program 


Crosse & Blackwell Co., Balti- 
more, is sponsoring “How Well 
Do You Know Me,” a new quiz 
show, over WFBR, Baltimore. | 
Time was bought through Van- 
Sant, Dugdale & Co. 

At home contestants are tele- |; 
phoned by a “mystery host,” some 
well know Baltimorean, and asked 
questions about the sponsor’s 
products. 


Elects William Muller 


William H. Muller has been 
elected chairman of the board of 
the newly organized Northern 
California Blueprinters’ and Pho- | 
tocopyists’ Association, San Fran- | 
cisco. The group will participate 
in a national program to promote | 
the use of blueprints and photo- | 


copy. 


Joins Ruthrauff & Ryan 


Frederick B. Clarke, formerly 
with Alley & Richards and Mc- | 
Cann-Erickson, New York, has} 
joined the copy staff of Ruthrauff | 
& Ryan, New York. 


Have You Diagnosed 
the St. Louis Market? 


KWK is just what the ‘‘doctor | 
ordered”’ for ailing sales in) 
St. Louis! 


eS 


has effectively served adver- 
tisers in St. Louis for 22 years 
and, here is proof that KWK 
is the best treatment for your 
salesills... 


During a typical week, St. 
Louis’ four network stations 
produced 370 local quarter- 
hour programs between 8:00 
A.M. and 7:00 P.M. — They 
were rated as follows... 


AVERAGE 
STATION PROGRAMS HOOPER 
KWK 165 4.3 
A 75 3.1 
B 80 3.0 
c 50 4.9 


THESE HOOPERS PLUS KWK’S 
RATE CARD ARE THE BEST MED- | 
ICINE FOR QUICK RESULTS! 


Paul H. Raymer Co. 


REPRESENTATIVE | 
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Names Gebhardt & Brockson 


Cummins Business Machines 
Corp., Chicago, has named Geb- 
hardt & Brockson, Chicago, to di- 
rect the advertising of its business 
machines and portable electric 
tools. 


Apparel Market Week Set 


The California Apparel Creators 
has scheduled the fall market 
week for June 19-22 at the Alex-| | 


andria Hotel, Los Angeles. 


Red Comet Names Warner 


The automotive products divi- 
sion of Red Comet, Inc., Littleton, 
Colo., manufacturer of fire ex- 
tinguishers, has named Harold 
Warner Co., Buffalo, to handle its 
advertising. 


Appoints Campbell-Mithun 
Chun King Sales, Inc., Duluth, 
Minn., oriental foods, has appointed 
Campbell- Mithun, Minneapolis and 
Chicago, to handle its advertising. 


How to Keep a Salesman Perched in 


most Every Office of the Bedding Industry 


To 
Advertising Agencies 


Be sure your clients are repre- 
sented in this “must” book, the 
“bible” of the industry. Reprints 
are available, so this is an inex- 
fog way to produce a cata- 
If you consider all facts you 
will unhesitatingly recommend 
the Guide of suppliers, etc. to 
your clients in this field. 15% 
commission on all units, regard- 
less of number of catalog- -type 
pages used. Ask for data! 


Last Forms close May First 
— Make Reservation Now! 
Best positions alloted in 
order received 


Merchandise Mart, Chicago 54 
Phone WHitehall 4-1292 

200 West 24th Street, New York 11 
Phone WAtkins 4-5356 

Robert C. Craig, 601 S. Vermont 
Ave., Los Angeles 5 
Phone FAirfax 1363 


ed 


Be 
Represented 
in the 


BEDDING 


Buyers Guide 
and Composite Catalog 
1949-1950 Issue 


This is the only reference volume 
and product catalog of its kind pub- 
lished for the bedding manufactur- 
ing industry. By being included you 
maintain a salesman at all times in 
buying offices of the industry, and 
get complete coverage among bed- 
ding manufacturers that account for 
more than 90% of the industry’s 
volume. When buyers are in e 
market for steel and wood products, 
mattress and spring machinery and 
supplies, mattress and upholstering 
fabrics, filling materials, shipping 
supplies, labels and tags, etc., your 
“catalog” is right at hand along 
with competitors’ and you have 
equal chance for a sale. 

All or parts of your regular catalog 
can be inserted in the Composite 
Catalog section or you can publish 
new catalog-type pages in it. 


Send for complete information, rates, 
“extras” for advertisers, etc. 


Published by 


TWE ONLY MAGAZINE REACHING 
THE MANUFACTURERS OF 
SLEEPING EQUIPMENT 


Displays Help 
F. & M. Schaefer 
Hold Top Place 


BrRooKLYN—Aggressive adver- 
tising and intensive use of point- 
of-purchase material has enabled 
F. & M. Schaefer Brewing Co. to 
sell more than 2,000,000 barrels 
of beer a year in a relatively small 
marketing area. Schaefer moved 
into the display field immediately 
after repeal of the 18th Amend- 
ment in 1933. 

Currently, the company allocates 
about one-third of its advertising 
budget to display material, and 
has evolved a system of installa- 
tion. and control, with some qual- 
ifications peculiar to the beer 
business. 

Because of state liquor authority 
restrictions, a brewery can give 
no discounts, premiums or trade 
deals forsdisplay material: there- 
fore, the material Schaefer plans 
is for general distribution to be- 
tween 25,000 and 30,000 grocery 
and package stores in its mar- 
keting area. It buys no animated 
displays, largely because of the dif- 
ficulty in moving the displays 
around, and because its displays 
are planned for mass distribution. 

Like many other advertisers, 
Schaefer likes to reinforce con- 
sumer advertising with display, 
and uses the material interchange- 
ably. Subjects for a 24-sheet poster 
or a car card are often tied in 
with a display, and vice versa. The 
brewer’s philosophy is that con- 
sumer advertising without ade- 
quate display follow-through and 
strong merchandising is money 
wasted. 


ws Schaefer is the largest of the 
regional brewers, and the fifth 
largest brewer in the U.S. It is 
ranked by Brewer’s Journal behind 
Schlitz, Pabst, Ballantine and An- 
heuser-Busch, all of whom market 
nationally. Schaefer is sold in New 
Jersey, Connecticut, Rhode Island, 
Massachusetts (where spot radio, 
newspapers and point-of-purchase 
were used to spearhead expansion 
into Boston recently), and New 
York—omitting the northwest por- 
tion of the. state and the Albany 
region. 

Schaefer plans to furnish pack- 
age outlets with about six window 
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HOLIDAY DISPLAY—Here is a typical Schaefer display for the holiday season. 


Note the use of (1) a pretty girl, (2) 


complementary pieces which flank the 


principal display. Batten, Barton, Durstine & Osborn is Schaefer's agency. 


The Largest-Selling mass men’s magazine 


*"* LEGION MAGAZINE 


ABC Net Paid Circulation 
( Period ending December 31. 1948) 


Is “‘mass magazine” space getting foo costly 
for your men’s product budget? 


LOOK AT 
THESE FACTS 


THE AMERICAN 


LEGION 


1. More men read each 100 
copies of the American Legion 
Magazine than any other ‘‘mass 
magazine,’’ says Starch. 


2. The American Legion Maga- 
zine costs only $1.90 per 1,000 
—less than any other mass 
magazine for men. 


drop a “collect” 
full details to: 


1 Park Averuve 
New York City 


3,031,838 


If these facts intrigue you, 
wire for 


Mr. Fred Maguire, Adv. Dir. 
American Legion Magazine 


displays a year, put up on a cam- 
paign basis. With the window dis- 


VEILED—This display, made by Einson- 
Freeman for F. & M. Schaefer Brew- 
ing Co., utilized a length of rea! veil- 
ing, inserted by hand into the display. 


plays, which are changed every 
two months, go complementary 
displays of various kinds, calcu- 
lated to be changed every month. 
Also included are promotional 
gimmicks, back bar material, etc. 


Schaefer salesmen are respon- 


sible for booking the window dis- 
plays into the various outlets, 
either grocery or package store. 
The company follows up, installs 
the displays, and checks how long 
the display stays in. The other 
materials are handled by the 
salesmen. 


@ The average life of a window 
display is about three weeks. 

Subject matter of window dis- 
plays varies widely. However, gro- 
cers like pretty girls, and grocers 
are in a position to be selective, 
since they are offered displays by 
all the brewers whose beer they 
carry. Fortunately for everyone, 
pretty girls make very effective 
displays. 

Batten, Barton, Durstine & Os- 
born is Schaefer’s agency, and 
Einson-Freeman Co. does the bulk 
of its lithography. 


Two Name Stocker Agency 


Glee R. Stocker & Associates, 
St. Louis, has been retained to 
direct the advertising of Reed 
Products Co., St. Louis, manu- 
facturer of Ar-Pan-Ex tablets, and 
Muscatine Pearl Works, Musca- 
tine, Ia., manufacturer of pearl 
buttons. 


Newsday 


circulation now tops. 


100.00 


daily on the Real Leng Island! : 


25,000 


where retail sales exceed $2 000,000 a day 


Newsday carried more advertising in 1948 than any New York City 


evening paper... 


and on the Real Long Island... . 


Newsday carried 


82.8% more advertising than the second paper. Source: Media Records 


Alicia Patterson, Editor and Publisher 


Executive Offices, Hempstead, Long island, N. Y. 


Represented Nationally by Kelly-Smith Company 
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LITHOGRAPH CO. 


BY 


cl a i — Hos > a = meee. tee Se pe at i i > ra Seo eke es f wee ae es ae ete ALE - 4 Oral eee hse eS An ee eer ee gree § 
a . Se i ae be tae ae re : eee aa ae “s yest a i ita 7 oa es) Fe ey F rig ay . a Fg eae 
Z : 3 is Y 2: [tere 
7 as 
__ a 
ie as 
j r 
: ' ; a 
; elie 
a4 
ie ae 
J 5 te hi a i a 7 P . . rm , . ca Gene, 
‘ id ‘ ’ ; . ‘ i . aM 
yj i 
‘ q - MG 
gq ; = 
~e 
A gq one 
: cree “RRR bie GR a ; we sai a whe eR” gees gel . ; Cagis ¢ 7 7 , Ss 
q ” + as ‘ sa 4 ‘3 a te ‘ ma Tir. 15 ngeh tain Fe Fa es r Ms t . Shia me yas —_ vn ll. Pee Se me ‘gg eae x te es: ae 
q « i ; , = a Ra ngs S = ; eo te 
‘ = , ( 5 ts ’ ; Ci 
% 4 i “f ate he - 
: : ‘ Pi 7 q eee 
} P oe a —_ 7% : See 
4 ee: "¥N : ce 
« in 3 te 4 . +” Y By ea 
4 ¢ 4a : ? . ‘ q Bs ee. 
; : F an s* co y Meee 
Wie, P gas " : 
4 F ° we : > 4 
a * ; : ; 7 . ; ¥ 4 ; aga 
rs - oe : we : es 
, - 2 5 €¢ ; e v he es 
+ . ¢ Ny = " ; a ie i * an od Lis ; 4 RD eo le 
* ql . = ae ; a . 4 hes » . ¥ . # 3 i Sy -- os sie 
7 al A ow ? 7 a? i P > cag eee 
z ‘ q _ a 3 { sie i « 3 Pe. ekins -t 
. z rt. ; TF e j , ia q rs: 
: 4 ' A. i j > : oie ee Oe hs P M, ; ‘ : : f 
a ‘ Se ? ore. © PY : fee: 2 ff cre } eines a : 
q ; ie ‘ ie BS at : ae ee ’ 
} Bee ; Fie. ce: Sa: 4 
3 : ma eae f ‘ ot, . haw rae — Pee 2 4 a 
i a, > a" a i f RS i ae ee ee ee ea ee ee, ae oe b Bi ion? gue 
Al 3 # sae ; _ & ieee shits gic aniee Pi eae eres Cow. ed te. 1 2 4 oe 
* el ge ar aa “vitae a ee. fee a 
q Reg a s s ; ia = * neg Ah oe.” a a SS re ee ee i ec = ‘ q pe ee. 
s- ' Ee 8 o 4 i Fe ee ee ; as 
7 : re pe ime rag i Ee Gt Sh. ie ee aie oe i a he —- + = , 4 ogee a 
ts : ) * Pd —" io : 4 J pees wal MSL Sima YR » ; ie, 
’ ) ee . e4 > oe i r er : ee haar DOT a aia ry eee “aa ete es 2 ee: 7 = tii 
re wai re nf ia — J 4 Ba ig nT pe gee hg a OR i 5 oe 
° : ; ee j — . : : ae ti ition mite ee eee: ee ; paw 
lls i ? i ect : J 4 oy by i a : ' a wie. (ie 
; = 2 ein ae Aa 4 & 7 ees fe : 
ng 4 , ees a -_- : : ; ~ - cet, ae , 
~~ + a See : Be feel 
er ye... ae ix ' a q 
- ew il ‘ - Z a 3 j 
he Pas ante — ; a, ° we , : pees | 
4 ay ee 4 “he i Ve a ah We : At ot ere eas “ee ME es od oa - a 
pe " ‘ie ae a * ——— 7 eae % i ao i 2 
—— -. | ae i ae agi lll, a ee = j | 
ae, MO ae ee eee » “oe a “Ts ; Nore: 2 psaaties aac gle Me Eo, aa Ney : pe * ; e 
4 7 z Seas Ror. Ae eee te Peete For. i s nae 9 a SE cing a a es ene eye ie eS: yt Pee g . 
yw } : ee ee | - 6 “ 3 a ie ne: 5 Ses ee oe Rae cee Ag ae a : 7 
; eee Sy cna ae Ye Seal ta ‘ ee a \ cee Eo ea ee, eas = ee Pio. ae ie 
aches i ; a 2 a ee: ao ae se a pre oa as : “a pa oe a i 
4 a ee ee aes, bw es ae pa “aoe Pe Aa, ‘ “a nonans nt ia Ne > 7 
» 4 oe. Ce) Teer Saar: li: .. es esa —. #¢ & baie a 2 gia i i gp aa a b. 7 
4 rt ue Oe eee ae ! ee a — dog a ; = oe Bie i cairs 2 Se i a 
0- ar re i, | S » : alate Bee. on) 2. 7 pea : 
a ae ii — | pip ae... ” ee - ; it hii = ; : 
rs . : Sia 1 Y is het: eg a i ee a 
: ie. i : eee FS. a ' fhe ee 7 ie ae a 
q ; rie es han bo ge F 4 co, c : 
ve, all a ye a 4 *. +" = Nie ‘_ Ni 4 u i F 
by gy 3 te 3 at 4 “elites 8 ee. q te a 4 ie Wiis 
“4 Sige) 7 4 oi si ee mer e. ae - or Da art. 
; =. 3 YY a — as ‘ as, ire 
ey h alee al a -— 7 ee a, ~~ ral — a 1 : 
e +4 : fs 4 ae le a a pel ee i Jae oe : 
1e § = = aa ' —— ees ae ar ee et eee ee | it 
’ _— " eo || ec i. ie ee IT oe ao al Pie ge 
ve , ; =. oe aa ; Pa 2a ee gee ie, ae j pC, 
3 ° veer Spe pote a ee oe thie sey aes LB ig ors tl egel cane Memes tare Reh ge ae ‘titel ihe e eee 
* ce Teh et em Beg oa Ae +, res ro ee eas ls ea Pee a a _ gaa a ee 2, ee 
ee Noe ee ie ene ye a, ae a ee Ripon ae i aaa ig eo ees ‘ Scns er 
: ae die ore Ue ea ce 1 i rr ee Be can hae re tn, ee eR Mi i Me Mr if ese, 
| q ' ‘ ; . eS ae ee top yl re eee Ma = aoe er an a on ae te dae 20 ae NS ae 
’ ; 4 em ; ie, oi a ae ti ae —. vee Re RR re ia ies ee eae a ; ete ae ' es eae 
a pees <a ee aa to). —)  , a. oe Oe a ee , es ee ae F ei 
nd : | Fmecatmratens a , se anal rae: | ae Tr et 6 Pe eS. ee, | a oh oie 4 i a 
= | me 
- . ' ssh ve: 
__| a q j a os ee : 
’ ae? ee 
a ; a 
Ss fe F ; . - | Se 
? , rms =e. se : ey ew nL eee ea eis Aa . UF aia ya ee PO ae Oe ee ey ee ae ari in Bes kei ae ie eet 
es esti: " saat ia P nities . . 2 4 . ia iain tii “fi at aa ae = accel ual \ pare e. 2 
’ nail # ” ae a ae 
' re en 
to | Pears 
Ua as 
' AS ere ge 
ed sy Sted, 
u- : De Wire 
nd — ae 
‘a- " : 
arl 
sah : , 
aes nae 
é¢ — 
* re a. 
fe : 
Med cae 
i, 3 ee 
z Sia 
Horn ot eae 
oe ee oe 
>. Pea 
& ——— 
; io an 
age oes 
' Bera ius 
ead 
é ee 
MOREE 
: . ce ae 
j } aa 2 ( @ ii: Meee “ales we ~~ 8» Sen — a ar ‘ = aaa 
. a > @ . aed) en. hee ’ — | one : : : 
; ca : ? a a ee lag ese i - ae 3 } a es 
hs ae ; ? ‘ = - go ae Dees ' ‘ Rene eee : 2 i Rae ce 
iN ; cae - = , 5 Zz , Fi ; Bes ae = i nae ENE, i 
ag a? 3 -. ‘ a: ’ : Leen Se 
ahh X ‘ +. i ne a eae A ~ 2 2 s , 
Rese 4 es we a Fi , Paes : 
a ~ rh ae 2 al ¢ . \ ty ri ie, kag” 7 ' b 
? Feat ee " Oia aaa \ a 
° Te sae ; ‘ ae gr : ’ ~ oe c ae 
: att ge! ee oe 2 / ; . : eS " Sak ee ae oe 
. eee ree Ey " 4a eS j Sn , sai ae 3 
bs : ‘ = ' as: ae ieee 
Bae i ON e 3 . " sisi oe ae aio F re atte 
aa , eee ?, , ts > aor ek ¢ ee ae 
; ‘ ei. * ’ « ye: ae eo ae is es a oe 
a Te | a _ ; as pues ae J eo al 
/ Bets a. ; Kee ‘ ne ate ee ee NaS ee 
ae he sa, ep — nee is, a4 ’ a So a ee it ee 
u 4 a ‘ oe _ h : % j ya st a ee, ieee Shae 
i fe ‘ a a ; ae . : c * | 4 7" ieee a ae ie. es 
‘ _ i dl = cf oe x ae . — eZ 3 Pee Seals ee : igh cae 
i } . —»— : ° Sle 
4 ~ e J J 7 ; ; y Pe wr / pre 
4 coke > oe han J , rf pest : i md eee 
7 > Cin eee ‘ i d Bs ' : a 
: F i eee eee =F ‘ 7 i <p ane ss PA care ara ite — 7 = 4 a : : ” : Sti 
: é ie : ite an 
ae 
2 
ES ieee 
Rear x 
ee ir 
‘eee 
feos 
‘. ae 
Bas 
| 
‘ (cere eee 
+, “a easy 2 
Shae 
pet y oar 
y Bags & ate 
WSN 
BSG OS ha ee a aes 2 age al oe eee ee a ee a eee 5 trek ee * parca Nal Ui mG. ie a ear ah Tene mgs MCR. etmiam Onis s sen iy iis. “Ay P Pmt Nabi re ey RN Sg gare ee ad Se SE i i ki teh Deeds Sues Paavo eo ES 
a Oe eh I eee ag deg YAN a es Rr MN tie cha oe he 9, cS At ae ala Pa gs ame | ret eg a ges fy St EN ONT BMA canes En Ceiba bl os ret ich aires te Fee fo cea ena S| SSN ate ei BT RRS Ie ot aig tg Se Te egal ae i WE ge rion let gaat SY Ses Airs Ns anlar Cae Pe a Id a a 
aS ree gee APN at Seas a bp Ry Se Jad Re nek kc mn PI i aR Me a iat nh ae A RRg ae PRA ae ee oc ea Mieke BLES ota sem igied, OC aN ty i) ati Sat tlle nati a een Pee ae a7 7 on 


Wits 
Whawins 


yiTAMIN 
PRODUCTS 


taal 


HUMAN VALUES... Maternal pride, young 
male ego and kindly professional interest 
are some of the human values depicted by 
this current window display. Over the years, 
a long line of Upjohn window displays have 
been created and produced by FORBES, 
predicated upon the well-being of our most 
precious fundamental American relation- 
ship: THE FAMILY. These displays have won 
instant endorsement and acclaim from physi- 
cians and pharmacists, and have presented 


VITAMIN 
PRODUCTS 


| aed 
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Upjohn products with a dignity which per- 
petuates the prestige enjoyed by that ethical 
house. Upjohn displays remain in store win- 
dows far beyond the initial showing time 
generally accorded other displays; many 
are saved and re-used, over and over again; 
in some cases for as many as five years. They 
exemplify the sound, persuasive creative 
thinking and quality inherent in all litho- 
graphed and printed sales and advertising 
material created and produced by FORBES. 
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Advertising Age, April 4, 1949 


Redick, Forman Say 
1949 Radio Sales 
Will Be 10,000,000 


WASHINGTON—A maximum of 
10,000,000 radio sets is all that 
radio manufacturers can hope to 
sell this year, according to a Com- 
merce Department article just is- 
sued on “Trends and Prospects in 
Radio and Television Receivers.” 

The study was compiled from 
Radio Manufacturers Association 
and Electrical Merchandising data 
by Charles P. Redick, chief of the 
general products division, Office 
of Domestic Commerce, and James 
B. Forman of the Office of Domes- 
tic Commerce. 

After quoting and graphically 
illustrating the trends in AM and 
FM radio production and sales, 
and similar information on radio- 
phonograph consoles and _ tele- 
vision receivers, Mr. Redick and 
Mr. Forman conclude that tele- 
vision set sales should easily 
reach $500,000,000. This means 
that, despite a radio production 
decline to 10,000,000, aggregate re- 
tail sales of radio and TV receivers 
in ’49 may be expected te approach 
the $1.2 billion achieved in 1948, 
according to the authors. 

FM production has _ increased 
steadily in the past three years 
from 1.4% of the tctal radio sets 
manufactured in 1946, to 6.8% of 
the total made in 1947 and 12% 
in 1948. Dollar volume in the 
latter year may run as high as 
30% of total radio set sales volume, 
because of the higher average 
price of FM sets. 


a The report indicates that there 
were 58 companies manufacturing 
home and auto radios in 1941, but 
only 49 of these were still in pro- 
duction in the fall of 1948. There 
were 132 companies in the field 
in 1946, of which 80 were new- 
comers. By mid-1948, 43 of the 
newcomers had ceased production, 
but 21 others had entered the 
business. 

As might be expected, the in- 
crease was more startling in the 
field of television. Only one com- 
pany was in the field prior to the 
war. By mid-1946, the number of 
companies manufacturing or pre- 
paring to manufacture television 
receivers had increased to 40—and 
to 76 by mid-1948. All but 18 f 
the 76 are also active in radio. 

Of the 40 companies producing 
or preparing to produce in 1946, 
however, 12 have thrown in the 
sponge already. Says the report: 
“The highly technical nature of 
television receiver production, with 
its specialized engineering de- 
mands, will continue to make it 
a difficult field for the newcomer.” 

As part of its forecast, the report 
predicts further declines in the sale 
of console models until the turn- 
table speed conflict is straightened 
out, and declines in auto radio set 
sales as automobile accessories be- 
come optional. 

The study is available for 5¢ 
from the Commerce Department 
or any of its 42 field offices. 


Petry Opens Dallas Oftice; 
Adds Five to Sales Staft 


Edward Petry & Co., radio and 
TV station representative, has 
opened a new branch office in 
Dallas and added personnel in New 
York and Chicago. 

Buell Herman, formerly of Pet- 
ry’s Chicago sales staff, will head 
the Dallas office. Bruce Bryant 
and George Lindsay have joined 
the Chicago office as salesmen. 
George Backus, Edward Coughlin 
and Douglas MacLatchie have been 
added to the New York staff. 


Bibas Joins McCann-Erickson 


Frank P. Bibas, former vice- 
president in charge of sales of 
Casanave-Artlee Pictures, Inc., and 
Sixteen MM Pictures, has joined 
McCann-Erickson, New York, as 
film director. 
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Two Appoint Gotham Agency 


Gotham Advertising Co., New 
York, has been named to direct the 
advertising of Alcort, Inc., Water- 
bury, Conn., designer and builder 
of Sailfish, a new sporting craft, 
and Hoggson Brothers, Inc., New 
York, specialist in the design, 
equipment and construction of 
bank buildings. 


WCBS Promotes Ball 


Don Ball, manager of the editing 
division of WCBS, New York, has 
been named program director of 
the station. 


‘Enquirer’ Names Langefeld 


August W. Langefeld has been 
named acting classified advertis- 
ing manager of the Cincinnati 
Enquirer, succeeding William F. 
Carr, who has joined the Philadel- 
phia Bulletin as classified mana- 
ger. Mr. Langefeld has been with 
the Enquirer since 1941. 


Mauter to Paris & Peart 


William J. Mauter, at one time 
with J. Stirling Getchell, Inc., 
New York, has joined Paris & 


executive. 


Three Join Lynn Baker 


Edmund C. McTiernan, formerly 
with G. M. Basford Co., New York; 
Joyce Leslie Whiting, previously 
|with St. Georges & Keyes, New 
York, and Katherine Price have 


joined Lynn Baker, Inc., New 
York, as production manager, 
member of the copy staff and 


Gets Dental Account 

Richmond Dental Mfg. Co., 
Charlotte, N. C., manufacturer of | 
dental supplies, has appointed Lee® 
Ramsdell & Co., Philadelphia, to * 
handle its advertising. 


BUYS EYES for WISE GUYS! 


media department, respectively. 


Proctor Promotes Tiers 


Joseph Tiers, 
manager of Proctor Electric Co., 
Peart, New York, as an account! Philadelphia, has been promoted 
to manager of distributor sales. 


assistant sales 


Mark'Andy Point-of-Sale Stickers are 
BABY BILLBOARDS that catch the eye 
where they buy. No wetting . . . they're 
FREE sticky... they sell anywhere. Printed to 
your order. Millions sold. Write MARK’. 


ANDY, Inc., Dept. 000, St. Lovis 22, Mo. 
for details, samples. Do it, today! 


(1) Smaller MYSTIK pieces can be bownd 
in books... easy for salesmen to carry 
in pocket on every call. (2) Remove per- 


CHICAGO SHOW PRINTING COMPANY 


In New York: 1775 Broadway 


2639 N.KILDARE «+ 


book on cardboard displays of all kinds and 
complete range of services of an organization 
geared to handle your point - of - purchuse adver- 
tising from plan to production to distribution. 45 


years experience, 


CHICAGO 39 « 


forated MYSTIK piece easily from book. 
(3) Then remove protective backing 
and (4) press display in place. 


© Offices in all other principal cities 


*MYSTIK is the famous patented 
printing material with the self-adhe- 
sive back. It can be printed or litho- 
graphed in colors, die-cut to all 
shapes and sizes. Here’s how your 
contact men can get more and better 
point-of-purchase advertising with 
Mystik displays: 


Easier to put up—Mystik is “self-stik’’ 
. . . just peel off the backing and press 
your display in place. No hammers, glue 
or moistening. 


Better locations— Mystik gets the best, 
hard-to-get spots . . . on cash registers, 
counter tops and fronts, front doors, 
display cabinets. 


Longer life—Mystik is durable, wash- 
able, won’t come loose or become un- 
sightly. Some Mystik messages have 
been up for many years. 


More for your money — Mystik gets up, 
doesn’t stay in the back room or sales- 
man’s car. Less waste, longer life, more 
signs up mean more advertising for your 
dollar. Let us show you how Mystik 

will get your advertising up! 


Make your contact 
man an ad man 
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For YALE & TOWNE... PALMER built 
this tiny Yale Ziplock 2-piece display— 
only 10 inches high—one of which was 
sent to dealers in each carton containing 
six Ziplocks. Dealers attached actual 
product to display ...and then attached 
themselves to a substantial sales increase. 
Displays big or small, Palmer will build 
them all. 


*. 

For THAYER...PALMER created this de 
luxe floor stand which took the Thayer baby 
carriage out of the ‘miscellaneous’ cate- 
gory in department stores and made it an 
outstanding display item that received pre- 
ferred floor space. Display is flexible in 
copy treatment and can be used to promote 
other Thayer products. 


For GENERAL ELECTRIC... PALMER cardboord 
construction knowledge went to work to produce 
a disploy that holds two heavy motors. The result— 
te G. E. motors were transferred from warehouse to 
dealers’ counters to produce a steady stream of 
sales. Cardboard displays can be designed to hold 
weights well in excess of 100 pounds. 
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For WESTINGHOUSE .. PALMER know-how was 
put to work designing a superior display piece to 
step up the sale of traffic appliances. The Palmer 
de luxe gold foil pedestal display was approved 
and applauded by Westinghouse. In a display of 
this type, great attention value is derived in a rela- 
tively small space. 


For DICTAGRAPH ... PALMER took 
the Two-way Talkie from an inconspicu- 
ous place on the shelf and put it on an 
attention-arresting counter stand con- 
taining the copy: ‘Try it yourself—just 
press the button and talk.’ The prod- 
uct came to life and acted as its own 
salesman. Combined with the display, 
it told the whole story including its price 


For BOSTITCH... PALMER created an 
ingenious cardboard construction display 
ond made a Star seller of a staple item 
A Bostitch demonstrator, loaded with 
staples, was made a part of the display 
The sales story is so complete that sta- 
plers and packages of staples virtually 
sold themselves as an impulse item. 
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U T r LAC 
For WEAREVER ._PAL- ar ron 
MER created this four- 
sided display which is so 
versatile that it can be 
used to promote sale of 
Wearever coffee makers. 
Dealers nationwide are 
using it not only on their 
counters and in windows 
but as an island display 
as well. This attractive 
unit helps to set Wear- 


Moore's 


HOUSE PAINT 


every time with 


ever coffee makers apart 
from the mass of small 
appliance products on 
the market. 


og WEAR: “EVER & 
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For DECCA... PALMER put old 
Nick to work as a super-salesman, 
holding up three actual Decca Xmas 
albums. Dealers acclaimed display 
and gave it top billing in their best 
display space. It made music in 
dealers’ cash registers. 


For BULOVA ... PALMER designed and 
produced this striking cardboard display 
that sets off to advantage three beauti- 
fully boxed Bulova watches. In addition, 
dimension hand holds stage money and 
punches up the ‘‘trade-in”’ sales message 
while effecting a perfect tie-up with 
Bulova’s national publication campaign 
based on a trade-in allowance. Here's a 
timely display that makes excellent sell- 
ing sense in a highly competitive market. 


For MOORE PAINT... 
PALMER created this 
handsome display stand 
that has four interchange- 
able top pieces which en- 
able four different Moore 
products to be shown in- 
dividually. During a drive 
on any given product, 
that item can take the 
place of honor in this 
strikingly colorful display. 
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PALMER DISPLAYS 


Palmer will build “sell” right around your product... by putting it in a cleverly constructed cardboard 
display where it will be seen, inspected, explained and purchased. Creators of lithographic advertising 
for 29 years, Palmer knows the kinds of displays dealers want—the types they know move merchandise 
from their shelves. 

Now’s the time to supply your dealers with Palmer's clever, inexpensive cardboard construction displays 
that cost surprisingly little in relation to the sales they will produce. Send coupon below or visit Palmer's 
POPAI Booth #21. 
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For SEAGRAM’S... PALMER } r ge * f we fg 
created this de luxe 4-plane : ' : > oem = o : 
display that ties in directly 
with Seagram’s national mag- 
azine campaign. Seagram's 
merchandising program rec- 


3% 
we ognizes the importance of 
point-of-purchase advertising, j 
4 and this Palmer display carries 
y the Seagram's sales story 
- through to the purchaser at 
ly the retail outlet. 
| 
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3 | STOP and SHOP! SHOP sy MAIL! 

ef You're invited to visit Palmer at P. O. P. A. I. booth #21, Hotel Biltmore, Tell us your problem... then let Palmer show you how your actual 
st April 12th and 13th. Tell us about your product selling problem and product can be built into a hard-selling display that dealers will readily 
ve | then watch how fast Palmer comes up with the right display answer. put in their premium display space — both windows and counters. 
Construction dummies will be furnished without obligation, if you're 
his ‘. , ae 
on , - in ‘ a - ‘ - . ‘ really in the market for Giaplays that are reasonable in cost, high in 

sales value. So, shop by mail, send coupon today. 


SEND COUPON ‘os SPECIAL OFFER 


PALMER ASSOCIATES 
51 East 42nd Street 
New York 17, N. Y. 


We are interested in your special offer and your kind of service. We 
are attaching full information about our product and problem. 


NAME TITLE 
COMPANY 

STREET 

CITY ZONE STATE 
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Ford Motor Mailings 
to Total 20,000,000 


Detroit—More than 20,000,000 
pieces of direct mail advertising 
will be distributed by Ford dealers 
this year, according to Ben R. 
Donaldson, advertising manager of 
the Ford division, Ford Motor Co. 

More than 18,000,000 pieces fea- 
turing service operations will be 
mailed monthly to owners of Ford 


cars holding titles of 1940 and 
later models. Another 2,500,000 
pieces on service will go to Ford 
truck owners in bi-monthly mail- 
ings. 

All folders will feature specific 
services for the months they are 
mailed, with emphasis on seasonal 
services. 

Dealers will be offered a selec- 
tion of one of two folders for each 
mailing. The direct mail program 
also includes samples of a series 


of tie-in mats for use in local 
newspapers. 

Ford’s direct mail program also 
is supplemented by wide distribu- 
tion of the “Ford Times” and 
“Ford Truck Times.” 


Elects John McAdams V. P. 


John V. McAdams, associate 
copy director of Albert Frank- 
Guenther Law, New York, has been 
elected a vice-president of the 
agency. 


Russell-Wilson to Ellis 


Russell-Wilson Co., manufac- 
turer of electric hand drills for 
home and hobby shops, has placed 
its advtértising with Ellis Advertis- 
ing Co., Buffalo. 


WANE Joins Columbia 

WANE, Fort Wayne, has affil- 
iated with the Columbia Broad- 
casting System. This 250-watt 
station is the 180th to join the 
network. 
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POINT OF PURCHASE ADVERTISING SYMPOSIUM 
APRIL 12 TH & 13 TH, Hotel Biltmore, New York City 


ADVERTISERS AND AGENCIES: WRITE US FOR INFORMATION AND TICKETS 


Advertising Age, April 4, 1949 


Lever to Repeat Its 
‘Buy-Two Sale’ in 
April Store Drive 


CAMBRIDGE, Mass.—Lever Broth- 
ers Co. will repeat its “Buy-Two 
Sale” on all Lever products during 
April, backed by magazine, news- 
paper and radio advertising and 
country-wide grocer collaboration. 

Discussing the success of last 
year’s promotion, Walter W. Mc- 
Kee, vice-president in charge of 
sales, said company records show 
that more than 230,000 grocers, “an 
absolutely unprecedented number 
in grocery merchandising,” took 
advantage of the sale to empty 
their shelves. 

The campaign features a half- 
price offer of Regal aluminum 
ware, a $2 self-drain saucepan for 
$1 and two Lever box tops or 
wrappers. Repeat orders will be 
stimulated by reorder blanks ac- 
companying the saucepans, which 
offer serving trays, oven broilers, 
fry pans and casseroles at bargain 
prices when accompanied by ad- 
ditional box tops or wrappers. 

The schedule includes a four- 
color page in Life, color copy in 
Sunday newspaper comics sections, 
announcements on five Lever 
radio shows, “Lux Radio Theater,” 
Bob Hope, “Amos ’n’ Andy,” “Big 
Town” and “Aunt Jenny,” and a 
complete supply of dealer aids. 
Grocers are offered newspaper and 
handbill mats with room for store- 
wide listings; four-color banners, 
cut case cards with order blanks, 
double pennants, price posters and 
“take-one” cards with order blanks. 


Rosentield Named A.M. 
of 20th Century-Fox 


Jonas Rosenfield Jr., former 
assistant advertising manager of 
20th Century-Fox, New York, has 
been appointed advertising mana- 
ger of the company. 

Starting in the motion picture 
industry in 1936 with Warner 
Bros., Mr. Rosenfield left in 1940 
to become advertising manager 
for Walt Disney Productions. Prior 
to joining 20th Century-Fox as 
copy chief in 1941, he was with 
Donahue & Coe, New York. 


Lithographers to Meet 


The Lithographic Technical 
Foundation will sponsor a two-day 
technical forum on lithography, 


April 15-16 on the campus of Illi- 
nois Institute of Technology, Chi- 
cago. 


You'll have 
smooth sailing 

| when Philipp 
‘a handles your 
| | display problems 


hiliop 


LITHOGRAPHING 


1422 WN. 4th ST., MILWAUKEE 12, wis. 
PHONE +» MARQUETTE 8-2446 


aoe) 5) big aiien® eee oo Prati a i or es yt “y es See ae on ee ae Wie er woe ee "ties we aoe ot) te by eT A ed + se ee tal ne ee ie Me es) ee Fy hy > ee b> a ee 
a 72 Br i : Pe = - s i fa ie 4 ri Bs ey 3 ear fp . Eo soma cee ae ee ‘ie iG aaa. z ; a: fer 
cS OR ee ig eee b eae E rr y ee j ee + a 9 “ i we ar ict tie eae ‘ Se ee ey ge sites ee stg OSs iy nae Poe 
ee Ae a ie ae a ae sree Bas tee eu ates eee Ae are: ie, OE a ee Raut are Sir RCA Te oe, : a= 
om e iba nea ys Ser” oe a ae ea er ee Pete = wen Po | eee ; Salis te See pt <3 ao i es pe a te en . : aes 
- a PRN, 7 Lee a gf ae ee ee ee - ee eae pee *_ ea Sitar ners Dae ast ao com : 3 ba: rl tan Spe lat ad y ae ee : = 
a: : , re 
4 f. “7 “d . 
fee ee . 7 
ee ee 
ey See 
_ ee e—— | 
‘ 
ate 
os ae 
pay : 
aero 
i 
rs 
7 
NT iach ta! 
leas ene 
ara 
7 
7 : 
a . 
its ; SS ee Ee eek a 5. oe eee el a LG ei ee ae ee ey) | en nee IR eas! aL Faia et ae SEs. ane Firs ee 
ea 
si aaa : 
eM ay | | rf 
7015) eves a 
ay i * c 
tee ee : ; 
J 
=~ 
: : 
q : 
Pa ake es 
ty oe ; ite 
3 dees 
ae a re ne 
| 
| 
; | 
® 
° 
or oer. : 
cal one ; wie 4 
ere Sed | 
% 2 a 
2 
¢ ra a es 7 ' 
‘ "he 
f Bee . 
a pee ii re © ; _ } 
uy het ale ; < ' 
Be ames -_ : , + 
ie as E 
cn i i oh: 
cieleaes : 
ie eae i : - ou 
hanes ys ee ed. uae nal a ie a ince ? ; Reet PRET Cnc Se, ae Fist ai \ 
24S oy ee Raa Poor ie 
Ae a ars eee ; 
vim : Sa ee ; 
ee il eke Eee: j 
1 aa ees nals © 7 
: ae. ; ca hy, e eet. 4 
: ; hee? ee oe ; 
— ! ee sae 
re —. v, ae = ‘ sii? en mv ai i a % ae a a 
eo Pesala . . 1S a 
: 5 ee , . a = 
i LLL LLL LLL LLL, toi 
re ; eee Tee a a LS nT eae eo eae Sn eae 43 . 
” sks re ee oa a eT ee ee ? Fe eT a eT eS : : 4 yids ‘ : s ae ee ‘ ea ie 
Phew: 2a Re i is Sealy. al eee oa Ree ERI eg a a, ii Pee ee a eee eee eee ammmiee RE 
pee ere ae ie is ee 2 ae aunt gp an oe MR SL em, il; ag BEES gee 
eee ia 4 > fo, ) es a : a ie é oa ia ie ae 
ees, : ; 
Sag : 
oe 
Mae 
: alata 
we Cae NS a we 
ae . > 
Sn aus es os , if F 4 
ed = eS aie ae of fi 3 aw SHS 5 eee eee ees ee er Pig Mee eT fe ees ies } ee ees ee pie eee ec 5a ; 
ieee ee neta Oia ape a a a: - asim ok a Sie Sige aca a RS pee oi stp ae iay i g Brg yaa ‘ 
lege er Ra Ne sie a? < ea SA <S f o ee ees Eee e ee te ae - St OST See cerca "=e 9 DR IE et eine MER an ae ae t 
rete eee ee ee Pe vay Eo mea ware can ee ae | ‘f _ cae ee sis, |S i ER Soh sey oi" aii S| | 
"ee! Fe Be aco ae BAR, iy RRR eg 6 a OE = es ere Ra ee eee Ae ee PE ah cthie ah ar, Fe REN Rig ON I ee Teas tat se septa 4 
Some! oe rea i ; pana. op ae zs re ot i m fn eat ie ie id Nan Je vk gts POR es OM Ay a 3 
fe aah ; Pate a iys Sela 2 ee BA Pcie eer Or cel ae ae a Me ee ee 2 ea Ri a near ae keY : t = 
em * ke " Pei ie ate ee - AG a a Mi = gh 2 i a ocean ee ees Re hen Rn. 2 eg ap Ess a ok yee i ee CE a Sacral ene ne ih a 
or eS ee ‘i isis i ie ae a Ear. Meg Se eee aoe gee Beisel Gin Giles: 1 as a ae” BP hee fe lg OT die eae Srvc ee ae ae alia Aen a CLK a OR mages ee f 
Lar Sain ‘i é Sige: Rati: ae Bgl PES Ost 3) a rrr ce oa Ale ers) i Re gt ae Ber ee ea or ee re Se teeta nest Pm Tuo ios | 
or a ee a verre aan Se ‘PERO EAMES Steere - ean ne Bieee aint Ce ; 7, .\ 
Z ie Sh Bah see 5 sel fee Boe aa F RS saat oP i ed a Su Reels Se ees arena ie a eee - SNe ere Tt oe Bei Ai ro. Tass w | r t 
oe Seay Wh gerne = hice amtnas es ab dare Mae ne ae a mare Lee Gi Ges oes Nena ae Pi 5, gre ee a aE ey A, — \ | 
io i ale OS ee te ea tae “aa Bn ee ee eee eek, 2 ee s Bs ick Uae ee hae : \ « 
8 errg eed J ie a Ae eee ci ae oP Bc rye ; Wee eI Set ery Es ; \ ) 
ae Sire aris * E Ste GE ie eee ae cae ee ae Bei aN na oe ee ey > \ H 
a Pere = See ey of re ee nat se eer ee fey, PR pier eke ete — 2 q 
Mie eae Pere tS fee. ee sem es o @ coe ee oe aad es \ Per b4 
peracetic. Pesgey ey pe aes ea Peas pass r . A ok oe fo ae bed oe ee 
ae ae ee ey PS. | aa saan S ——  ~— 
; Het Seo eas cia o- 4 . ; Sam ner es go ae er! Bee y " * 
As ee, Pescin ae . f < sie “ bine, af ar Gees: “ Poet oes - one” By ie . 7 A ' 
ace coe Pee ylides Nee aati aga = oN Rey ging “Scie "ue athe Br a pete Mint: ‘ 
ie ee re oh se — —— 
Bie ily bet ae “ee Susemteie E E on, ees : oe it ne a a pase : i , 
at get la : ee See F : Rykee? «-ie eeee ie ‘ Lee rere ie tN . : : 4 
i ee ae ee rf ¢ . eae ares: Gy ee ae ote ras ee NSE se ontee coe, Wes Dae” 4 
‘ 2 ae. : + ee = She) enn gener eS RN et She ee Let Maca : aie ' 
ec a ‘i a See oh a ee oe eae ig Se ree = at ae ae Nee . oe See ms es ? j 
ace ; Oe gr aoe ee a eae oe nel ‘ es isd Re OR A ee beg es uh 8 4 : 
eee ok Se cae etl re 
Jed oo ita IR eh He voor : oS See aN per em : 
ae es Se a one pie ‘ et ee As Ee ? 
eit: ee ee A ee eee oo 
Re diet Cg 2: a se ae : ‘ i , hee ie hy rat oar ca 
“ee ets SEP oii: ee ay ie eee ee eee kee ee eg ee ee fe sk ES a, Sha Sean { 
earn s hear fem eer 1 eee tall “Se tee ee Py eb ee, Ment 7 a ae ae ee Bie Ske set 4 
uaa Ree ee “aly alae et ee ean eS =" a” Me ea , ee Rite RS” ae ee era ee 
fee oe a 3 thy een a a a gts ke eo ee ee P aes ee aes 
es a a, Bone ae ‘oe ee Ri ehes ar eee Ries oh en 7 eed Pepe aie ee tne) Slee oo tl) a Eel an eee eee ae 
a J eo nr es Be ee 8 ne ha ae Re Ss a ee ue e he ee! PRR gre Ob me are o Gitilee i i ra | J 
5 wie 2 "Dg rite te Po hia i) «3s OY oe ee 0S ens eae ee - Se ey ska 0 a aa nr: a Bete 2°% ne ey is a ee il ; 
e | e KIL : 
P ; 
“7s ‘ é * . 75a $ : ; q » = ; eee ‘ ; 
. ’ . fe N 
a 2 . 5 
me beRegt : >| 
een 
— . = 
ae ; : 
as ‘ 2 F 
Po ee : ; bs i 
eo C " if 
eae =: | | % 
at x 1 | 
ae ea Cae 
etal . a = 
: ts i Z a ™ + ‘ 
: ig aaa Bet) aw ; 
oe 
q 
ee i 5 
AE : Ea 
re SS ee : : * ay 
e Sete ous ee * He ek Pre. Pee te r 
Shaheen ‘ ; ’ 
oe Hes? “hea si ores pr ge ts ei uc Se Neri cee ea Velie a = ee he E 4 WAS Wee Rg ¥ Soe WS aha Mey Sec aS Pg as ee ghee 0 ee ay al Se : pees a eats ae Fe ERE NS of me OES 
epee lS ERM OE gee ane oat Pegs fg RE Re ee AEE tg SOO Og ANE Te CN Lg eRe NSS OWE aban ciara Sip he tr NPRM Canna Ore ee, oie PO aA Ne Mieco eee ME erenge ta) fo ee enemies Ch em Ae ee ee CE CRI Foy WOE, uc Chg ey eat 
ASR a CTT ADE TN EAN AOPtaaR el Mae ee Rea my DBC OTIC gree aT as Rea yen DEV IRAE, Me Gay ee GAT RRM RGR tema rr om, Yaicatan gay oir ania PNmm °C Ma NTC MeN eae a tayecey nent bi ake 
A met . bs PE GET ° = . S wmen ee eee a ee PRS TER eee pe Pe re Le oe ee =k Se 


149 


Nee > 


POINT OF PURCHASE ADVERTISING SYMPOSIUM 
Two great doys—APRIL 12TH & 13 TH, Hotel Biltmore, New York City 


ADVERTISERS AND 


AGENCIES 


WRITE US FOR 


INFORMATION AND TICKETS 


Store display is a most ephemeral form 
of advertising...has its brief season on Main 
Street and in local stores, and vanishes. It 
may not be clipped for scrapbook or file 
drawer. Specimens are oversize for storage. 
Spares are too few to distribute freely. Too 
often, we lack exhibits of our best work, 
and can only talk about it! 


Go some MONTHS AGO, we determined to 
reproduce from surviving sets of plates, 
press schedules permitting...some of our 
most successful displays, as prints only. The 
specimens are all photographic, by Einson- 


Freeman’s direct color...with the least loss 
between reality and reproduction... 

The reprint series includes Prophylactic 
Brush’s larger-than-life blonde, the faces 
that launched thousands of sales for Max 
Factor and Electric Auto-Lite, the Larus 
Brothers pipe-smoking fisherman, the good 
red roast beef of General Foods, the family 
dinner of Petri Wine...a notable gallery not 
intended for the pin-up trade, but to be 
sent on request to any user of display... 
as evidence of the potent persuasion of fine 
lithography...and (we hope) as a reminder 
of where the best may be had. 


EINSON-FREEMAN CoO. INc. 


Never-to-be-outdone Lithographers 


STARR AND BORDEN AVENUES « LONG ISLAND CITY, N.Y. « 


and the Beef... 
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PoPAI Expects 
Record Turnout 


at N. Y. Meeting 


New Yorx—Point of Purchase 
Advertising Institute, Inc., expects 
record attendance at its annual 
national symposium and exhibit, 
at Hotel Biltmore, New York, 


April 12 and 13. 

Keynoting the speakers will be 
Lee H. Bristol, Bristol-Myers Co., 
who will speak on “Point-of-Pur- 
chase Promotion—Its Place and 
Purpose in the Fast-Spreading 
Battle for Consumer Business.” 

Other speakers in the two-day 
session, and their topics, will be: 
A. O. Buckingham and E. L. Rei- 
bold, of Cluett, Peabody & Co., 
“Using Displays to Sell Related 
Merchandise”; Parlin Lillard, Gen- 
eral Foods Corp., “What We Are 


Doing to Provide Our Salesmen 
with More Effective Point-of-Sale 
Material”; Meade Johnson, Yale & 
Towne Mfg. Co., “What We Have 
Learned That Has Convinced Us 
of the Importance of Dealer Co- 
operation.” 

Also: Robert M. Gray and Will- 
iam N. Farlie, Esso Standard Oil 
Co., “Selling Display Material to 
Our Dealers on a Yearly Campaign 
Basis,” and Frederick L. Wertz, 
Window Advertising, Inc., “An 
Analysis of Window Circulation 


Establishing Comparative Values.” 

A one-day session of PoPAI, 
last May, attracted 800 to the sym- 
posium and 3,000 to an accompany- 
ing exhibit of displays. 


@ With competition and a buyer’s 
market returned to most industries, 
ten-year-old PoPAI has doubled 
membership in the past two years. 
The present 103 members include 
lithographers and display pro- 
ducers, and national advertisers 
and agencies. Clifford L. Vander- 


Sales 


oe. Albany, N.Y. . . 


Augusta, Maine . 
Baltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho . . . 
Boston, Mass. , 
Buffalo, N. Y. 
Charlotte, N.C. . 

‘ Chattanooga, Tenn. . 
me 6 Chicago, Ill. . 


Cincinnati, Ohio . > 


i Cleveland, Ohio . 
Columbus, Ohio bite 4 
Dayton, Ohio 


a4 Des Moines, lowa 
€ Detroit, Mich. . 
me 6Fresno, Calif... 
? Hartford, Conn. . 
Indianapolis, Ind. 
Jacksonville, Fla. 
my Kalamazoo, Mich. 
fe Kansas City, Mo. 
Lincoln, Neb. ° 
Little Rock, Ark. 
Los Angeles, Calif, 
Louisville, Ky. 
Lynchburg, Va. 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. . 
Milwaukee, Wis. 


Oxford Papers in a full range of 


coated and uncoated grades are designed 

to help your printed products build more 
sales—they give an extra quality to the finished 
job that assures profitable results 


»OXFORD PAPER MERCHANT — 
a, IS A GOOD MAN TO KNOW 


Oxford paper merchants make it their 
business to meet your needs promptly — 
with the right paper for your job—from 


stocks in 64 principal cities, coast to coast. 


Oxford Paper C apes 230 Park Avenue, 
New York 17, N. Y. 


Oxford Miami Paper Company, 35 East Wacker 
Drive, Chicago 1, lil. 


Mills at Rumford, Maine and West Carrollton, Ohio 


Minneapolis, Minn. . 
Nashville, Tenn. . 
New Haven, Conn. 


New York, N. Y. 


Oakland, Calif. 
Omaha, Neb. 
—N Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Maine 
Portland, Ore. 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 


St. Louis, Mo. . 


St. Paul, Minn. 
Salem, Ore. .. 
Salt Lake City, Utah 
San Diego, Calif. 
San Francisco, Calif. 
San Jose, Calif. 
Seattle, Wash. 
Sioux City, Iowa . 
Spokane, Wash. 
Springfield, Mass. 


my 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. 
Toledo, Ohio 
Tucson, Ariz. : 
Washington, D. C. 


Worcester, Mass. . . 


-W ileox- Walter-Furlong Paper Co. 
. Franklin-Cowan Paper Co. 


. Bermingham & Prosser Co. 
. The Cleveland Paper Co. 


. Bermingham & Prosser Co. 
. Green & Low Paper Co., Inc. 


. Bermingham & Prosser Co. 
. Bermingham & Prosser Co. 
. Western Newspaper Union 


-Allman-Christiansen Paper Co. 
Wilcox-Mosher-Leffholm Co. 
Bulkley, Dunton & Co., Inc. 
Bulkley, Dunton & Co., Inc. 

Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
. Western Newspaper Union 


Wilcox- Walter-Furlong Paper Co. 


; . Bermingham & Prosser Co. 
Shoughnesey- Kniep-Hawe Paper Co. 


. Western Newspaper Union 


. Western Newspaper Union 


W. H. Smith Paper Corp, 
Carter, Rice & Co. Corp. 
The Mudge Paper Co. 


. Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 


Caskie Paper Co., Inc. 
Bond-Sanders Paper Co. 


Bradner, Smith & Co. 
The Johnston Paper Co. 
The Whitaker Paper Co. 


, Scioto Paper Co. 
Cincinnati Cordage Co. 
The Whitaker Paper Co. 


Chope Stevens Paper Co. | 
Blake, Moffitt & Towne 


MacCollum Paper Co. 
. Jacksonville Paper Co. 


Roach Paper Co. 

’ Blake, Moffitt & Towne 
Louisville Paper Co. 
Caskie Paper Co., Inc. 
C. H. Robinson Co. 
Louisville Paper Co. 
Everglades Paper Co. 


Sensenbrenner Paper Co. 
Bond-Sanders Paper Co. 


. Baldwin Paper Co., Inc. 


The Whitaker Paper Co. 
. Blake, Moffitt & Towne 


Atlantic Paper Co. 


. Blake, Moffitt & Towne 
General Paper Corp. 

. C. H. Robinson Co. 

. Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Cauthorne Paper Co. 
Genesee Valley Paper Co. 


. Blake, Moffitt & Towne 


Tobey Fine Papers, Inc. 
.  Inter-City Paper Co. 
. Blake, Moffitt & Towne 


. Blake,"Moffitt & Towne 
. Blake, Moffitt & Towne 
. Blake, Moffitt & Towne 
. Blake, Moffitt & Towne 


Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 
Mill Brand Papers, Inc. 
. Blake, Moffitt & Towne 
. Blake, Moffitt & Towne 
: Tampa Paper Co. 
. Paper Merchants, Inc. 
. Blake, Moffitt & Towne 
The Mudge Paper Co. 
Carter, Rice & Co. Corp. 
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bogart of Niagara Lithograph Co., 
Buffalo, is president. 

PoPAI was created “to foster a 
wider knowledge and appreciation 
of advertising at the point-of-pur- 
chase among advertising, sales 
and management executives,” to 
aid both producers and users of 
these materials. 


es The institute engages in re- 
search on this “only advertising 
medium that can be measured in 
actual sales’; tests its usefulness 
in making campaigns in other ad- 
vertising media more effective, 
and publicizes the findings to ad- 
vertisers and their agencies. 

Eight advertiser executives serve 
with lithography and display men 
on the institute’s board of directors, 
and a committee of the Association 
of National Advertisers works with 
the institute in research and other 
activities. 

Although complete data are not 
yet available, studies have shown 
that many advertisers, especially of 
lower-priced “convenience” mer- 
chandise, spend 25% or more of 
their entire advertising budgets 
on point of purchase. 

PoPAI emphasizes that point- 
of-purchase displays can provide 
“a larger circulation than all the 
newspapers and magazines in the 
United States.” In addition to 
“100% coverage of the population,” 
the institute stresses “100% selec- 
tivity.” 


s Another factor is low cost. In 
cities of 250,000 and more popu- 
lation, the window display cost 
per 1,000 is estimated at 50¢; in 
cities of 100,000 to 250,000, 60¢, 
and on up to a peak of $1 a ihou- 
sand in cities of less than 25,000 
population. 

Surveys have shown ihat 75% 
of shoppers buy at least one item 
which they had not planned io buy, 
and that about 25% of all items 
are bought on impulse. One such 
survey, by du Pont, based on in- 
terviews with 1,778 shoppers in 
seven cities from San Francisco to 
Atlanta, Ga., and Yonkers, N. Y., 
pointed out that 66% of the “im- 
pulse bought” items were on dis- 
play. 

Another study, of 1,448 shoppers 
at service grocery stores, showed 
candy, 80%, leading the list of 
“entirely unplanned” purchases, 
followed by frozen fish, cookies 
and biscuit, dry and dehydrated 
foods, cake, sweet rolls and coffee 
cake, dessert mixes, and jams, 
jellies, relishes and spreads—all 
more than 50% unplanned. No 
product surveyed was less than 
13.3%, and 29.9% of all were en- 
tirely unplanned. 


s PoPAI has issued “Fact Reports” 
on sales response to a variety of 
products, from Arrow shirts and 
Weco tooth brushes to General 
Electric lamps, when _ point-of- 
purchase either was harnessed to 
advertising in other media or 
tested alone -when campaigns in 
other media were not running. 

To the charge of “waste” of 
point-of-purchase material, PoPAI 
cites findings in a recent survey 
of 150 national advertisers, who es- 
timated that 79.2% of the material 
which they furnish stores is used. 
By industries the breakdown was: 
Liquor retailers, 88.3%; grocery 
and electric appliance stores, 85%; 


auto accessories, 80.4%; drug, 
79.6%; men’s wear, 68%; hard- 
ware, 62%, and _ miscellaneous 


stores, 74%. 

To further increase use of dis- 
plays the advertisers suggested: 

1. Closer supervision of those 
who install them. 

2. Wider use of installation com- 
panies. 

3. Education of salesmen and 
dealers to the value of displays. 

4. Elimination of mass mailings. 

5. Pretesting to determine sales- 
man and dealer acceptance. 
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Nationally Serving Advertisers and their Agencies 


i. { vu Ve mpl Kon 


\ tafe on 


Wall Display 


OVER 4,000,000 a 


from 


COAST to COAST 


Centrally located for Economical Distribution » 


‘*Point-of-purchase’’ pieces 
. PREMIUM 


produced in 1948 — Window CRACKERS 
f 


Displays and Window Post- 


ers, Counter Displays, Store 


Hangers, Wall Displays, Floor 


Displays 


Why? 


Excellence 
of 


Reproduction! 


Floor Display 


EDWARDS & DEUTSCH LITHOGRAPHING COMPANY 
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Established 1896 


Sites Offices: iw York, Atlanta, Akron, Los Angeles, San Francisco, Seattle 
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Economical 


FLL colon POSTERS 


_— Representing: NEW YORK GRAVURE CO. 
New York City 


Promotes Nylon Upholstery 


Collins & Aikman, New York, 
is promoting its new three-dimen- 
sional nylon automotive uphol- 
stery, “Candalon,” beginning in 
the March 26 issue of The Saturday 
Evening Post. Part of the 26 week 
schedule in the Post will include 
full-color pages to advertise other 
Collins & Aikman upholstery for 
transportation, furniture and cloth- 
ing. Kudner Agency, New York, 
handles the account. 


Jennings Heads Cuban Office 


Bernard R. Jennings, for the 
past three years a member of Mc- 
Cann-Erickson’s Buenos Aires 
staff, has been appointed manager 
of the agency’s Havana office, 
with Bruce Swigert as assistant 
manager. Mr. Jennings succeeds 
James R. Fox, who is returning to 
New York to reenter the domestic 
field. 


Burr Joins Federal Agency 


John Read Burr, former account 
executive with McCann-Erickson, 
New York, has joined Federal Ad- 
vertising, New York, in the same 
capacity. 


Crosley to Stress 
“Woman's Angle’ in 
First ‘49 Campaign 


CINCINNATI—The “woman’s 
angle’”—plenty of front-row shelf 
space in the new °49 Shelvadors 
—will get the major emphasis in a 
new advertising and sales promo- 
tion campaign the Crosley division, 
Avco Mfg. Corp., is launching this 
month. 

The new theme is based on an 
exclusive Shelvador feature, re- 
cessed door shelves which provide 
as much as 12 additional feet of 
front-row storage space and give 
the housewife “twice as much food 
where you want it...in front, in 
sight, in reach!” 

Crosley will employ spot radio 
for the first time, with singing 
commercials to start April 1, and 
during the same month will air a 
half-hour television show on every 
station in the country, according 
to V. C. Havens, assistant general 
sales manager of the division. The 


This CUPBOARD 


IS Designed to go Bare 


Shulton, Inc. has so many cosmetic 
items (face powder, toilet soap, co- 
logne, bath salts, etc. ), that what to do 
with them — for drug and department 
store promotion — was a problem call- 
ing for great wisdom. 


So, Shulton called in Oberly & Newell, 
plumped that “housing and moving” 
(merchandise ) problem smack in our 
laps. Among their rigid specifications: 
Display must be easy to assemble, lithographed and 
mounted on light-weight board for inexpensive ship- 
ping yet strong enough to hold many pounds of mer- 
chandise, attractive enough to win and hold its spot 
on the floor of the store — that all-important point-of- 
purchase — and powerful enough to convert Shulton’s 
thousands of advertising dollars into easy, self-service 
brand sales. 


That was quite a package-full. 

Here’s the solution, a lot quicker than you can name 
Shulton’s top-selling cosmetic products. It’s a Penn- 
sylvania Dutch treat of a display cupboard. Every 
single “spec” has been integrated into a single, power- 
ful, imposing and irresistible sales unit. 

And Old Mother Hubbard notwithstanding, this cup- 
board is designed to go bare — to be re-filled over and 
over again. 


What’s YOUR display problem? 
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POINT OF PURCHASE ADVERTISING SYMPOSIUM 
Two great doys—APRIL 12 TH & 13TH. Hote! Bittmore. New York City 


185 AND AGENCIES, WRITE US FOR INFORMATION AND TICKETS 
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show will be broadcast live on 
eastern and midwestern networks, 
and films will be used on all other 


available outlets. 


ws Magazine copy in the “woman’s 
angle” campaign will start with a 
four-color spread in the April 30 
Saturday Evening Post and May 
16 Life. Other magazines and farm 
publications on the schedule in- 
clude American Home, The Amer- 
ican Weekly, Better Homes & Gar- 
dens, Country Gentleman, South- 
ern Agriculturist and Successful 
Farming. 

In newspapers, Crosley will use 
an 1,800-line ad as the kick-off 
in major markets, followed by a 
1,500-line ad. Secondary markets 
will get 1,800 and 1,000-line copy, 
while 1,500 and 1,000-line ads will 
be employed in still other mar- 
kets. In addition, Crosley’s regular 
trade publication schedule is an- 
nouncing the drive to the retail 
trade. Dealers will be offered a 
series of newspaper ad mats for 
local use. 

The Shelvador campaign marks 
the start of Crosley’s 1949 mer- 
chandising drive, for which the 
division is expected to spend more 
than $6,000,000, exclusive of dealer 
promotion, according to Mr. Hav- 
ens. The full budget is more than 
double the funds used in any pre- 
vious year and will promote, in 
addition to the Shelvador line, 
Crosley’s kitchen freezers, electric 
ranges, radio and television sets. 


World Brands Formed 
to Handle Lever Products 


C. A. Massey, president of Lever 
Brothers, Toronto, has announced 
the formation of a new organiza- 
tion, World Brands Ltd., to handle 
marketing and _ distribution of 
Birds Eye frosted foods, Lipton’s 
tea and chicken noodle soup, Lever 
Good Luck margarine, and the dis- 
tribution in the grocery tirade of 
certain products of the Pepsodent 
Co. of Canada. Headquarters of 
the company will be in Lever 
House, Toronto. 

A. G. Johnson, formerly execu- 
tive vice-president of Thomas J. 
Lipton Ltd. in Canada, has been 
named marketing director of the 
new organization. A. A. Duncan- 
son, formerly sales supervisor of 
Birds Eye Foods (Canada) Ltd., 
has been appointed general sales 
manager. 


Shell Oil Plans Campaign 


J. Walter Thompson Co., Toron- 
to, will direct the spring and sum- 
mer campaign for Shell Oil Co. of 
Canada, Toronto, to promote Shell 
premium gasoline. Using the theme 
“Now the most powerful gasoline 
your car can use,” large space ads 
in Ontario and Quebec dailies will 
be supplemented by spot an- 
nouncements over major city radio 
stations. 


WOOD 


ADVERTISING 


DISPLAYS 


IDEA DEVELOPMENT 


QUANTITY—QUALITY 
PRODUCTION 


31 YEARS’ EXPERIENCE 
Reasonable Prices 
. 


O'HARE MFG. CO. 


230 NO. JEFFERSON ST. 
CHICAGO 6 
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@ This successful point of promotion 
program is much more than meets 
the eye. It represents manufacturer 
presentations, distributor and dealer 
sales training materials, dealer sales 


tools, and literature keyed to the 


Neste aud Gale 


© CHICAGO, 105 W. MONROE STREET © LOS ANGELES, 214 W. Ilth STREET © DETROIT, 600 MICHIGAN THEATRE BLDG. 


Based on careful market analysis .. . 
coordinated for hard hitting distributor 
and dealer promotion . . . typed for in- 
dividual buyer appeal, integrated for 
production economy—it never fails! One 
goal... one producer... one result... 


a successful promotion! 
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S Vaseline Wilil Sponsor 


‘Greatest Fights’ on NBC 


Chesebrough Mfg. Co. New 
York, will air “Greatest Fights of 
the Century,” film excerpts of out- 
standing heavyweight battles, over 
NBC-TV. Time is being cleared by 
Cayton, Inc., recently appointed 
to handle television for the com- 
pany. 

Vaseline cream hair tonic will 


be the featured product on the| Be]] & Howell Tells 


telecast, which is set to debut 
within a couple of weeks. This 
film series formerly was sponsored 
by Walco Televue lens on NBC. 


Ceperly Appointed V.P. 

W. R. Ceperly, account execu- 
tive, has been appointed a vice- 
president in the Chicago office of 
Fuller & Smith & Ross. He has been 
with the agency since 1944. 


-.400 
br, 110" / 
120.7 
3 sgl 


Make it a must while at the Symposium to stop at Booth 
#6 to see the year’s most outstanding advertising media. 
Get complete information on these durable, economical 


Point of Sale units, now increasing sales for some of the 


largest advertisers in the nation. 
Write for full details. 


TWOCONNELL&CO. 


1231 W. Monroe St. 
Chicago 7, Illinois 


New 5-Year Plan 


Cricaco—Bell & Howell Co., 
in its first “five-year plan,” hopes 
to widen present markets and cre- 
ate new ones in close teamwork 
with its dealer organization, C. 
H. Percy, youthful president of 
the company, has announced. 

Bell & Howell has set a long- 
range goal for the entire organiza- 
tion, and will count heavily on 
company and dealer advertising to 
help achieve it, the 29-year-old 
executive explained in a letter to 
3,500 U.S. dealers who merchan- 
dise its cameras, projectors, Micro- 
film equipment, etc. 

Bell & Howell engineers now are 


'|} working on new products with 


which the company hopes to open 
new markets, Mr. Percy said, and 
the manufacturer also wil! strive 
to widen present markets for its 
Filmo products. As an example of 
its effort to provide items at com- 
petitive prices, he cited the recent 
debut of Bell & Howell’s two low- 
price projectors, the Regent and 
single-case Filmosound. 


@ During 1949, the company plans 
a consistent campaign in a list of 
14 national magazines, with copy 
ranging up to full-color pages, for 
its complete line. It recently 
started its first radio advertising, 
with one-minute and 20-second 
spots, plus 15-second station 
breaks, on stations in New York, 
Chicago, San Francisco and Los 
Angeles. 

The radio series, featuring en- 
dorsements of Hollywood movie 
stars, will be extended throughout 
the country as dealers sign up for 
the “Hollywood Heritage” tran- 
scriptions. Dealers pay time costs 
for local broadcasts, with Bell & 
Howell providing the transcrip- 
tions. 


ete 


The company also will invade 
television within two months, Mr. 
Percy said. Details of this segment 
of the campaign are yet to be 
worked out. 

Bell & Howell also advertises in 
16 business and trade publications, 
a dozen educational publications 
and four religious magazines. 


Management Communications 
Formed; Takes Over ‘Score’ 


“Score,” a monthly newsletter to 
management on trends and devel- 
opments in employer-employe 
communication, and published by 
Newcomb & Sammons for the past 
three years, has become a publish- 
ing property of the newly-formed 
Management Communications, Inc., 
with headquarters at 307 N. Michi- 
gan Ave., Chicago. H. J. Bligh, 
Chicago publisher, is head of the 
organization. Newcomb & Sammons 
is associated with him in this 
project. Robert Newcomb and 
Marg Sammons will continue to 
edit “Score.” 

Management Communications 
will specialize in creating employ- 
er-employe communications pro- 
grams for industrial management. 
A branch service office is located 
at 200 Fifth Ave., New York. 


* 
&: 
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Advertising Age, April 4, 


Two Join Swink Agency 

Roy Ayres, formerly divisional 
advertising manager of Sears, Roe- 
buck & Co., Chicago, and William 
Bogart, formerly copywriter and 
contact representative of Roy S. 
Durstine, Inc., Cincinnati, have 
joined the copy and creative staff 
of Howard Swink Advertising 
Agency, Marion, O. 


Plan Advertising Clinic 


University of Florida Adver- 
tising Club and the Advertising 
Club of Jacksonville are conduct- 
ing an advertising clinic, entitled, 
“Advertising in Action,” on the 
University of Florida campus, 
April 5-May 3. 


WHIS Increases Power 

WHIS, NBC affiliate in Blue- 
field, W. Va., is operating on an 
increased power of 5,000 watts, 
full time. The station previously 
had 1,000 watts daytime and 500 
watts night. 


Robertson Names Reilly 


J. M. Reilly Co., Boston, has 
been named to handle the adver- 
tising of Robertson Factories, 
Taunton, Mass., manufacturer of 
Vogue curtains. 


For that special job! 


A. W. PETERSON & SONS 
STEEL RULE DIE CO., INC. 
131 PRINCE STREET 


SPring 7-6324-5 
ACCURACY. 


A.W. Peterson bas been known for 


GOOD DIES OVER 25 YEARS 


NEW YORK 12, W.Y. 
. SERVICE 


BE 
SURE TO 
ATTEND 


SINCE 1896... 


rea fors O 


POINT OF 
PURCHASE 


Advertising 


+ HH OO 


Displays... 
in color... 


illuminated... 
animated 


Booklets 
Folders 
Broadsides 
Wrappers 


Labels 


Packages 


UR newly equipped plant is staffed 


with specialists 


who can create 


selling ideas for any product and put 


them to work. 


NIAGARA 


LITHOGRAPH 
COMPANY 


1050-1068 Niagara Street - Buffalo 13, N. Y. 


Offices also in 


New York . . . 


Cleveland. . 


. Chicago 


POINT OF PURCHASE ADVERTISING 5 YMPOSIUM 


Two great days—APRIL 12 TH & 13 TH, Hotel Biltmore, 


New York City 
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Mail Order Sales 
No Cinch, Folder 
Cautions Venturers 


WASHINGTON—Selling something 
by mail may seem easy, but there 
are plenty of pitfalls for the be- 
ginner, the Department of Com- 
merce warns in a new publica- 
tion, “Elements of Selling by 
Mail.” 

Success in mail selling, says 
Joseph H. Rhoads of the Office 
of Domestic Commerce marketing 
division, calls for many years of 
study, for experience, capital, or- 
ganizing ability and courage in 
meeting reverses. A few of the 
pitfalls he lists include: Adver- 
tised schemes which offer quick 
returns to the novice, which in 
some cases “even call upon their 
victim to engage in petty swindling 
by mail”; stock propositions, in 
which a supplier offers a stock 
of items for resale by mail, some 
of which “have been going the 
rounds for years with little bene- 


fit to the takers”; and advisers 
who offer step-by-step coaching 
in establishing a mail order house. 


ws Regarding the latter, Mr. Rhoads 
explains, “This is not to condemn 
the experienced mail order writ- 
ers and counselors, whose advice 
usually costs from $1 to $5, and 
whose advertisements and feature 
columns are to be found in mail 
order trade journals. But the be- 
ginner should keep clear of high- 
price and high-pressure advisers, 
or seek expert counsel before en- 
gaging one.” 

The eight-page folder urges be- 
ginners to start on a parttime 
basis and to operate from their 
homes. It also suggests tips on 
sources of supply, how to judge a 
new venture, the study materials 
available, and necessary equip- 
ment. 

In a separate folder, “Mail Order 
Business,” the department lists 
basic information sources, includ- 
ing government publications, pri- 
vately printed books and pam- 
phlets, directories, trade publica- 


tions and trade associations. 

Copies of the two publications 
may be obtained from ‘the Com- 
merce Department or its field of- 
fices in major cities. 


Publicity Club Elects 


John J. Molloy, public relations 
director of the Boston Chamber 
of Commerce, has been elected 
president of the Publicity Club of 
Boston. Floyd Bell, of the Hotel 
Statler, has been named Ist vice- 
president, and Ralph Banghart, of 
RKO Pietures, 2nd vice-president. 
Other officers are: William Cava- 
naugh, United Air Lines, treasurer; 
Marie Houlahan, WEEI, recording 
secretary, and Seibert Fahey, 
United Air Lines, corresponding 
secretary. 


Posteratings in Indianapolis 


Marion Harper Associates, New 
York, has distributed the initial 
Indianapolis Posteratings report. 
The report, an outdoor poster 
measurement service, was inaug- 
urated in Philadelphia a year ago, 
and Indianapolis is its first ex- 
pansion. 


‘Digest’ Promotes Two 


Carl Dettman and Andrew J. 
Conduit, of Reader’s Digest, have 
been appointed eastern advertising 
manager and western advertising 
manager, respectively, of the Read- 
er’s Digest Association (Canada) 
Ltd. 


as | 
Faegre Advanced 


Robert Faegre, assistant sales | 
manager of the paper division, has 
been promoted to sales manager 
of the paper division of the Min- . 
nesota & Ontario Paper Co., Min- 
neapolis. He succeeds R. O. War- 
ner, who has resigned. 


superior Uisplays, Inc. 
1112 Boylston Street 
Boston 15, Mass. 


Professional Installation Service 


Complete New England Coverage 


THE GREATEST SIGN 


3 TIMES MORE ADVERTISING VALUE 


ye ENTIRE FACES OF SIGN “LIGHT UP” 

%& COSTLY MAINTENANCE ELIMINATED 

% LOW INITIAL COST—LOW OPERATING COST 
% LIGHT WEIGHT —LOW SHIPPING COST 


NEON PRODUCTS, inc. 


LIMA, OHIO 
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DEVELOPMENT SINCE NEON 


WRITE FOR FULL 


WE HAVE ANY SIZE AND SHAPE 
TO FIT YOUR NEEDS 
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INFORMATION 


Dealer Signs. 
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Please send us information on your new PLASTILUX 
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Point-of-Sale Vital, 
Says Food Chain Exec 


Importance of Carrying 
Through on Campaigns is 
Neglected, Says Bauman 


By Va. S. BAUMAN 

As I see it, there are just three 
points in marketing any product: 

The Point of Creation. 

The Point of Distribution. 

And the Point of Sale. 

By now you have probably 
guessed it: The forgotten medium 
in advertising, in my opinion, is 
point-of-sale advertising—call it 
cooperative advertising or what 
you will, it is advertising at the 


product was available for Mrs. 
Thrifty the next time she came 
into the store. Of course, in those 
days, stores were smaller, and 
shopping habits were a little dif- 
ferent. Customers bought a few 
items at a time, and they visited 
the store more often, so if a store 
was out of an item, it was a simple 
matter to pick it up the next day 
or the day after, because after all, 
Mrs. Thrifty was going to be back 
in the store several times during 
the week. For this reason, “out of 
stock” conditions were not taken 
too seriously, and were not too 
great a threat to sales. 


A chain store sales manager’s idea of the 
importance of cooperative and point-of- 
sale advertising material is embraced in 
this provocative talk before the Chicago 


Advertising Executives Club 
Bauman, sales 


with all his conclusions. 


manager, National Tea 
Co. It should be of interest to all adver- 
tisers, even though they may not agree 


by Val S. 


point of sale, that point of distri- 
bution of any product where the 
consumer’s final decision to buy is 
made. 

(Mr. Bauman explained that 
National Tea Co. classifies all ad- 
vertising used in one market only 
as “point-of-sale” advertising. 
Newspaper and local radio ad- 
vertising, therefore, are included 
with posters, counter cards and 
other material used in the store.) 


s In view of National Tea’s stated 
lack of interest in private label 
products, we, of course, are not 
interested in Point No. 1—Point 
of Creation. That is the manufac- 
turer’s job. We are not food ex- 
perts, we’re retail distributors and 
therefore, the job of creation must 
lie with those experts in food pro- 
cessing and preparation who can 
create better foods for better living 
economically through mass pro- 
duction and national distribution. 

With reference to Points 2 and 
3, however, we, as retailers, take 
exception—we feel that the re- 
tailer is very. important at the 
point of distribution, and even 
more important at the point of 
sale. We say, take exception, be- 
cause it is too often apparent that 
the importance of carrying a cam- 
paign straight through to the point 
of distribution and on to the point 
of sale is underestimated or ne- 
glected. I want to demonstrate, if 
I can, how more cooperation at 
the point of distribution and the 
point of sale will work to the mu- 
tual benefit of the manufacturer 
who creates the product, and the 
retailer who distributes and sells 
it. 


es It might interest you to know 
how point of distribution and point 
of sale have taken on a new im- 
portance with the return of a 
buyer’s market in the food stores 
of today. 

Prior to the war, we were all 
just getting our feet wet in self- 
service food merchandising. There 
were many self-service food stores, 
but the majority of stores were 
still of the service type. This 
meant that in most cases, the na- 
tional advertiser still had repre- 
sentation at the point of sale, be- 
cause, in most stores, there was 
still contact with the consumer on 
the part of the sales personnel. If 
a store was without your product 
it was not too important because 
the consumer could tell her store 
manager, owner or clerk, that she 
would like to buy the product, 
and in most instances, that sales 
person would make sure that the 


Then came war. And shortages. 
And again failure to stock an item 
was no reflection on store per- 
sonnel, or sales people, because 
Mrs. Thrifty expected to find many 
items out of stock. She knew there 
were many wartime shortages and 
she was willing to put up with 
most of them. In fact, she con- 
sidered it her patriotic duty to 
do so, and again distribution did 
not suffer too greatly, and Mrs. 
‘hrifty did not become too irri- 
tated because she did not find her 
favorite brands when she visited 
her favorite food store. 

How different it is today. Stores 
are larger, grocery departments 
are now 100% self-service in our 
company, and customer contacts 
are few and far between. There- 
fore, unless your brands have dis- 
tribution in our stores, unless they 
are well displayed in the depart- 
ment where they are expected to 
be displayed, your national adver- 
tising risks the loss of much of its 
effectiveness—so much so, that 
every national advertiser should 
be interested in giving more and 
more attention to distribution and 
point-of-sale effort. 


ws A Nielsen market research re- 
port during 1948 showed that in 
a sample group of 2,000 stores a 
survey of 33 commodity lines 
showed 8% of the best distributed 
brands were out of stock. Of the 
brands enjoying spotty distribu- 
tion in each line, 22% were found 
to be out of stock. On the average, 
16% of the brands in all 33 com- 
modity lines were out of stock in 
the 2,000 stores checked. 

We at National thought, because 
of our closely knit organization, 
that we could prove Nielsen’s fig- 
ures wrong as applied to our 
stores. So we made our own study, 
and found, to our consternation, 
that our own stores were without 
144%4.% of the total items available 
on our own order blanks from our 
own distributing warehouse. You 
can see, therefore, the tremendous 
importance of more attention to 
better distribution and point-of- 
sale effort if national campaigns 
are going to produce anywhere 
near maximum sales. 


ws It is quite disturbing to realize 
that while you are planning your 
very finest, most elaborate cam- 
paign, you have a 16% strike on 
you before your campaign ever 
reaches the public eye; that even 
where you think you have distri- 
bution, your product is likely to 
be out of stock 16% of the time. 
It is disturbing to us as distribu- 


ae zit 


EXAMPLE—This picture of an independent food store, whose operator made a 

conscientious effort to tie in with national advertising campaigns by using os much 

point-of-sale material as possible, was cited by National Tea Co.’s Val Bauman as 

an example of what can happen if a retailer provides all the cooperation requested 
by national advertisers. 


tors bécause we know that 50% 
of the desire to buy is made at the 
point of sale, and we believe that 
100% of the decision to buy is 
made at the point of sale. You 
can do your best job of planning 
a great campaign, and _ unless 
proper attention is given to the 
point of sale, your whole campaign 
may be found to be lacking where 
it can do the most good. 

The old Chinese proverb says, 
“One ‘picture is worth a thousand 
words.” We say that one package 
in the hand of the customer is 
worth 1,000 pictures. 


w It is the job of getting the pack- 
age in the hands of the customer 
at the point of sale that we accept 
as a mutual responsibility of the 
manufacturer and ourselves as re- 
tailers; but we need your help, 
your consideration, in the cam- 
paign planning. You can imagine 
why we feel so strongly about the 
need for good, constructive point- 
of-sale advertising effort when you 
realize we sit for long hours in 
our busy days following campaign 
after campaign, as devised by 
manufacturers and their advertis- 
ing agencies, and presented as 
voluminous brochures with terrific 
circulation figures, graphs, and 
charts. 

We are impressed favorably as 
we view the beautiful layouts, the 
costly color engravings, the well- 
engineered copy, the deal or the 
promotion, the gimmick, the con- 
test, the premium, or whatever 
other quite new plan has been de- 
veloped to swoop down and sell 
the unsuspecting customer. Im- 
agine our chagrin, then, when we 
get to the back page of this elabo- 
rate campaign folder to find that 
as a very small afterthought, a 
small window streamer or a 
bastard-size price card will be 
supplied free of charge to any re- 
tailer wishing to tie in with the 
tremendous campaign. 

I do not believe I have exagger- 
ated, because many campaign plans 
we have seen are very much along 
these lines. We read of the thou- 
sands upon thousands of dollars 
to be spent on full-page magazine 
advertising, or the tremendous 
radio show, the gigantic campaign 
to appear in the newspapers, and 
the big outdoor advertising sched- 
ules. But when we get down to the 
actual point of sale, that point of 
the campaign that is going to as- 
sure distribution, that is going to 
place the package in the hand, 
where the decision to buy is made, 
we find a page of display material 
was thrown together in a hurry 
without any regard to what it was 
going to be used for, where it 
was going to fit, and with little 
respect for the intelligence of the 
retailer and his problem! 


a We know that national food 
manufacturers spend over $200,- 


000,000 annually for advertising. 


We know that most of this money 
is spent in the four big media— 
magazines, newspapers, radio and 
outdoor advertising. We know that 
some is spent in direct mail, tele- 
vision, and other media such as 
car cards and so on. We know that 
six of the largest food advertisers 
conducted eight contests at one 
time last year and spent an esti- 
mated $3,500,000 on these contests 
where little brand loyalty among 
contestants has ever been evi- 
denced. We know that millions of 
dollars were spent on radio give- 
away shows, where again, we ser- 
iously question the brand loyalty 
on the part of the contestants or 
the winners. 

We have been able to get figures 
on most media, but it seems as 
though it is very difficult to dis- 
cover who spent what for point-of- 
sale advertising. Our own experi- 
ence would tell us that of all the 
media available to national adver- 
tisers, point-of-sale would possibly 
be last in ratio to the money ex- 
pended for other media. Is it any 
wonder, therefore, that we refer 
to point-of-sale advertising as 
“the forgotten medium?” 


# Automobile and appliance man- 
ufacturers appear to place much 
more importance on the value of 
point-of-sale advertising than the 
average advertiser. It is surprising 
that these manufacturers hold such 
respect for point-of-sale advertis- 
ing because, after all, automobile 
dealers and appliance dealers are 
in most cases closely associated 
with the manufacturer, and in 
most instances handle exclusive 
lines. 

Yet, when we get into other 
lines, we find the manufacturer 
content tc stop at his national ad- 
vertising schedule, and let the 
dealer or the retailer carry on in 
his own humble way his own ad- 
vertising and display at the point 
of sale. 

If we were a national food man- 
ufacturer, we would plan our cam- 
paign to reach from creation of 
product to distribution to point of 
sale. We would want to give our 
salesmen something more tangible 
than a brochure or photographs, 
charts and figures. We would want 
to give our salesmen a plan—well 
engineered, tried, and proven—a 
plan he could present to his retail 
customer, not as an after-thought, 
but as the actual mechanical tools, 
the materials, with which to cre- 
ate the desire and interest on the 
part of the retailer to tie in with 
the national campaign. 


ws When the manufacturer’s sales 
representatives are given that 
kind of tools with which to work, 
the manufacturer can expect sales 
for the products he has created, 
better distribution at the point of 
sale, better results from his na- 
tional campaign, and a more in- 
terested salesman who firds his 
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job a lot more fun because he has 
found himself a lot more produc- 
tive. 1 

I cannot tell you that point-of- 
sale advertising is the answer to 
all of your problems of distribu- 
tion. There are no figures to prove 
or disprove this. I do know that 
among the six largest foud and 
grocery advertisers in America, 
three do provide for cooperative 
point-of-sale effort, and three do 
not. The three that do are soap 
advertisers, and believe you me, 
their salesmen take every advan- 
tage of their cooperative program 
to sell more merchandise—to get 
more closely tied in with national 
campaigns. And it works! 

The way we look at it, there 
is a tremendous circulation in food 
stores. 


a In the National food stores, in 
Chicago alone, we have an esti- 
mated 800,000 circulation weekly, 
and these people came into our 
stores intending to buy what the 
national advertiser has to sell. I 
firmly believe that if point-of-sale 
advertising can be properly plan- 
ned with the same research and 
good business practices that is 
given other media, the advantage 
of the tremendous food store cir- 
culation will become a major fac- 
tor in national campaign planning. 

I believe it can be done, but I 
do not think it is the retailer’s job 
to do it. It is a potent advertising 
medium, as yet untapped, because 
as yet unorganized. 

Here are a few examples of con- 
structive point-of-sale cooperative 
advertising. First, there are three 
types of newspaper advertising 
agreements between manufacturer 
and retailer which apparently 
work successfully: 


# 1. The cooperative merchandis- 
ing agreement which provides for 
an allowance per case on the pur- 
chase of the national advertiser’s 
product, to be used for specific re- 
tail advertising services at the 
point of sale. This agreement is 
available for handbill or direct 
mail advertising. In this way the 
agreement is flexible enough to 
take care of the largest as well as 
the smallest retailer. This type of 
contract is used by three of the 
four largest grocery advertisers 
with very good results. 

2. Provides about the same serv- 
ices as the agreement just men- 
tioned, except that the advertising 
allowances are set up on a per- 
centage basis instead of on a per 
case basis, whereby the funds to 
be accumulated and used for ad- 
vertising are determined by the 
percentage of total purchases ap- 
plicable for advertising. Here again 
the retailer is given his choice of 
using his funds for newspaper ad- 
vertising or handbills or direct 
mail, depending upon the type of 
advertising commonly used to pro- 
mote his business. 

3. The commonly used adver- 
tising service agreement usually 
made available to those advertis- 
ers who do not already have an 
established form of advertising 
agreement. The service agreement 
usually provides certain advertis- 
ing and merchandising services, 
substantiated by proof of adver- 
tising, etc., with an established 
rate depending upon type of serv- 
ices subscribed to. 


ws Display advertising services for 
point of sale are also made avail- 
able by many retailers, and the 
most commonly used advertising 
materials for display—and the 
most popular—are: 

1. Display cards—11x14”—hori- 
zontal—which fit the standard sigr 
fixture provided by most retailers 

2. A rather new display piece 
that has come into its own re- 
cently—the shelf card marker 
This card is 4%xll”, horizontal | 
with a 3” tab, which goes under the; 
merchandise to hold the card ir 
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PEPPERELL PRIZES—First prize in a $1,950 window display contest, sponsored by 
Pepperell Mfg. Co., Boston, was won by R. Bruggesworth, domestics buyer, and C. H. 
Barton, display manager of Loveman’s, Chattanooga, for the window at the top. 


Second prize (center) went to S. Kleinberg, domestics buyer, and W. E. 


Mixon, 


display manager, Kresge-Newark, Newark, N. J., and third (bottom) was won by 
Hilda Sunnarborg, domestics buyer, and Wesley Bartikoski, display manager of the 
First Street Store, Duluth, Minn. 


place. 

3. Display advertising available 
for point-of-sale consideration in 
the form of wall murals or posters, 
normally used in the larger food 
markets. The size is 36x48”. 


s For window display at point of 
‘ale, we refer to the Penny Poster 
service, which is sponsored by 
“ood Advertisers Service of New 
York City. This service makes 
ivailable window posters featur- 
ng many nationally advertised 
roducts on a very reasonable 
asis to both the national adver- 
iser and the retailer. We use this 
ervice quite often in our own or- 
‘anization. 

Another type of point-of-sale 
lisplay that has come into its own 
ately is Storecast—FM radio on 
sased wave lengths beamed direct 
» equipment for broadcasting in 
ne retail stores at the point of sale. 

has been our experience in 
1e 100 stores where Storecast has 
een installed that nationally ad- 
ertised brands featured on Store- 
ist do definitely sell faster in 
torecast stores than in those 
ores not having this service. 

Participation radio is another 


‘aluable medium which the na- 
‘onal advertiser may want to give 


consideration to. 


w As we see it, we both have a 
job to do at the point-of-sale level. 
The job can be done more effec- 
tively on a cooperative basis with 
the retailer and the national ad- 
vertiser working together. It can 
be done by working toward a five- 
point program. It is up to the na- 
tional advertiser, we believe, to 
tell the prospective buyer of his 
products these five things: 

1. What it is—through attractive 
advertising, good copy, good prod- 
uct reproduction, attractive art 
work, and all other mechanical 
means of good advertising com- 
position. 

2. How to use it—through means 
of suggested menus, recipes, direc- 
tions, and other means of “prod- 
uct in use” copy. 

3. Why to buy it—what it is used 
for—what it will do for the pros- 
pective buyer. Why he should buy 
it over the competitive product. 
What personal gains are to be 
made through the purch*se of the 
brand. 


ws On these three points the na- 
tional advertiser can do a much 
better job than the retailer, and 
he has the appropriation to do it 


with. The retailer’s part of the 
five-point program in marketing 
nationally advertised products is 
simply to tell: 

4. Where to buy it—where to go 
for the merchandise—the point of 
sale, through newspaper, display 
or radio advertising. 

5. What to pay for your product 
—again through point-of-sale ad- 
vertising. We believe it is the job 
of the manufacturer to tell the 
brand quality and use story. We 
believe it is likewise the responsi- 
bility of the retailer to tell the 
place where the product can be 
purchased, and for how much. 
With the retailer and the national 
advertiser working together on 
this five-point program, any na- 
tional campaign should be more 
productive of the kind of results 
for which it was intended. But 
ignore any one point, and you are 
in trouble. 


O’Connor Joins KDKA 

Thomas J. O’Connor has joined 
the sales department of Station 
KDKA, Pittsburgh. 


Texaco’s Mr. Berle 
Holds Hooper Lead 


New YorK—The Texaco Star 
Theater (NBC), with Milton Berle, 
continues to hold a comfortable 
lead in Hooper TV rating scores. 
The March Hooper report for 
New York gave it first place with 
a rating of 79.7. 

The favorites: 


Texaco Star Theater, NBC 
Godfrey’s Talent Scouts (Lipton’s 
Tea), CBS 
Toast of the Town (Emerson), CBS .... 
Broadway Revue (Admiral), Du- 
Mont and NBC 
Godfrey and His Friends (Chester- 
field), CBS ns 


Boxing Match (Gillette), NBC 2 
We, the People (Gulf), CBS .... 7 
Preview (Philip Morris), CBS 6 
Amateur Hour (Old Gold), DuMont......34.5 
Believe It Or Not (Motorola), NBC ....33.2 


Appoints Van Dine Agency 


Van Dine Agency, New York, 
has been appointed to handle the 
advertising of Audio & Video Prod- 
ucts Corp., New York, distributor 
of Ampex magnetic tape recorders. 
Trade publications and direct mail 
wiil be used. 


Mages? 


Sutton Publishes First 
Electrical Equipment Issue 


Sutton Publishing Co. New 
York, has published the first issue 
of Contractors’ Electrical Equip- 
ment, a_ controlled 
monthly product information pub- 
lication with circulation in excess 
of 20,009 monthly. 

The first issue contained 20 
pages, with advertising space from 
63 manufacturers, according to the 
company. R. A. Neubauer, former 
sales manager of Metal-Working 
Equipment, another Sutton maga- 
zine, has been named to the newly+ 
created post of assistant publisher. 


Gets Print-Ad Account; 
Appoints Warinner 


Tim Morrow Advertising, Chi- 


cago, has been retained to handle | 


the advertising of the Chicago 
Printed String Co., maker of Print- 
Ad string, a printed cotton tape. 
Magazines, trade publications and 
direct mail will be used. 

Don W. Warinner, formerly ad- 
vertising manager of National 
Chemical & Mfg. Co., has joined 
the agency as copy chief. 


DO YOU GET 


THIS 


us factor 


IN YOUR TYPOGRAPHY? 


etch proofs that absolutely sparkle 


with clarity...and why not? The meticulous care with which 


the type form is made ready is carried through to a 


microscopic examination of the impression to insure 


quality of reproduction faithful to the type face used 


pioneers and leaders in the field 


of fine reproduction proofs 


LOS ANGELES 


Mionsen 


CHICAGO 22 East Illinois Street 
928 South Figueroa Street 


circulation | 
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Along the Media Path 


@ The New York Herald Tribune 
is using printed Scotch tape re- 
minders, at the point of purchase, 
that “You’re missing plenty if you 
don’t read the New York Herald 
Tribune.” The taped slogans, cre- 
ated by Transparent Products Co., 
New York, are supplied to sales- 


men of the newspaper in handy 
pocket-size rolls. A new perfora- 
tion feature enables them to post 
the tape easily on newsstands in 
their respective territories. 


e Add record issues: The Mil- 
waukee Journal’s Sunday, March 


20, issue carried the largest vol- 
ume of advertising in the paper’s 
history, nearly 359,000 lines. It 
included a 76-page “Home Show” 
section. 


e If it keeps on winning awards 
at the same pace, WEEI, CBS 
station in Boston, is going te need 
more studio wall space for the 
plaques and certificates. The sta- 
tion has captured 26 awards in 
the past five years. Most recent 
were two from City College of 


New York in its 1948 annual radio 
competition, one the Award of 
Merit for best all-round pro- 
motion, the second a _ bronze 
plaque for the most outstanding 
achievement in any classification 
of radio promotion. In addition, a 
WEEI business paper ad was 
awarded the New York Art Di- 
rectors Club distinctive merit 
award as the most outstanding 
business paper ad of ’48. 


e American Exporter, starting 


ae 


from constant study and shrewd analysis of their problems. It cannot result 
from occasional flashes of brilliance. 


from the selling scene, interpreted by a resourceful creative force into 


Continuous display service to successful advertisers comes only 


Here at Snyder & Black we depend on timely information, direct 


Merchandising displays that Sell---are born of sound field 


research and daring imagination. They are not created by a wave of a wand. 


merchandising displays that Sell -—-- our clients’ products. 


RRA iss 


POINT OF PURCHASE ADVERTISING SYMPOSIUM 


Two great days — APRIL 12TH & 13 TH, Hotel Biltmore, ie York City 


WRITE US FOR INFORMATION AND TICKETS 


ADVERTISERS AND 


ae 


AGENCIES: 


Advertising Age, April 4, 1949 
with the April issue, has been 
departmentalized throughout, and 
will report news of the month in 
news-report style. Readers also 
will see a new department, “Mer- 
chandising and Product News,” 
which will present the latest 
trends in U.S. merchandising and 
the products that offer new fields 
for sales development. 


@ Canadian Homes & Gardens has 
dispatched a shipment of plastic 
toy alarm clocks to Canadian ad- 
vertising managers and agency 
executives as an attention-getter 
for its May issue, which features 
a “Home Beautification Campaign.” 
Each clock carried a large tag 
plugging the campaign theme, 
“Wake Up Your Home!” on one 
side, with highlights of the forth- 
coming issue listed on the reverse 
side. 


e With a series of singing sta- 
tion breaks, WISN has success- 
fully bombarded Milwaukee and 
eastern Wisconsin with its new 
slogan in rhyme: “Lis’n to WISN.” 
The seven to 20-second breaks, 
parodies to bars or choruses of 
all-time favorites and nursery 
rhymes, figured in a month-long 
promotional campaign. 


e@ The St. Louis Star-Times’ cir- 
culation department has purchased 
four new radio telephone-equipped 
Crosley station wagons to help 
district men check sales outlets 
and maintain adequate supplies of 
the Star-Times at regular loca- 
tions. A direct call to the circula- 
tion department brings a truck, 
and more papers, in a hurry. E. 
W. Swick, circulation manager, be- 
lieves the Star-Times is the first 
newspaper to inaugurate such a 
service. Its street sales supervisor 
has used suc’ a car for several 
months, and radiophone cars also 
are operated by the news depart- 
ment and KXOK, the Star-Times 
and ABC outlet. 


e@ Coronet’s market research de- 
partment, in a study which formed 
the basis for a new slidefilm pre- 
sentation, “Today’s Advertising 
Dollar,” came up with these facts: 
‘Lhe amount of money spent on ad- 
vertising has more than doubled in 
the past decade, while the number 
of advertisers has increased 38.9% 
and the number of magazines has 
nearly doubled. The number of 


: | advertised brands has jumped from 


9,000 in 1939 to 12,500 in 1948. 
Since 1942, the film shows, Coro- 
net’s circulation has _ increased 
835%, and it now ranks 12th 
among the nation’s top magazines. 


e Esther Foley, former food editor 
of American Home, has been ap- 
pointed home service editor of all 
Macfadden magazines, with special 
emphasis on True Story’s Home- 
maker Section. 


e With the addition of Rotocomics, 
the Philadelphia Inquirer has 
boosted to a total of six the roto- 
gravure sections it now includes 
with its Sunday editions. The 
comics are printed in colorgravure 
on the newspaper’s own presses. 


Maps Press Freedom Drive 

The Canadian Daily Newspapers 
Association has prepared a series 
of seven advertisements designed 
to present the danger of suppres- 
sion of press treedom. “Your right 
to know is the key to all your 
liberties” is the slogan featured 
throughout the series. The ads 
will continue for two or three 
months and will be sponsored by 
the individual newspapers which 
carry them. 


Horder’s Promotes Harper 


Milton D. Harper, assistant ad- 
vertising manager, has been named 
advertising and sales promotion 
manager of Horder’s, Inc., Chicago, 
office supply and equipment 
dealer, and Associated Stationers 
Supply Co., its wholesale affiliate. 
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What’s a better hook to catch a fish- 
erman than a picture of another 
fisherman catching a darn good fish? 
But it’s important to make sure that 
he doesn’t get away before the sales 
message has time to take firm hold. 
That means the original artwork must 
be tops for realism and appeal... 
the full color reproduction must be unsurpassed in technical 
quality ...there must be ingenuity and skill in shaping all 
the elements into a display which not 
only stops but Aolds the eye. 
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Displays featuring super-appealing 


calf . ~ sports pictures are one of INLAND’S 
ay , specialties. A remarkable variety of 
948. ; 
me. es ABBEY & IMBRIE ESTABL subjects by outstanding artists is avail- 
sth a — able for your use. Let INLAND show 
nes. you how this eye-compelling, sales- 
— hooking kind of display can be put 
= *” you can have the subject il- to work for your line—at costs which 
fre lustrated above (or your selec- are likely to be less than you expect. 
eaite tion of many others equally 


as eye-sfopping) for your 
Displays on a territorial basis 
—an arrangement which cuts 
display costs. Write today for 
the full story. 


328 So. Jefferson St. 
Chicago 6, Illinois 


* represented in principal cities * 
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Minerva Wax Paper 
Giveaway Gimmick 


Ties in Dealers 


CLEVELAND—Station WJMO and 
the Minerva Wax Paper Co. have 
designed a participation giveaway 
which ties in the dealer, a cus- 
tomer, a friend of the customer’s 
and liberal doses of Minerva pub- 
licity. 

The “Minerva Double Dividend 
Show,” as the program is called, 
first calls a Minerva dealer, and 
asks him to invite a shopper to 
come to the phone for a chance 
at a prize. 

While the customer comes to the 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkrofr® 
900 Kibby $t.. Lime, U.S.A. 


phone, the company gets in a min- 
ute and one-half commercia!. When 
she is finished, she is asked to give 
the name of a friend, who then is 
called. 


account. 


Purolator Schedules Spring 
Drive in 26 Magazines 


ark, N. J., manufacturer of oil fil- 
ters, will launch a spring campaign 
using the “time to check your oil 
filter” theme in Country Gentle- 
man, Life, Popular Mechanics, 
Popular Science, Successful Farm- 
ing, The Saturday Evening Post, 
Time and 19 business papers. 

A special promotional is 
available to dealers. Walter 
Thompson Co., New York, is the 
agency. 


Buchanan Appoints Emmart 
John S. Emmart, formerly with 
Roma Wine Co., San Francisco, has 
been appointed merchandising 


“Tredemerts Rep U 5 Pr OF 


manager in the San Francisco of- 
fice of Buchanan & Co. 


_.the dawn ofa great Act 


A detail from “Ghe Adoration of the Magi” by 
an unknown German engraver of the middle of the 
fifteenth century the original of which is owned by 
Ghe Art Institute of Chicago. In this period, 
following the invention of printing from moveable 
type by Gutenberg in about 1436, the art of the 
printed illustration saw its true origin in the West- 
ern world. Ghe art of the woodcut had been prac- 
ticed in China from as early as the seventh century 
A.D. Its development in the West seems to have 
been largely of independent origin, however. Ghe 
European master engravers on wood of the earliest 
period developed both a technique of execution and 
a style of expression which has never been sur- 
passed in this medium. Many of the examples of 
this first period of engraving were created as illus- 


trations for books. 


In the shops of Jahn and Ollier, the highest traditions of 
the art of engraving are a living inspiration today. It is our 
constant belief that the most modern plant and equipment 
are but the tools of our trade. Their effective utilization 
depends on the deepest sincerity of creative purpose and 
the highest degree of personal skill on the part of our crafts- 
men. As was wood engraving 500 years ago, so today 
modern photo engraving in the shops of Jahn and Ollier is 


practiced as a fine art whose 


your printed page are the direct result of training and 
skills which are unchanging and fundamental. The traditions 
of almost fifty years of the finest craftsmanship lie behind 
the printing plates Jahn and Ollier produces for you today. 


JAHN & OLLIER 


ENGRAVING COMPANY 
817 West Washington Bivd. 
Chicago 7, Illinois 
MAKERS OF FINE PHOTOENGRAVING FOR LETTERPRESS PRINTING 
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Unknown 
Master 


H. Grider, Advertising,. has the 


Purolator Products, Inc., New- 


m-GINLEY'S 


JACK” JILL 


INFANTS & CHILDRENS WEAR 


LIT UP—Two 100-watt fluorescent tubes, 

placed inside the sign, provide the il- 

lumination for this new Plastilux display 

developed by Neon Products, Inc. In 

addition to providing all-over illumina- 

tion, the new sign is said to cost less 
and require less service. 


New Plastilux Sign 
Claims Advantages 
Over Neon Displays 


Lima, O.—A new type of all- 
plastic outdoor dealer sign, claimed 
to have important advantages in 
cost, servicing and shipping, has 
been introduced to the trade by 
Neon Products, Inc. 
The new sign uses raised trans- 
lucent plastic faces, with illumi- 
nation provided from within by 
fluorescent tubes. It thereby is 
said to provide all-over illumi- 
nation, “from three to five times 
the spectacular advertising effect 
of standard neon,” and greatly 
simplified construction, installa- 
tion and shipping possibilities. 
Neon Products calls the new 
signs Plastilux, a name which it 
has copyrighted. They can be pro- 
duced in any size or shape, in- 
cluding ovals, rectangles, circles, 
diamonds, or special shapes. Con- 
sisting usually of two sheets of 
Plastilux formed to provide a 
shallow hollow, they are bound 
with a molding which is easily 
removable and allows the face 
to be slid out, so that the fluores- 
cent tubes can be replaced without 
difficulty. 


w On a Plastilux sign 3x6’, two 
100-watt fluorescent tubes provide 
ali the illumination required. Such 
a sign, says Sam Kamin, president 
of Neon Products, costs from one- 
half to one-third as much to pro- 
duce as comparable neon signs, 
has a shipping weight of 225 
pounds crated, as against about 
500 pounds for neon, and in addi- 
tion travels at a lower freight 
rate because it is less subject to 
damage or breakage. 


Lek eee 
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side surface which can be cleaned 
merely by wiping, and are said 
to be much more effective in day- 
light as well as when lighted. A 
preview showing of the entire 
line is scheduled for the Park 
Sheraton Hotel, New York, April 
4-7. 


Will Make Video Awards 


Special awards will be made to 
top television programs at the 
13th American Exhibition of Edu- 
cational Radio Programs in Colum- 
bus, O., May 5-8, sponsored by the 
Ohio State University Institute for 
Education by Radio. This will be 
the first time television has been 
cited by the institute. Evaluation 
of network programs and video 
shows will be made from “live” 
presentations in New York by 
committees under the coordination 
of James Macandrew, WNYE man- 
ager. 


To Cooper Alloy Foundry 


James E. Ziegler has joined the 
sales engineering force of Cooper 
Alloy Foundry Co., making his 


Advertising Age, April 4, 
Names Pacific National 


wholesale grocer and food manu- 
facturer operating in Oregon and 
Washington, has appointed the 
Portland office of Pacific National 
Advertising Agency to handle its 
advertising. A regional campaign 
will be developed on the basis of 
merchandising surveys and test 
campaigns in selected Oregon 
cities. 


Plans Havoline Campaign 


McColl-Frontenac Oil Co., Mon- 
treal, will introduce its new and 
improved Havoline motor oil with 
a six-week campaign, breaking 
April 4 in Canadian media. This 
oil takes the place of Red Indian 
aviation oil. The advertising sched- 
ule includes all Canadian dailies, 
farm papers, posters and the “Tex- 
aco Star Theater.” The Montreal 
office of Erwin, Wasey of Canada 
is the agency. 


Storm Hero to Cayton 

Storm Hero Umbrella Co., New 
York, has appointed Cayton, Inc., 
New York, to handle its advertis- 


headquarters in Cleveland. 


ing. 


The signs have a smooth out- 


Arresting on Attention-getting Pe 


ANIMATE YOUR DISPLAYS 
the FULLER way 


da. v4 We employ simple 
COLUMBIA « ie action 
LONG PLAYING - cd 
MICROGROOVE P 
ie te, @ trouble-free 
wuss —— fp 
pate ® self-starting 


W and COUNTER DISPLAYS 
MERCHANDISE STANDS +» BACKGROUNDS 
Cardboard — Wood — Metal 


Get more for 
advertising dollar 


@ AC-DC 
@ most economical unit on 
the market 
Display Versatility 


5-39 48th Avenue 
Long Island City 1, N. Y. 


Yes... there is such a thing 


perfected achievements in 
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national ad 


It will pay you to in 
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Wl For many years national advertisers have relied 
| principally on the lithographic process for 
production of point-of-purchase displays, which through 
their fidelity of color reproduction provide 
) the dynamic power to stimulate consumer purchases. It has 


been our pleasure to have served you through your lithographer 
in color craftsmanship — the art of making offset 


color plates par excellence. 


@ AMERICAN LITHO ARTS, INC. @ PHOTO LITHO PLATE CO. 
! 200 So. Peoria St., Chicago 7 113 St. Clair Ave. N.E., Cleveland 14 
, @ BRAUER & SON, INC. @ PROCESS COLOR PLATE CO. 
; 1718 No. First St., Milwaukee 12 522 So. Clinton St., Chicago 7 
@ CHICAGO LITHO PLATE GRAINING CO. @ STEVENSON PHOTO COLOR SEPARATION CO. 
216 No. Clinton St., Chicago 6 400 Pike St., Cincinnati 2 ] 


TM POINT OF PURCHASE ADVERTISING SYMPOSIUM 
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g Joins Super Market Institute 


William C. Nigut, former ad- 
vertising and merchandising mana- 
mger of Grocers’ Digest, Chicago, 
has joined Super Market Institute 
to assist Don Parsons, executive 
director. He will make his head- 
quarters in Boston. 


Mactadden Moves L. A. Office 


Macfadden Publications has 
moved its Los Angeles office from 
649 S. Olive St. to 612 S. Flower. 


New J&J Display 
Fixtures Boost 


Sales, Cut Cost 


New Brunswick, N. J.—John- 
son & Johnson has developed a new 
pretested permanent display fix- 
ture that may well solve its in- 
store promotion problems for a 
long time to come. 

In stores where it is now being 
used, the new merchandiser has 
boosted sales of the entire J&J 
line an amazing 104%. Company 
officials report that better than 
80% of the first year’s quota for 
sales of the merchandising unit 
have been reached. 


PASTING A ) 
\ PLEASURE 


BES2xEST 


etcus eat ore 


| PAPERCEMENT 


A REAL ADHESIVE 


Preferred / 
e*eewee 

FOR MORE THAN 
i>, 25 YEARS 


FOR LAYOUTS -DUMMIES- MASKING -PHOTO- 
MOUNTING and EVERY PAPER JOINING NEED 


s Available in three styles, island- 
type, gondola-type and wall-type, 
the merchandiser is obtainable in 
three finishes to enable the retailer 
to select a finish to match other 


A size for every purpose 
Sold by Stationery, Photo and 
Artist Supply Dealers everywhere. 


; ona. informative 
hooklet 
tips » ideas » samples 


plus NEW WAYS to boost your ~~. >>, 
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| ~ Free samples 
Of PF decals 
"are enclosed with 
"booklet so you can 
Ee try them for adherence 


Gnd ease of application. 


. This wonderful, new booklet shows how you can ase the valuable _ 
advertising space you own, explains how your name and product — 
eae can appear in free space, and demonstrates how decals can be 
ged to decorate and sell your prodwet, regardless of type or size. 


_ These and many other valuble uses and advaiitages of PF decals 
_ are fully described and shown. You'll see how other well known 
firms in your own field use decals profitably .. . often one decal — 

tells and sells for five years without a change. . 


> Your business can profit from the 16 information-packed pages in 
_ this booklet. Don't miss it. Send for your free copy tedey: Use the 
'. coupon below. ‘ 


~~ 


 PAIM, FECHTELER & CO. = 


NEW MERCHANDISER—Shown here, left to right, are the three styles set for 

Johnson & Johnson’s new floor merchandiser: the wall type, island type and 

gondola type. J&J reports tha’ sales of retailers using the merchandiser have gone 
up 104% since installation of the new displays. 


fixtures in his store. 

Each style is a _ self-contained 
unit made of hardwood, metal and 
glass and topped by a double-faced 
fluorescent illuminated overhead 
sign, designed to display the entire 
J&J line with all products grouped 
to build extra self-service business 
for the retailer. The island type 
requires only six square feet of 
floor space, being 2’ wide, 3’ long, 
614’ high. The gondola type, like 
the island type merchandiser, has 
adjustable shelves and adjustable 
sectional glass dividers to provide 
flexibility and requires eight 
square feet of floor space. It is 
2’ wide, 4 long and 4%’ high. 
The wall-type fixture can be used 
in line with existing counters or 
against the wall. It has space in 
the back of the lower section for 
reserve stock. Two feet wide, and 
3’ long and 6%’ high, it takes 


up six square feet of floor space. 

Pre-tests of these display fix- 
tures in five drug stores showed 
that one month’s average sales 
of J&J products rocketed 104% 
to an average of $410. Projected 
on a yearly basis, J&J officials 
point out, this means that average 
sales annually could total $4,920 
per store. 


s Pointing out that in a recent 
survey of 2,938 women, who were 
interviewed as they left drug stores 
with their purchases, 48% said 
they had made unplanned or im- 
pulse purchases, J&J explains that 
this new display is designed to per- 
mit mass display of its products 
at the point of purchase to enable 
retailers to build additional im- 
pulse sales. 

J&J still uses other types of 
display material including a foot 


Advertising Age, April 
products cabinet, baby product 
displays, a wire Band-Aid mer- 
chandiser and two adhesive plaster 
display cards. However, the rapid- 
ity with which the new merchan- 
diser has moved to date may com- 
pletely halt demand for these other 
items. 

Reporting a well-distributed na- 
tional demand for the new fixture, 
J&J explains that the fixture is 
available to retailers through the 
company without qualifying orders 
for merchandise, at $89.50, a price 
about half of what it would cost 
the retailer if he had the fixture 
made to order. 


4, 1949 


KoolVent Launches Campaign 


KoolVent of America, Pitts- 
burgh, has launched a campaign 
to promote KoolVent ventilated 
aluminum awnings, starting with 
a half page color ad in the March 
Better Homes & Gardens. In addi- 
tion to BH&G, ads have been 
scheduled for House Beautiful, 
House & Garden and Small Homes 
Guide. Smaller black-and-white 
copy will be carried in The Satur- 
day Evening Post. The Pittsburgh 
office of McCarty Co. handles the 
account. 


Carling Promotes Wren 


William Wren, sales promotion 
manager, has been appointed assis- 
tant sales manager of Carling 
Breweries Ltd., Waterloo, Ont. 


Joins Shutran Mahlin 


John T. Chandler, formerly as- 
sistant advertising manager of the 
Dayton’ Co., has joined the crea- 
tive staff of Shutran Mahlin Ad- 
vertising, Detroit. 


TCH YOURS 


ALES —CHIMB 


Dt YS 


THE 


retail stores. 


Immediate sales gains of 20% to 113%!! These 
startling figures are the actual sales gains of 
eight nationally advertised products, indisputa- 
bly proved by the Fact Finders’ Association for 
the Point-of-Purchase Advertising Institute dur- 
ing recent point-of-purchase window display 
tests conducted in two cities and involving 160 


No matter what your product, or how limited 
your advertising budget, Reyburn’s point-of-pur- 
chase displays, faithfully reproduced in full color 
by the famous Reyscreen Process, will boost 
your sales volume to a new high. 


Our experienced staff is at your service to design 
for you a sales producing point-of-purchase dis- 
play regardless of type, from a single card to the 
most intricate window or counter display. 


Investigate this powerful selling force today for 
your product—write us for full information. There 
is no charge or obligation for preliminary serv- 
ices. Address P. O. P. Division. 


REYBURN MANUFACTURING CO., INC. 


MAT Cue aie KOYERSFORD 1, PA. 
Two greot doys—APRIL 12 TH & 13 TH, Hote! pittmore, New York City 


ADVERTISERS AND AGENCIES. WRITE US FOR INFORMATION AMD TICKETS 
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Baltimore, Boston, Chicago, Columbus, Harlingen, Jacksonville, 


a re eli i 


SAVE MONEY WITH 


Make every dollar you spend for advertising pay oul! One way 

is to utilize the extra selling power of FULL Color. And the surest and 

most economical source for top quality FULL Color is 
Lithography by S7TECHER- 7RAUNG Whatever your product 
or service, you'll find Stecher-Traung able and ready to put the sparkle 
and influence of FULL Color into your folders, booklets, brochures, 
inserts, box wraps, labels, etc.—at worthwhile savings! You can enjoy mass 

production economy on FULL Color even on surprisingly small runs. 

It will pay you to get the facts. Learn how you, too, 


can save money on FULL Color! 


TECHER -TRAUNG SPecialists jp 


Fu 
LITHOGRAPH CORPORATION {L COLOR 
Roct ; oe ae EE APVERTISiING 
ochester 7, New York San Francisco 11, California LABELS * MATERIA; 
X WRaps 


s 
BRANCH OFFICES “= PACKErs 


Los Angeles, Macon, New York, Oakland, Philadelphia, 
Portland, Sacramento, St. Louis, Seattle 


Special New York Sales Associates— Rode & Brand 
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Advertising Age, April 4, 1949 


April 6-7. American Association 
of Advertising Agencies, Green- 


brier Hotel, White Sulphur 
Springs, W. Va. 

April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 

April 12-13. Point of Purchase 
Advertising Institute, Hotel Bilt- 
more, New York. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

April 26-28. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

April 29-30. National Association 
of Litho Clubs, annual convention, 
Mayflower Hotel, Washington, D. 
Cc. 

May 1-2. Wisconsin Newspaper 
Advertising Managers Association, 
Hotel Schroeder, Milwaukee. 

May 2-5. Chamber of Commerce 
of the United States, 37th annual 
meeting, Washington, D. C. 

May 6-7. Pacific Northwest 
Newspaper Advertising Executives, 
spring meeting, Multnomah Hotel, 
Portland, Ore. 

May 10-12. International Coun- 
cil of Industrial Editors, eighth 
annual convention, King Edward 
Hotel, Toronto. 

May 10-13. American Manage- 
ment Association, national con- 
ference on packaging, packing and 
shipping, and packaging exposi- 
tion, Atlantic City. 

May 18-21. Associated Business 
Papers, spring meeting, the Home- 
stead, Hot Springs, Va. 

May 20-21. International Affili- 
ation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-24. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. 

June 6-7. American Marketing 
Association, mid-year conference, 
Sheraton Hotel, St. Louis. ° 

June 12-15. National Industrial 
Advertisers Association, 27th an- 
nual conference, Hotel Statler, 
Buffalo, N. Y. é 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. y 

June 26-29. Newspaper Adver- 
tising Executives Association, 
summer meeting, Hotel Roosevelt, 
New Orleans. 

Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual~ con- 
ference, Congress Hotel, Chicago. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 
tel, Chicago. 


Frigidaire of Canada Opens 
Its Largest Campaign 


Frigidaire Products of Canada 
Ltd., Leaside, Qnt., will conduct 
the largest advertising campaign 
in the company’s history, beginning 
with the March issues of national 
magazines, farm papers, weekend 
rotogravure supplements, and a 
wide list of business papers. The 
program is twice the size of the 
1948 campaign. 

In consumer magazines, copy for 
Frigidaire refrigerators and elec- 
tric ranges will appear on opposite 
pages, the ads being similar in style 
and layout. The industrial adver- 
tising will feature the company’s 
commercial refrigeration. 


it 


McGuire Names Westendorp 


Eugene A. Westendorp has been 
named production manager of 
McGuire - Advertising, Windsor, 
Ont. He was formerly with H. J. 
Jones Sons, London, Ont., litho- 
grapher, in production manage- 
ment and sales promotion positions. 


Spir-it Appoints Dowd 

Spir-it, Inc., Malden, Mass., has 
named John C. Dowd, Inc., Boston, 
to handle the advertising for its 
Spir-it and Icingles products. Busi- 
ness papers will be used. 
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‘Catholic Boy’ Changes 


Catholic Boy, which has been 
published by the Catholic Boy 
Publishing Co., Minneapolis, is 
now being published by Holy Cross 
Fathers, Notre Dame, Ind. Father 
Frank Gartland, C. S. C., is the new 
editor of the publication. 


‘Graphic Arts’ Ups Berman 


Leonard Berman has been 
named assistant advertising mana- 
ger of Graphic Arts Monthly, 
Chicago. He has been with the 


publication since 1947. 


Krupnick Agency Moves 
Krupnick & Associates, St. Louis, 


Grand Blvd. 


Mallinson Appoints Orr 
National Mallinson Fabrics 


has moved to new quarters in the|Corp., New York, has appointed 
Washington-Grand building, 520 N.| Robert W. Orr & Associates, New 


York, to handle its advertising. 


SAVE 50% of your com- 

position cost 
on surveys, questionnaires, parts 
lists, price lists, directories, bulle- 
tins, service manvals. 


ACCURATE COMPOSITION SERVICE 
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® Distribution 
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Merchandise Trays for Parker Pens 
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POINT OF PURCHASE ADVERTISING SYMPOSIUM 


Two great doy 
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Philco Scales Down 
Set Advertising 


PHILADELPHIA—Philco Corp. has 
caled down its television receiver 
dvertising in keeping with a cut- 
pack in production plans for the 
year. 

Although the percentage of the 
dvertising budget reduction was 
ot disclosed, a firm spokesman did 
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| Mounting and Finishing! 
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MANDELL MFG. CO. 
556 W. Ohio St. SUperior 7-0545 
CHICAGO 10, ILL. 


confirm the fact that Philco is 
reducing its total anticipated out- 
put of sets by about 20%. Philco 
generally scales its ad budgets to 
production. 

The company originally planned 
to produce about 600,000 instru- 
ments this year, or 30% of the 
total national output of about 2,- 
000,000 sets. Now, it hopes to turn 
out between 400,000 and 500,000. 


Bacon Agency Incorporates 
Milton E. Bacon & Associates, 
St. Augustine, Fla., advertising 
agency, has incorporated as Bacon, 
Hartman & Vollbrecht, Inc., effec- 
tive April 1. John W. Hartman, 
vice-president, will represent the 
agency in New York. Mr. Bacon is 
president, and John L. Volibrecht, 
vice-president and secretary. 


Walker Names MacQuaig 


Ewen D. MacQuaig has been ap- 
pointed monopoly state sales pro- 
motion manager of Hiram Walker, 
Inc., Detroit. He was formerly 
with another division of the 
H ram Walker-Gooderham & 
Worts organization. 
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Waring and Winsted Name Ney 


Richard T. Ney has been named 
advertising manager of Waring 
Products Corp., New York, man- 
ufacturer of the Waring Blendor 
and Waring steam iron, and of 
W-nsted Hardware Mfg. Co., Win- 
sted, Conn., manufacturer of ihe 
Durabilt line of folding irons. He 
was formerly manager of the New 
York office of Glasser-Gailey, Inc 
an account executive of J. Walter 
Thompson Co. and was previously 
with N. W. Ayer & Son. 


Using 317 Bulletins 


Tide Water Associated Oil Co., 
San Francisco, is using 184 four- 
color painted highway bulletins 
and 133 service station bulletins 
throughout seven western states 
to point up its “service” campaign. 
Buchanan & Co., San Francisco, is 
the agency. 


MERCHANDISER—Universal Rugs & Car- 
pets, subsidiary of Bigelow-Sanford 
Carpet Co., New York, is making this 
permanent type merchandiser available 
to dealers. It keeps Glamorugs from 
being buried and creates a Glamorug 
department within the store. 


Long Appoints King 


Brock King, formerly with J. 
Walter Thompson Co., Toronto, has 
been named an account executive 
in the San Francisco office of Long 
Advertising Service. 


U.S.-Mengel Moves 


U.S.-Mengel Plywoods, Inc., 
Louisville, has moved its head- 
quarters from 12th and Dumesnil 
Sts. to 1215 S. 7th St. 
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Put arresting power in your display program 


with FLASH-O-GRAPH! 


You'll stop passersby aplenty and move more mer- 
chandise when you put FLASH-O-GRAPH's light, action 
and color to work as a dynamic part of your display 
program. For FLASH-O-GRAPH is versatile... 
ing message is interchangeable. And its positive 
power take-off provides guaranteed fool-proof an- 
imation for your lithographed displays. 
GRAPH units—one to a dealer—have been animating 
and increasing the selling power of Atlas and Esso 
display campaigns for the past two years. 

When used by itself, FLASH-O-GRAPH provides 


visit ouR P.O.P.A.I. 
SPECIAL FREE OFFER! 


ADVERTISERS:—To prove that the FLASH-O-GRAPH will help 
you produce more sales from any given display space, we 
will furnish you on memo billing one FLASH-O-GRAPH with 
an appropriate tape message. Install the display at any 
selected outlet, then check results for yourself. This offer is 
limited, so send coupon today. 


LITHOGRAPHERS:—Investigate our cooperative plan to help 
you build motion into your clients’ display program. 


its mov- 


FLASH-O- 


Two greot doys~ APRIL 12 TH & 13TH, Hote! Biltmore, Mew York City 


ADVERTISERS AND AGENCIES WRITE US FOR INFORMATION AND TICKETS 


sales-producing moving copy like the Times Square 
newssign. Now for the first time, here’s a Broadway 
spectacular for your point of sale at a minimum cost. 


BOOTH bla OR SEND COUPON TODAY 


FLASH-O-GRAPH CORPORATION 
383 MADISON AVENUE, NEW York, N.Y. 


Gentlemen: We are interested in your special test offer 
of a FLASH-O- GRAPH. Please forward full information 


at once. 

Name Title 

Company —_ 
Street 

City Zone State 
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NBC Kinescoping 
28 Shows Regularly; 
Tops Movies’ Output 


New York—National Proad- 
casting Co. recently exhibited 
the new $250,000 equipment with 
which it is producing an average 
of 14 hours of kinescopic film 
weekly. 

At the current rate, this would 
make an annual output of 700 
hours of film—compared with ap- 
proximately 550 hours of feature 
films produced last year by all 
the major motion picture com- 
panies, Carleton D. Smith, director 
of television operations, pointed 
out at a press showing. 

NBC’s New York studios are 
equipped with four double system 
(sound and picture made _ sep- 
arately) cameras, two of which 
also operate on single system, 
recording both sight and sound 
on the same film. They are used 
regularly to kinescope 28 commer- 
cial and sustaining telecasts for 
airing in non-connected stations. 

The network is installing three 
cameras at KNBH, Hollywood, to 
record West Coast programs. 


Del Monte Sets Up Drive 


California Packing Co.’s_ Del 
Monte round-up for 1949 has been 
scheduled for April 7 to May 7. A 
full-color spread in Life, April 11, 
and a four-color spread in The 
Saturday Evening Post will be 
used in the annual spring promo- 
tion. Point-of-purchase material 
is available to dealers’ food stores 
planning tie-in campaigns. 


Bring Your 
TRADEMARK 
TO LIFE! 


Beautiful, Life-Like Sculptured 
Figurines Stay On Display 
for Years! 


It is now possible to reproduce life-like 
replicas of any trademark in commercial 
quantities at commercial prices. Here, at 
last, is the perfect permanent display for 
your product, trademark or tradename. 
Eye-arresting figurines in full color—ex- 
quisitely sculptured in PALASTIC, on ex- 
clusive patented plaster-composition 
that's amazingly chip resistent. Assures 
featured, up-front, eye-catching display 
space in every outlet for years and years. 


PERMANENT FIGURINE DISPLAYS 
ARE DOING A DAY-AFTER-DAY 
SELLING JOB FOR... 


Red Goose Shoes — goose trademark, in 
beautiful natural colors; hollowed out 
to serve as children's coin bank. 

Radio Station WNAX—Full-color figurine 
of ‘Big Aggie’’ for promotion to ad- 
vertising agencies and clients. 

Drewry’s Ale—Royal Canadian Mounted 
Police trademark for display in retail 
outlets. 

Tropic Aire—Captivating 
dealers, salesmen. 

For complete information about life-like, 
durable full-color sculptored figurines 
and how they can assure your <p hat 
problems — write, wire, phone . . 


DRESDEN ART WORKS 


412 S. Market St. Chicago 7, Illinois 
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1320-34 SOUTH WABASH AVENUE © CHICAGO 5, IteuLInotisS e© HArrison 7-3880 


NEW YORK OFFICE: 369 LEXINGTON AVENUE, NEW YORK 17, N. Y. CLEVELAND OFFICE: 1814 EAST 40th STREET, CLEVELAND 3, OHIO 


Have you seen results of that amazing new process “COLOR DEPOSITING’? Do you know how it's done? No, it 
isn't printing! See interesting specimens at the exhibit, or write our Color Marketing Division at our Cleveland Office. 


ATP POINT OF PURCHASE ADVERTISING SYMPOSIUM — 
ATTEND Two great days APRIL 12th & 13th, Hotel Biltmore, New York City — 


ADVERTISERS AND AGENCIES: WRITE US FOR INFORMATION AND TICKETS 
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Nation's ‘Meat 
Team’ Gets Big 
Buildup by AMI 


PR Campaign to Start 
in May, Using Radio, 
Magazines and Dailies 


Cuicaco—The meat industry, a 
huge and varied one, will take its 
story to the public late in May 
in an intensified public relations 
and advertising campaign built 
around “Your Meat Team.” 

Postwar misunderstandings 
haven’t been wiped out, the indus- 


mtry recognizes, for many people 


believe that excessive profits are 
made in the growing of meat ani- 


mals and in the processing and 
distribution of meat. The broad 
scope of the industry itself has 
led to criticism, and the American 
Meat Institute, the industry’s 
spokesman, hopes to show the un- 
fairness of that attitude, too. 

The new AMI program will 
stress all factors in the meat in- 
dustry, from farmer to packer to 
retailer. It will describe the im- 
portance of animal agriculture in 
conserving and building the na- 
tion’s soil; it will try to build a 
better appreciation of the farmer 
and his problems; it will show the 
efficiency of the meat packer, and 
how utilization of by-products 
lowers the cost of meat; and “it 
will recognize the versatility of the 
retailer, who is meat cutter, dis- 
play artist, business man and sales- 
man, all rolled into one.” 


@ The public relations drive is 
built around a series of four key 


advertisements in Life and The 
Saturday Evening Post, starting 
with a four-color page and con- 
tinuing with three color and black- 
and-white spreads. Also on the 
AMI schedule are 900 and 600-line 
ads in 200 newspapers throughout 
the country and announcements on 
the Fred Waring show sponsored 
by the AMI Thursdays on the NBC 
network. 

Newspaper copy will carry the 
magazine and radio “teamwork” 
theme to the local community level, 
and packers are being urged to tie 
in with their own plant city copy 
in local newspapers. 

The campaign also will enlist 
sound slide films; posters for the 
use of agricultural groups, meat 
packers and retailers; and booklets 
and pamphlets prepared especially 
for producers, plant workers and 
retailers. Two films will be em- 
ployed, one explaining the public 
relations program to those who 


will use it, including all super- 
visory personnel, and the other 
one explaining the entire industry, 
to be shown more widely. AMI 
hopes service clubs, community 
groups, etc., will be interested in 
the latter presentation of the in- 
dustry story. 


s Initial ad in the campaign points 
up the fact that the nation’s “meat 
team” includes 5,000,000 farmers 
and ranchers who grow meat ani- 
mals; 300,000 workers in 4,000 
meat packing companies, and 1,- 
000,000 meat-men in retail stores. 
Others on the team, it adds, in- 
clude transportation and _ stock- 
yards people, wholesalers, sausage 
makers, meat canners, salesmen 
“and others who make it possible 
for your store to have a wide 
variety of meat any time you 
shop.” 

Counting producers, packing 
plant employes, stockholders, and 


TAMU 


migrated 
a favorite 


magazine 


Manhattan and almost at once became 
ver girl for America’s leading 
In three years of modeling, her photo has appeared 


on McCABL’S, GLAMOUR, LIFE, HARPER'S BAZAAR, 


LADIES 


finds time 
own dress 


HOME JOURNAL and RED BOOK. Married to top 
photographer Steven Elliott, mother of one small son, Georgia 
n her busy schedule to design and make her 


s, has been winner of several 


amateur 4 tournaments. 


the touch, 


the ingre 


uality that assures long wear—these are 
nts that make BUCKEYE and BECKETT 


COVERS fhe first choice of admen and printers 


everywhe 


. 14 colors, 9 finishes, to choose from in 


the BUCKEYE LINE: 10 colors, 9 finishes, in the lower- 
priced butfattractive BECKETT line. Samples on request. 


IF YOU WANT YOUR CATALOGUE OR BOOK- 
LET TO BE READ FROM COVER TO COVER 


— be tute Thus a Covet / 


SCARLET 


an eye-catching color 
in the Buckeye line. 
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WAYS @ semcoender 


BUXTON DISPLAY—This mounted color 

reprint of a four color page ad in The 

Saturday Evening Post is being offered 

to dealers by Buxton, Inc., Springfield, 

Mass., during the company’s May-June 

gift promotion. J. Walter Thompson Co., 
New York, is the agency. 


retailers and their families, from 
20 to 25 million people receive 
all or part of their support directly 
from the meat industry, AMI con- 
tends. The population is up 14,- 
000,000 over a decade ago, and 
the average person will eat seven 
pounds more meat than he did 
before the war—adding up to more 
than two billion pounds more meat. 


a C. O. Husting, account executive 
with Leo Burnett Co., which han- 
dles the AMI account, told ApvEer- 
TISING AGE that the campaign ma- 
terial, pre-tested with a score of 
groups from packers down to plant 
foremen, had won a hearty accept- 
ance. Livestock growers likewise 
gave a highly favorable vote to 
the program. 

Although the AMI will not use 
business paper space for this par- 
ticular drive, it plans a series of 
ads in news magazines aimed at 
the nation’s “thought leaders,” 
economists, educators and other 
molders of public opinion. 

The institute is operating on a 
current budget of $2,500,000 for 
the year ending next October. Be- 
cause of continuing criticism of the 
industry, it made provision for 
doubling the public relations part 
of its work. 


Appoints Rose-Martin 


Rose-Martin, Inc., New York, 
has been named to direct a con- 
sumer campaign for Empire Mill- 
work Corp., Corona, N. Y., lumber, 
building needs and ready-to-finish 
furniture. Newspapers, radio, out- 
door and direct mail will be used. 


KPIX Appoints Simon 


Lou Simon has been named com- 
mercial manager of KPIX, San 
Francisco television station, and 
Sanford Spillman has been ap- 
pointed operations supervisor. 


Safeway Stores Use Video 


Safeway Stores, Oakland, "Cal. 
has scheduled an eight-week tel- 
evision campaign over five Los 
Angeles television stations, using 
a total of I7 spots a week. 


MOUNTING 
DIE CUTTIING 
FINISHING | 


FREEDMAN DIE CUTTERS, INC. 
10 West 20th St. New York 11 
Chelsea 3-0233 


This ad is a ‘Test Flight." 
Anyone responding on 


Firm stationery will receive 
a souvenir 6-inch scale 


with his name engraved. 


No solicitation of any kind 
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Oh! ... so you stopped to look at me!... 


Well...Schutz displays make 
consumers all over the country 


STOP...LOOK...and BUY 


Why not call them right now to get displays 
made to fit your needs! 


Dont porget ose 


THE POINT OF DECISION IS 
AT THE POINT-OF-PURCHASE 


rer ” we 


DESIGNERS AND PRODUCERS OF PLASTIC, WOOD, METAL, GLASS _ 


AND LITHOGRAPHED | TER DISPLAYS | 
WELLS ST. + RAndolph- — CHICAGO 6 ILLINOIS” 
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Hotel Appoints Kay Smeya 

Kay Smeya, formerly with Grant 
Advertising, Miami, Fla., has been 
appointed advertising and publicity 
director of the Macfadden-Deau- 
ville Hotel, Miami Beach, Fla., 
effective April 1. 


Silknit Launches Campaign 


Silknit Ltd., Toronto, has 
opened its 1949 campaign for 
Sulette and Formula slips with 
half pages in two colors in women’s 
and fashion magazines. Ads also 
will appear in New Liberty and 
Showbook. The campaign includes 
outdoor posters, point-of-sale ma- 
terial and trade publications. Mc- 
Kim Advertising, Toronto, is the 
agency. 


Drops ‘Air Force’ Account 

May & Woodhouse, Chicago, has 
resigned as Chicago representative 
of Air Force Magazine. 


DON'T WASTE 
YOUR COSTLY 
“POINT-OF-SALE” 
MATERIAL 


© We install your Point-of-Sale mate- 
rial when and where you want it. 


© Effect direct sale of accompanying 
merchandise to dealers or through 
jobbers. 


® Assist dealers in arranging merchan- 


dise. 


A. D. of A. maintains a force of missionary sales- 
men thoroughly experienced in the installation 
of Point-of-Sale material and accompanying 
services. One of our representatives will be glad 


to call at your convenience and help plan with 


Chicago Stores Set 
$150,000 Ad Budget: 
Launch Loop Outlet 


Cuicaco—National Credit Cloth- 
ing Co., which recently launched 
a loop store with a gala opening 
so successful it created a traffic 
tie-up, plans to spend almost 
$150,000 in newspaper and radio 
advertising this year to boost sales. 

The company, which has oper- 
ated an “all-the-family” clothing 
store on Chicago’s south side, 
opened its new loop store early in 
March. A five day campaign to at- 
tract the public brought out such 
a Monday-night shopping crowd 
that police threatened to call off 
the show. The store, via news- 
papers and radio, had promised 
free flowers for all, extra prizes, 
music and other entertainment, 
and a fashion show. It announced 
there’d be no sales whatever until 
the following day. 

During the remainder of the 


LIGHTS UP—MacGregor-Goldsmith, Inc., 

Cincinnati sports equipment manufacturer, 

is making this illuminated sign available 
to dealers coast to coast. 


year, National Credit Clothing in- 
tends to spend $50,000 on news- 
paper space, in the Chicago Her- 
ald-American and Sun-Times, and 
the Negro newspapers, Chicago 
Defender and Chicago edition of 
the Pittsburgh Courier. Radio is 
budgeted for $95,000, including 19 
radio spots daily and two 15-min- 
ute programs, Monday through 
Saturday. Stations include WIND, 
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WJJD, WSBC, WEDC, WGES and 
WAAF. 

Kaufman & Associates handles 
the account. 


Weeklies Set Up New Group 


The Michigan Press Association, 
Detroit, composed of weekly news- 
papers in the state, has set up a 
third category of member news- 
papers incorporating suburban and 
urban papers in metropolitan areas 
of the state. The newspapers pre- 
viously had been classed with the 
country weeklies. 


Socony-Vacuum Ups Stone 


Keith Stone has been named 
manager of the advertising depart- 
ment of the White Star division 
of Socony-Vacuum Oil Co., Detroit, 
succeeding C. E. Sears, who has 
retired. Mr. Stone has been with 
the company since 1927. 


Appoints Frost Agency 


The recreational development 
committee of the New England 
Council has named Harry M. Frost 
Co., Boston, as advertising counsel 
on its vacation travel promotion. 


you. Phone or write. 


ADVE 


400 Madison Avenue, N. Y. C. 


RTISING DISTRIBUTORS 
OF AMERICA, ie. 


Eldorado 5-1600 


METAL SIGNS 
for MANY USES 


Metal signs as produced by Berlekamp 
are a logical part of many advertising 
campaigns. As a medium for point- 
of-sale advertising and for coverage 
of rural areas, they are efficient, eco- 
nomical and long-lived. 


Dealer signs . . . signs for display 
stands . . . road signs (up to 4’ x 6’) 
. .. fence signs .. . tacker signs... 
flange signs . . . blackboard signs. . . 


auto license plate signs. All sizes from a |" x2" 


nameplate up to 48" x72" road signs. 
quantity from 25 to millions. 


Cold-rolled steel ... aluminum . . . Hardboard. 
Baked enamel background with silk screen 


printing in any number of colors, plain, o 
flectorized for greater night visibility. 


Consumers and advertising agencies are in- 


vited to write for catalog and price list. 


BERLEKAMP SIGN CO. 


1305 Sycamore St. ° 


Fremont, Ohio 
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KLING'S 5 POINTS FOR MORE POINT-OF-SALE PROFITS 


Kling Studios is one of the most widely 
known organizations in the country for 
the production of graphic materials for 
advertising and selling. Kling has one 
whole division specializing in the devel- 
opment of profitable point of sale pieces. 
Here under unified control you get: 


Merchandise planning by a full staff of retail- 
minded merchandisers. 

Design and art execution freshly and soundly 
conceived to stimulate the impulse to buy. 
Craftsmanship that means economy and ease 
of assembly in large displays and exhibits. 
Reproduction and quality control through to 
finished product. Plus complete packing and 
shipping facilities. 


Kling displays 


601 N. FAIRBANKS CT., CHICAGO, DE 7-0400 
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POINT OF PURCHASE ADVERTISING SYMPOSIUM 
Two great days—APRIL 12TH & 13 TH, Hotel Biltmore, New York City 


ADVERTISERS AND AGENCIES: WRITE US FOR INFORMATION AND TICKETS 
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PROGRAM 


— Ballroom: Luncheon 12 to 2 p.m. Symposium 2 to 4 p.m. — 


\ COR Reem meee eres eres e sees eres sess sees esse eee sesseeseeee eee 


MR. LEE H. BRISTOL, President, Bristol-Myers C 


Using Displays To Sell Related Merchandise ees = 
MR. A. ©. BUCKINGHAM, Vice-President of Advertising and Market Research 
: MR. E. L. REIBOLD, Sales Promotion Manager, Cluett, Peabody & Company, Inc. ; 
re pene We Are Doing To Provide Our Salesmen With More Effective Point-of-Sale 8 
Aaterial ane 7 | le, 
\ + MR. PARLIN LILLARD, Sales Promotion Manager, General Foods Corporation 
\\U ts Whaat We Have Learned That Has Convinced Us Of The Importance of Dealer 
+ facturing Co. ae ae ay al 
Selling Display Material To Our Dealers On A Yearly Campaign Basis — 
MR. ROBERT M. GRAY, Manager, Advg.-Sales Promotion Department = 
MR. WM. N. FARLIE, Head of Sales Promotion Section, Esso-Standard Oil 
An Analysis of Window Circulation Establishing Comparative Values 
MR. FREDERICK L. WERTZ, President, Window Advertising, Inc. © 
eee eee eeeeeeeeeenseseesesessesesesssssseges , YN 
SEVERAL SURPRISE FEATURES. A showing of new- \\ 
est ideas in display. Displays that proved out-— ; WN 
_ standingly successful. Valuable door priz ~ 


- awarded at close of Symposium program 


Here's your once-a-year opportunity 

to get an earful and an eyeful of the 
latest ideas in Point-of-Purchase Advertising. 
Symposium speakers are tops in their 
fields ...and exhibits will be jampacked 
with brand new selling ideas you'll find 
adaptable to your present-day promotional 
problems. And while you're on the 

Hotel Biltmore’s 19th floor, where the many 
exhibits are located, be sure to visit 
Booths 12 through 16, sponsored by the 
Mounters and Finishers listed on the 
opposite page. Here, you'll see reproduc- 
tions of windows featured in the recent 
Rochester-Syracuse P.O.P. survey. 


This is your once-a-year 
opportunity to hear, at one 
Symposium, and see on 

one exhibit floor, the 
newest and most effective 
ways of using point of 
purchase advertising to 
move merchandise from 
dealers’ shelves. 
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MOUNTING & FINISHING CO. SCHAEFER-ROSS CO., INC 

ARVEY CORPORATION DISPLAY FINISHING COMPANY 86—34th Street Webster, N.Y. 
300 Communipaw Avenue 21-16—44th Road - Brooklyn 32, N.Y. 
Jersey City 4, N. J. Long Island City, N.Y. U. S. FINISHING & MFG. CO. 
3462 North Kimball Avenue wt apo etree MS. CO. 769 West Jackson Bivd. 
Chicago 18, Ill. DYMENT COMPANY New York 11, N.Y Chicago 6, Ill. 

1163 E. 40th Street ae 
«ke ge gage eta Cleveland 14, Ohio - PIONEER MTG. & FIN. CO. tte pols — 
225 West Capital Drive "abet 233 Spring Street nei ep : 
Milwaukee 2, Wisconsin 1. FENSTER & SONS, INC. New York 13, N.Y 429 East 75th Street 

75 Front Street <2 es New York 21, N.Y. 
BADGER cuTOoUTS, INC. Brooklyn, N.Y. RAPID MTG. & FIN. co. 
52-65 74th Street 

310 West Polk Street WESTCOTT PAPER PRODS. 

Maspeth, L.1,0.Y. meee We Seren OO Chicago 7, lil. 450 Amsterdam Street 

1615 E. 31st Street : Detroit 2, Mich.. 
CHICAGO CARDBOARD CO. Cleveland 14, Ohio ROYAL MOUNTERS, INC. eset 
656 W. Washington Blvd. 506. 0: Mrerlé Aeeace 
Chicago 6, Ill. MANDELL MFG. CO. Brooklyn 16, N.Y ms 

352 West Ohio Street pgs: bos i 
CONSOLIDATED M. & F. CO. Chicago 10, Ill. ; 
516 West 34th Street oe e e's ec 8 8e © 8S 6 


New York 1, N.Y. 
POINT OF PURCHASE ADVERTISING INSTITUTE, INC. 


| SEND THIS coupos . 16 EAST 43RD STREET, NEW YORK, W. Y. 


GENTLEMEN: Please send the following tickets, for which my check 


FoR YOUR TICKETS ° is enclosed. 


[]...April 12th Symposium tickets, including luncheon, at $5.50 


Symposium tickets — $5.50 Py; , tickets for admittance to exhibit floor both 
Full course luncheon plus Symposium from @ days, April 12th and 13th. 
2 p.m. to 4 p.m. : NAME 2h ~~ ee 
Exhibition tickets FREE e EE pile sanaletmecedi tales 
Good both April 12th and 13th...exhibits open STREET ‘. Ee ee Ca a 
10 a.m. to 6 p.m. cry. —“—“—*~s—s—s—s—s—s—si ESTATE 
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54 
Trims Promoted in Canada 


Trims, a reducing confection, 
made by Provan-Crone & Co., 
Toronto, is being introduced to 
the Canadian market. The sale of 
the product is limited at present 
to drug and department stores, and 
advertising is confined to trade 
publications. National advertising 
in newspapers and magazines will 
commence as soon as national dis- 
tribution is completed. Russell T. 
Kelley Ltd., Toronto, is the agency. 


Bauer & Black Opens 
Lustric Kit Drive 


Cuicaco—A four-color pege in 
Life last week opened a new pro- 
motion by Bauer & Black division, 
Kendall Co., of Curity Lustric 
plastic first-aid kit. 

The refillable kit, which sells 
for $1.50, contains gauze, adhesive, 
iodine, Burn-a-lay ointment and 


L the moment of 


MacRAE'S BLUE 
"preferred | purchasing guide — 
‘in 9 out of 10 of the largest 


| MacRAE'S BLUE BOOK — 


18 E. Huron St. | 


immediate buying need 


eis 


BOOK is the 


Chicago N1, Hlinois 


TO ENABLE YOU TO SPOT-TEST NEW 
MARKETS, OR TO GET THE ADVANTAGE OF COLOR 
PRINTING IN SMALL JOBS WE SPECIALIZE IN 


$027 RUS 2b CO/OS 
Wile Uamiaging Economy 


By using the photogelatine process, which we have brought to a 
high degree of perfection, we con give you runs of as few as 100 
copies, in any size up to 40” x 60” sheets in either monotone, 
For purposes of price illustration: 
Where photographic enlargements would cost $8 to $10 each, our 
prices will run 35¢ to $2 depending on quantity. 


ik Sah Magnificent 
| Kee 


Our screenless, dotless process is the near- 
est aopprooch to photography. Just give us 
necotive or 
work (4" x 6” of larger) and we will come 
through with reproductions of amazing fidelity. 


FREE SAMPLES gladly mailed to you on 


request 
right now, our quotation will interest you. 


ILLINOIS PHOTOGRAVURE CO. 


Cleary 466 W Superior St. + Chicago 10 + De. 7-6950 


duotone or full-color process 


AMONG OUR CLIENTS 
Montgomery Ward 
Sears Roebuck 
Caterpillar Tractor 
Diamond T Motor Co. 
Studebaker Corp. 
General Motors 

Diesel Corp. 

General Mills 

4. Walter Thompson 
Ruthrouff & Ryan 
Batten, Barton, Durstine 
& Osborne 


Roche, Williams & 


your 


Martin Senour 
Paint Co. 


ee 


Portland « Seattle « Los Angeles 
Konsas City e Lovisville e Chicago 
Cincinnati e Washington, D. C. 


LOA 


kodochrome or any art 


Or, if you hove a job coming up 


Prompt service in and from 


Poy) 


other items. Copy emphasizes the 
transparent plastic, and suggests 
the kit as a gift item. 

Three versions of the kit are 
offered, in pastel green, red and 
blue, as the result of a survey 
which indicated that women prefer 
the colors over clear plastic by a 
margin of four to one. 

Bauer & Black’s Curity Lustric 
kit will appear in a series of ads 
in Ladies’ Home Journal and Life. 
Copy features Curity Wet-pruf ad- 
hesive, with the sales story on the 
kit in a large, corner box. 

Henri, Hurst & McDonald has 
the account. 


Names Brisacher, Wheeler 


Brisacher, Wheeler & Staff, San 
Francisco, has been appointed to 
handle the advertising of Van’s 
Laboratories, Oakland, Cal., manu- 
facturer of Dentrix, an ammo- 
niated toothpaste and powder. 


WHTM.-TV Joins NBC 


WHTM-TV, Rochester, N. Y., 
has signed an affiliation contract 
with NBC. The station, which will 
begin operations in mid-June, is 
the 35th to join the network. 


rue! 


art 


WTM] Nixes Rayve 
Hint That Pretty 
Girls Affect Cops 


MILWAUKEE—Everybody has his 
own idea of broadcasting in the 
public interest, but Station WTMJ 
recently added a footnote to the 
varied interpretations by ruling 
that spot announcements which 
encourage pretty girls to try to in- 
fluence traffic cops are not in- 
cluded. 

This was the announcement 
nixed by the Milwaukee station: 

“Cop: OK, pull over. Let’s have 
your license number, lady. Oh, 
boy! Forget the license number. 
Just tell me what’s your Rayve 
number?” 

“ANNOUNCER: You'll find your 
Rayve number on the easy to use 
Dial-a-Wave chart that you get 
only with Rayve, the new, per- 
sonalized home permanent that 
eliminates guesswork.” 

The station explained its reason 
for omitting the spot to J. Walter 


Thompson Co. as follows: 


Advertising Age, April 4, 1949 

“This is to advise you that this 
station is omitting the No. 4 cut 
on the transcription, you supplied. 
The station feels that the impli- 
cation in this dramatized an- 
nouncement is that ‘beautiful! 
Rayve home-waved hair will get 
you out of a traffic ticket.’ The 
station feels this implication is 
sufficiently against public interest 
to justify them in omitting this 
band.” 


Humphries on Foundation 


Roger N. Humphries, of the mar- 
ket research department of Procter 
& Gamble Co., Cincinnati, has been 
appointed to the technical com- 
mittee of the Advertising Researct 
Foundation, succeeding D. P. Smel- 
ser, manager of P&G’s market re- 
search department, who resigned 
from the committee. Mr. Smelser 
will continue to serve as a foun- 
dation director. 


Connolly Joins Gotham 

Arthur F. Connolly, formerly 
vice-president of Dorland, Inc., 
has joined Gotham Advertising 
Co., New York, as a senior execu- 
tive. 


y 


creators o f the 


point-of-purchase, pin 


down customers to 


the buy- 


ing decision which favors you... A 
natural, full color advertising display 
is the deciding factor which compels 
attention, creates desire and demands 
action...Calendars, Advertising Special- 
ties and Point-of-Purchase Displays 

created and manufactured by our 


best advertisi 


skilled lithographic craftsmen 


since 1893 
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the year’s outstanding exhibit 
of point of purchase materials! 


This is your invitation to.visit the exhibit of the U-S Printing 

and L ithogr: aph Co. Here you will see current examples of 

U-S production. Illustrate ‘d below is the complete packaging 
' and advertising service available to advertisers and agencies 

from one source of responsibility. U-S service 

includes idea development, creative design and 


highest quality reproduction. THE UNITED STATES PRINTING 


AND LITHOGRAPH COMPANY 


EXECUTIVE OFFICES: CINCINNATI 12, OHIO 
SALES OFFICES IN 
PRINCIPAL CITIES 
PLANTS: Baltimore, Md. « Cincinnati, Ohio 
Erie, Pa. «© Mineola,N. Y. °¢ St. Charles, lil. 
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Mounting 


in the 
Modern Manner 


30 years of mounting 
experience backed up 
by modern creative 


ability. WE HAVE IT! 


| Yreedman Cul-Ouls 


117 W. 17th St., N. Y. 17 
Telephone WAtkins 9-0177 
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Dallas SAAA Elects McMains 


James C. McMains, of McMains, 
Inc., has been elected president of 
the newly organized Dallas chap- 
ter of the Southwestern Associa- 
tion of Advertising Agencies. 
James P. Anderson, of Crook Ad- 
vertising Agency, has been named 
vice-president and Dorothy Mus- 
selman, of DeJernett Advertising 
Agency, secretary. 


Great Bear Names Gotham 


Gotham Advertising Co., New 
York, has been named to direct the 
advertising of Great Bear Spring 
Co., New York. Campaigns on 
water coolers and Great Bear Ideal 
spring water are being conducted 
in the New York metropolitan area, 
Philadelphia and Buffalo. 


Appoints Stineman 


Cameron C. Stineman has been 
named an account executive and 


Advertising Age, April 4, 1949 


INTERCHANGEABLE—Neco Mfg. Co., Auburn, Ind., makes this interchangeable 
merchandising courisel of Reincke,| eo" sign, which may be changed by replacing or rearranging the individual neon 
Meyer & Finn, Chicago. Mr. Stine-| letters. A selection of letters, novelties and prices provides a variation of wording 


man, who formerly operated his and design. 


own agency in Texas, has been 
associated with the advertising de- | Marshall Field & Co., and Firestone 
partments of John Wanamaker,! Tire & Rubber Co. 


UN 


DIMENSIONAL 
DISPLAYS 


PACKING & SHIPPING 
4 


PLASTICS (FORMED & FLAT) 


s 


idiiliemeinentl 


Ci a 


WOOD AND GLASS 


ALL KINDS OF METAL 


DURABLE CARDBOARD 


QUALITY PRINTING 
LAMINATION EQUIPMENT 


CONSTRUCTION TECHNICIANS 


STAFF OF VERSATILE ARTISTS 


CREATIVE STAFF FOR IDEAS 


River Raisin is equipped to supply all of your display requirements. A new 
and different service . . . as convenient as your telephone. Our Creative 
Staff supplies the basic idea . . . our Production Experts produce the fin- 
ished display in our fully equipped Monroe, Michigan plant. You can 
expect economies because River Raisin is one of the country’s largest 
manufacturers of corrugated and fibre board. The next time you want 
dimensional displays that produce immediate action call for our ONE 


CALL FOR ALL service. 


RIVER RAISIN PAPER COMPANY 


DISPLAY DIVISION *« MONROE, MICHIGAN 


CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS @ PACKING 
MATERIALS @ FIBRE BOARDS ¢ CORRUGATING STRAW e SILICATE OF SODA 


Brown-Forman Will 
Increase Ad Budget 


LovIsvVILLE—Brown-Forman Dis- 
tillers Corp. will increase its ad 
budget in 1949 to promote Old 
Forester, Early Times, Kentucky 
Dew, Labrot & Graham, and King 
Black and Red Label whiskies. 
The increase will be applied to 
newspapers, magazines, outdoor 
and trade publications. However, 
since Old Forester is the only 
brand promoted through maga- 
zines, the major portion of the in- 
crease probably will go into news- 
papers. 

Two of the Brown-Forman 
brands (they are still unidentified) 
reportedly will be backed by the 
largest appropriations for any 
product of their class now in the 
market. 

Seventy-one top regiona! field 
executives who were called here 
to hear, discuss and approve 1949 
promotion plans, also were told 
of the company’s decision to un- 
dertake its most extensive point- 
of-purchase promotion to date, in 
connection with the over-all cam- 
paign. 

Within the next two or three 
weeks, the agency is expected to 
select media and complete plans. 
In July, complete details of the 
program will be presented to a 
meeting of Brown-Forman’s entire 
sales organization. 


Blitz Advertising 
Gets 9 New Accounts 


Blitz Advertising, Portland, Ore., 
has acquired the following new 
accounts: Hood Sales Co., manu- 
facturer of Korn Kurls; Hartbauer 
Mfg. Co., manufacturer of Steel- 
head Folding Gaff hooks; Mt. Hood 
Squirt Beverage Co., bottler of 
Squirt and MT beverages, and 
Hunt Transfer Co., interstate trans- 
fer service and storage. 

Other new accounts are: Port- 
land Die & Stamping Co., manu- 
facturer of Flush-Rite ball rod 
guide; Adjusto-Rod Co., manu- 
facturer of hardware; Simms Co., 
property management, real estate 
and insurance; Cathco Co., dis- 
tributor of Wax Seal and manu- 
facturer of Clear Drip jelly bags 
and Carryflectors, and Dry-More 
Mfg. Co., maker of Dry-More 
Space Saver clothes dryers. 


Kolograph Elects Officers 

Kolograph Corp., Chicago, man- 
ufacturer of 16 mm. sound projec- 
tors, has elected Paul H. Smythe, 
formerly vice-president, president. 
George N. Jessen has been named 
vice-president and Newton K. 
Wesley, secretary-treasurer. Don 
B. Oliver has been appointed sales 
representative. A national sales 
office has been opened in Chicagc 
at 59 E. Madison St. 


Joins Merchandising Factors 
Jerrold Owen, formerly adver- 
tising and public relations director 
of the Central Bank of Oakland, 
Cal., has joined Merchandising 


Factors, Inc., San Francisco agency. 
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Particularly effective extension of a 
current magazine advertising theme. 


Actual products, shown in use, 
can be dramatic and arresting. 
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Making a long story short, in- . Featuring actual merchandise and its cur- ° Attaining maximum impact for . 
teresting and mighty appealing. . rent advertising at the point of purchase. . a famous symbol and slogan. : 


CONSOLIDATED LITHO 


We call them “Best Sellers” because these displays are really moving merchandise for 


the manufacturers who sponsored them—and their retailers. Each of these units incorporates 
special features. that make it stand out from the ordinary run of displays. 
Consolidated Litho’s “plus values” gave these displays a definite competitive advantage 


and an added degree of consumer appeal. If you want “plus values” like these for your 


products, it will pay you to discuss your next display project with “the man from Consolidated.” 


CONSOLIDATED Lithographing Corporation 1013 Grand Street, Brooklyn 6, N. Y. 


Mr POINT OF PURCHASE ADVERTISING SYMPOSUM\ 
At ND | Two great days—APRIL 12TH & 13 TH, Hotel Biltmore, New York City 4 


ADVERTISERS AND AGENCIES: WRITE US FOR INFORMATION AND TICKETS 


Visit us at Bootn 17 at the Point of Purchase Advertis 
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51,000,000 Budgeted 
by Coffeematic 


New BriITAIn, Conn.—Landers, 
Frary & Clark launched a $1,000,- 
00 advertising campaign April 1 
jor its Universal Coffeematic. 

The ad campaign, the largest 
*ver attempted by a comparatively 
jmall appliance manufacturer for 


wip * 
wd 
. 
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a single product, will last for nine 
months, concluding after Christ- 
mas. 

The program is aimed at bridal, 
gift, anniversary and similar event 
markets. 

Eleven magazines will be used 
during the period. More than 50 
full and half-page and four-color 
and black-and-white insertions 
will run. The list includes Farm 
Journal, Good Housekeeping, 
Ladies’ Home Journal, Life, Mc- 
Call’s, Redbook, Sunset and four 
others not yet picked. A spring 
and fall newspaper campaign will 
cover 150 major markets. 

Supplementing this, the company 
plans to use radio on a coopera- 
tive basis. Direct mail will also 
be used. 


WCOV Appoints Kirkpatrick 


John W. Kirkpatrick, formerly 
manager of Station WORD, Spar- 
tanburg, S. C., has been named 
manager of WCOV and WCOV- 
FM, CBS affiliates in Montgomery, 
Ala. 


SINGLE THOUGHT—Two advertisers, Anheuser-Busch and Schen- 
ley, use the same recipe for enjoyment, and both use the line 
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same time. 


“When day is done,’ 


April 4, 1949 


Advertising Age, 
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in these displays released at about the 


Rowe & Wyman Signs Woolf 


Rowe & Wyman Co., Cincinnati 
agency, has obtained the services 
of James D. Woolf, whose articles 
are appearing in AA, to serve the 
agency as consultant on plans and 
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Video Shows Must 
Have Faster Pace, 
Informality: Greig 


CuiIcaGo—Soap operas adapted to 
television “somehow don’t move 
fast enough,” while unrehearsed 
live shows appear to do a much 
better job—and have put DuMont’s 
daytime video operation on a prof- 
itable basis, according to Humboldt 
J. Greig. 

Mr. Greig, assistant director of 
the DuMont network, explained 
how the web’s daytime operation 
has been made profitable. “Some 
people,” he told the Chicago Radio 
“may call it 
a bookkeeping operation, but we 
took our total evening costs, added 
the additional money we had to 
spend to support the daytime op- 
eration, compared the latter with 
our revenue—and came out with 
a profit.” 

At present, the DuMont net is 
operating on relatively low day- 
time rates, but may eventually be 
forced to increase them. “We 
found,” Mr. Greig explained “that 
advertisers know daytime radio is 
a good buy with a large reduction, 
and that they are willing to try 
out television at similar prices.” 

Key to the DuMont daylight op- 
eration is informality. Dramatic 
shows are unrehearsed, with con- 
sequent savings, he said. He also 
stressed his belief that viewers 
won't have to waich the screen 
constantly during 


New techniques make it unneces- 
sary. 

One of the more profitable 
avenues for future television re- 
search to take, he indicated, is 
the determination of video’s role 
as a sales medium. “Until we know 
how much actual selling of dem- 
onstration products television will 
do, advertisers will not know how 
much of their present sales bud- 
gets to turn over to television as 
a sales medium.” 


Coleman Incorporates 


W. F. Coleman Co., Seattle, San 
Francisco and Los Angeles, mag- 
azine publishers’ representativ2, 
has been incorporated as W. F. 
Coleman Co., Inc., with Mr. Cole- 
man as president. The following 
staff members have become stocx- 
holders: Ruth Bartels and E. A. 
Potter, Seattle; John J. Cahill, San 
francisco, and Lee T. Weston and 
L. B. Conaway, Los Angeles. 


Tuckett Promotes Three 


Francis Vila, director and for- 
merly sales manager, has been 
named director in charge of sales 
of Tuckett Ltd., Tobaccos, Hamil- 
ton, Ont. Harry Wilson, manager 
of the eastern sales division, has 
been appointed sales manager and 
C. C. Thompson, formerly super- 
visor for the Province of Ontario, 
has been named manager of the 
eastern sales division. 


WKRC-TV Appoints Bolles 

Joe Bolles has been appointed 
program director of WKRC-TV, 
Cincinnati, which will start com- 


the daytime.! mercial telecasting April 4. 
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Why admen hail Columbia 
for their lithographic displays 


want P "ieee 


At Columbia, the men who work ig the shop and the men,who| ontact 


a | RO eee 
ch knows the tools and tec 


scan ot 


you, have much in common... 
modern full color lithograph¥<as 
n ree trade language. This high level oftec ica 


array of modern equipment, re its in ‘lit re) 


-SCHENLEN \ 


For Your COOL enjoyment 


oe, 


You are cordially invited to 


visit our POPAT Booths 
#8 & 9 April 12 & 13— 
Hotel Biltmore, New York 


maim POINT OF PURCHASE ADVERTISING SYMPOSIUM 
oe zs Two great days—APRIL 12TH & 13 TH, Hotel Biltmore, New York City 


ADVERTISERS AND AGENCIES: WRITE US FOR INFORMATION AND TICKETS 
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Washington State 
Adopts Ad Budget 


OtympIA, WasH.—An appropria- 
tion of $275,000 has been voted 
by the Washington legislature for 
tourist advertising and promotion 
in the next two years. The fund 
will be administered by the State 
Department of Conservation and 
Development, and is somewhat 
less than was available in the pre- 
vious biennium. 


Sy 


Industry-backed efforts to estab- 
lish commissions to promote state- 
grown potatoes and small fruits 
(strawberries and cane berries) 
were approved by the legislature 
but lost on a veto by Governor 
Arthur B. Langlie. The governor 
objected to the “dismemberment of 
state government” and to creating 
new commissions with authority 
to collect taxes from all producers 
in an industry for promotion. 

A ban on sale of out-of-state 
wine in Washington taverns also 


died with a veto by Governor 
Langlie. The ban was sharply op- 
posed by apple growers and ship- 
pers, who warned that California, 
a major market for Washington 
apples, might retaliate. 


Downey Opens Own Business 


Richard V. Downey, formerly 
an account executive in the San 
Francisco office of Foote, Cone & 
Belding, has organized Downey 


|Co., manufacturer's representative, 
|in San Francisco. 


Company Heads 
Show Interest 
in 49 Premiums 


Cuicaco—If the interest in 
premiums displayed by adver- 
tisers visiting the 16th annual 
Premium Buyers’ Association ex- 


\ 
\ 


Fine Fashion Printing 
Starts with 
Fine Coated Paper 


Like a beautiful window display, striking fashion 
illustrations first captivate the eye, then create a 
market for the advertised products. The effect is 

even more powerful when the merchandise is por- 
trayed clearly and alluringly with faultless print- 


ing on a fine coated paper. 


On the satiny, white surfaces of Consolidated 
Coated Papers, fashions, furniture or foods can be 
reproduced with a sparkle and clarity which do 


full justice to the product. 


Consolidated Coated 


PRODUCTION GLOSS . 
MODERN GLOSS a 


Papers 


The above photograph was featured in an ad- 
vertisement of HIXONS in “Exclusively Yours,” 

a fashion periodical of the finer Milwaukee 
shops. To insure lifelike brilliance and detail 
of the smart photographs used, this publication 

is regularly printed on Consolidated Coated. 


Consowetp . 


SECONRTITE & OPUS TEAL Laminates 


It is significant that the printers of “Ex- 
clusively Yours” have used Consolidated Coated 
for the past twelve years, and consistently rec- 

ommend this superior coated paper for a wide 


well as monotone. 


every printing need. 


. 


Photo courtesy HIXONS, Milwaukee 


variety of printing . . . four-color process as 


Manufactured in weights down to 45 pounds, 
and priced in the range of uncoated stocks, 
Consolidated Coated Papers are ideal for almost 


# Reg. U. S. Pat. Off. 


CONSOLIDATED WATE 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


Five Modern Mills 


133 80, 


LA SALLE ST., CHICAGO 3 
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position here last week is an in- 
dication, premium sales in 1949 
will easily surpass last year’s rec- 
ord $1 billion volume. 

As in past years, agencies and 
advertisers did not place large 
orders at the exhibit booths—these 
usually come later, after promo- 
tion plans which employ the prem- 
iums have crystallized. Dollar sales 
volume of the exhibition, there- 
fore, is not an adequate criterion. 

But premium marketers were 
amazed by both the number and 
type of visitors to their booths. 
Advertising, premium and _ sales 
managers came, of course. But this 
year, they brought with them the 
company presidents, vice-presi- 
dents and chairmen of boards of 
directors. 


a The majority of premium mar- 
keters believe last week’s Chicago 
show will prove the starting point 
for orders of record quantities of 
premiums, to be used in the. 1949 
competition for the consumer dol- 
lar. 

Robert R. Degen, account exec- 
utive of Ted Bates, Inc., told a 
Tuesday meeting of advertisers, 
premium manufacturers and prem- 
ium salesmen that many manufac- 
turers who never have used 
premiums in past years are turn- 
ing to them because of increasing 
public interest in premiums and 
the general softening of sales. 

He forecast increased usage of 
daily and Sunday newspapers to 
will become important, he said. 
who have made premium offers on 
television have been nothing short 
of sensational.” 


same program, added that “adver- 
tisements containing premium of- 
fers were seen by 10% 
readers than non-premium adver- 
tisements for the same product and 
in the same publications.” 


a Premiums offered by exhibitors 
appeared to be of higher auality 
generally than at any time since 
the war. Availability of rubber, 
plastic and metal unquestionably 
has resulted in an upgrading of 
premiums. 

A number of new items attrac- 
ted particular attention from visi- 
tors and buyers. Reish Products, 
South Bend, Ind., introduced its 
Ovenap, a metal foil napkin which 
can be placed inside a frying pan 
to receive eggs, bacon, etc. When 
the food is fried, Ovenap can be 
thrown away and the pan put 
back in the pantry without wash- 
ing. 

A new rubber suction cup at- 
tachment offered by Gits Molding 
Corp., Chicago, will carry a 
flashlight which has a red plastic 
tube in place of the lens. The light 
can then be attached to a parked 
auto as a red warning flare while 
a tire is changed. 


a Wilson Novelties, Watsortown, 
Pa., reintroduced its Wilson Walk- 
ies, figurines which waddle dow 
an inclined plane without benef: 
of motors or windup mechanism 

Autopoint Co. presented a nev’, 
low-cost combination temperatu < 
and humidity guide for desk us 

Fisher Pen Co., an affiliate «f 
Fisher-Armour Mfg. Co., Chicag), 
showed its new ballpoint pen rv- 
placement kit. The company est - 
mates that 138,000,000 of the 150 - 
000,000 ballpoint pens whick. ha‘ ¢ 
been manufactured in the U. > 
are out of use. The replacement fk 't 
is designed to fit about 90% »! 
such pens so as to make then 
usable once again. 


Sponsors ‘Cordon Bleu’ 


The Wine Advisory Board, S 0 
Francisco, is sponsoring Dio i¢ 
Lucas’ “Cordon Bleu” progr: 
once weekly over the WCBS-’ \ 
network (New York, Boston, Ph - 
adelphia, Chicago and Washingtc |, 
D. C.). J. Walter Thompson C 
San Francisco, is the agency. 


promote premiums. Television also 


“Results to date by manufacturers | 


Daniel Starch, appearing on the | 


more ff 


G obe, Be 


idvert 


FOR BAC 
8-oz. Pal 
boost wit 
use, mad 
robin’s e 

was m 


Burec 
Soap 
Agai: 


NEw 
includin; 
excludin 
so fast tl 
be near, 
of Adve 
paper Pi 

The a: 
presentat 
Packagec 
gents anc 
simultan 
advertise 
soap-dete 

The bi 
cess of tk 
duced an 
laundry 
losing gr 
kets, bar 
their owr 

The b 
climb of 
lergent : 
pounds ii 
120,000,0( 
larter. 


V/yomin 
The Sti 
comm 
ssion, ji 
1949 f 
itan ni 
New 


phia 
edule 


S) vania, 


Illins 


re ching 
C: ast. 
\ aneapo 


Th 


eets P 
weets ( 
J., will 
Tootsi 


A) ril 4 ov 
10 marke 


ir ve was 
© sen, | 


U ver Ne 


liver 

ufactu 
ed We 
i, tod 
s pron 


bia'sh, = PM ri ? od * PGA ll $ + aan PY at ott iy hl, “s * . he “a eae - a : ae “ a o ead 
7S: ar TY 5 . Aen 4 i? oe ie pes A ‘f Me heat aes oor om on Ste see 
Re ee ' ere es pe garter . a ae : 4 ke i yh RES as Ta pi a ll at ae, ee 
es 2 nue aes 3k eee.” Sey fa = co “ é Ee ie oe : ae Soe Ra ab SE _ g 3 7 ' . 
ied ae 
See i 
a ‘ 
eee 
ee wy 
Re, 7 
Sigel Bs: 
enna 4 
iy es 
ed’, ee a TT LLL TL LL EEeEeeeeo7O7w F 
Te de I ; % 
eee ee ue 
as. * 
he Ms a. 
ros ee ee r = 
ena os, - 2 - ; 
as “s a 
i. a g 
: a cr > yy 
2 : a 72 : 
Sa eae sf oa a 
ee da A — “4 »~ : 
een F > aa : P # . 
eM: ar bs 
ms ee. F Y: a ie 
ae eho”, t 4 ry ¢ 
tee ae Y a i" f = ee Fe 
ie A . f , - 
Z ; a * ' J ; - 
Sua a rm 4 5 = 
af ' - Re ‘ 3 
= eS at ; ; ee i ee 
; . if en oa} a 
F Or . ; ims ti 
4 ; d ie 7 eile % bs 
, —_ , ae " 
Sh aa £& ; . a ’ oe é 2 oe 
4 ie a3 : ae ? 
ce mh. ’ od 
) ve Naar : ei 7 E fae 
a “oa A ag * - . Sri aa : 
y rn ie ae : 
i 4 i ce 4 
‘a ‘ . ; ap ~ oa » 4 
x 7 md s | 
: 4 ; : ' ' (ere es 
— | So | i> 3 r 
at “a aM * a we a 
ite ear awe: . ae zg 
Fare er Se eee nh t ae sg 
cs sciete any ers , -/ es, hy a3 am 
By ny a ‘ we = « 
ee og  . % BE x 2 rs 
. . = ss “% . 
4 23 t q ey _ ~ i r, 
“ae ms ae an & 
— ; ag ae Fla rs 
rer y ; $j ne 
oaks al a 
oe ee 9 a 
Bie ia Jj 
a | 
* = 
seat are tae F : 
Se “| Ls 
ere hay 
es fie. a a 
i a kn ng 
ee be % * 
ORS aes 
et |, y 
? ae val Z 5 
ena < as 
ed ce 
Newsies SY ay ihe ar 
— | po Po . r | 
My oes eae 3 : ie s | 
ae * is F | 
: - a rae es : 
oe aed dit a oe ie = 
es: 
ae 
Se A fa ; ee 
een 
ee ec ike 
eh aes, TL0g ee a 
a o> Ay : 
bee = #? . , eS a 
po ee ow ad 
a a ” a gE LL 
"deg ? | ws 
ome a Ss 
aie as as 
ee i 
ms: 
eee) i n 
Be kk TANS PoC H PM ICs TR as iy i‘ - 
eg eet R POWER & PAPER COMPANY a 
2 . ms 
a eee ae SALES OFFICES 
ee ‘ er ee a 
aac a“ a | 
ioe ve aah lett POSER ABS ial aS Wee tea as ea a oe nae Mi tab es ak ae ine hae ea re ae pte a Moen ear sot ee a § Meter pi Ne ea ES cg yt Ue aaah oie a gy en ag ee tee eerie s ete R oa Shucsa eel he ene. EN ee Se SR, 


idvertising Age, April 4, 1949 


9 

m ‘American Legion’ Names 2 WRNY Signs Baseball Club Changes Name to Craftmaster|KWFT and KEPO Name Blair 

49 William H. Paul, of American| Stations WRNY and WRNY-FM,| Washington Furniture Mfg. Co.,| John Blair & Co. has been named 

ce Legion Magazine, New York, has| Rochester, operated by the Monroe | Seattle, with branches in Portland,/|exclusive national representative 
been named promotion manager.| Broadcasting Co., have signed a|Ore., and Spokane, has changed|of Station KWFT, Wichita Falls, 

d William Jaeger, formerly with|three year contract with the/its name to Craftmaster, Inc., the|Tex., and Station KEPO, El Paso, 

. Macfadden Publications, New| Rochester Baseball Club to air the|company’s brand name. | Tex., effective April 1. 

ge York, has joined American Legion| Rochester Red Wing international 

Se in charge of market research. baseball games. 

o- Covering Catholic Schools, Churches, Convents, Rectories, Institutions 

= _ |Calnetian Blinds to Knollin To Hoag & Provandie 

_ as Calnetian Blinds, Inc., Oakland,| Hoag & Provandie, Boston, has| CHURCH PROPERTY 

= » |Cal., national licensor of Calnetian|been named by McLaurin-Jones| 

= |Snap Slat venetian blinds, has ap-|Co., Brookfield, Mass., to direct - 

re q pointed Knollin Advertising|the advertising and promotion I ADMINISTRATION 

nd = |Agency, San Francisco, to handle|of its line of gummed and coated : % : 

=“ a cr aapeetaien danas. Published bi-monthly at Milwaukee, Wis. 

les - 
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ne || Bureau Finds Bar 
or- ” 
t- | Soap Holding Own 
ore ° 
-r- || Against Detergents 
nd New YorK—Total soap sales, 
including synthetic detergents but 
" excluding toilet soaps, have grown 
ta so fast that market saturation may 
ad be near, according to the Bureau 
— of Advertising, American News- 
= paper Publishers Association. 
of The association released a new MR. O. PARKER McCOMAS 
presentation, “Market Trends for Executive Vice-President of 
ae. Packaged Soaps, Synthetic Deter- Philip Morris & Co., Ltd., Inc. 
si- | gents and Laundry Bar Soaps,” for 
we | simultaneous series of showings to ™ 
its advertisers and agencies in the 
ich soap-detergent field. 
yan The bureau finds that the suc- 
1en | cess of the new synthetics has pro- 
be | Cuced an opposite reaction in the 
put laundry bar soap field. Though 
sh- § /osing ground in hard-water mar- ite <...- m 
kets, bar soaps continue te hold e 
at- | ‘%eir own in the soft-water areas. H e a d li n e - a n e a ] n e rs 
ing The bureau pointed out the 
a Bclimb of non-liquid synthetic de- ‘a , ‘ . r °. 
stic Piergent sales from 69,000,000 The timely information that The Wall Street Journal consistently 
ght Ppounds in 1948's first quarter to carries is a great aid in our business. We pay close attention to the 
ced §!"0,000,000 pounds in the fourth articles directly concerning the tobacco industry because of their 
i] iarter y , 5° y pcau 
. complete and unbiased reporting. However, we find it vitally neces- 
Wyoming Maps Campaign sary to keep posted on all fields of business. That : pie 7 consider 
wif] The State of Wyoming, through The Wall Street Journal | must’ reading for a well-defined interpre- 
' oe commerce and industry com- tation of business news. - 
Ww! Hn ssion, is shifting its advertising > Wes 
ef! 1949 from magazines to metro- ¥ R \ re 
m pb ‘itan newspapers. Starting with Mr. McComas and 223,640 other leading executives 
e\ New York Times, Boston compose the best-informed business audience in 
we fe! be, Baltimore Sun and Phila- America, the readers of this only national business 
us “ phia papers in the East, the daily (net paid ABC circulation now exceeds 135,- 
of BSC edule will run through Penn- 000). You may be assured that they will see your 
1g», ‘) vania, Ohio, Indiana, Wiscon- sales message in the advertising pages of The Wall 
' BS Illinois, Iowa and Missouri, Street Journal. 
I= Bre ching into Texas and the West 
St - BC ast. The agency is Fadell Co., 
50 .- ineapolis. Published at 
oe 7 ‘ THE WALL STREET JOURNAL New York 4,,New York 
+ eets Plans Radio Drive - The Only National Bt ll etree at 44 Broad Street 
ee weets Co. of America, Hoboken, Lester See Sap 7 iat; ieee Carton Conramption Washington Wire Cheaper Gasoline . ek 
“—& J., will break a spot campaign : : myer iy Tet. os) eT eee i wee — 
1€" Bo Tootsie Rolls, Pops and Fudge Business Daily : «3 Pemae en tats Dp j Cee Sekt Rel Hah San Francisco 8, California 
A) ril 4 over 65 stations in 35 ma- wT teauua. tage 2 saverens-°° ee 415 Bush Street 
© markets. Time for the 13 weeks a << 
‘r ve was bought through Moselle 
sn@ ‘sen, New York. 
io 1€ 0 . 
ren ver Names Weightman 
-"\ liver Brothers, Philadelphia, 
mi ufacturer of athletic wear, has 
sto 1, ed Weightman, Inc., Philadel- 
C hi, to direct its advertising and 


FOR BACK BAR—Old Reading Brewery’s 
8-0z. Pale Reserve Junior bottle gets a 
boost with this new sconce for back bar 
use, made of wood and sprayed with 
robin’s egg blue lacquer. The display 
was made by Kay, Inc., New York. 


$ promotion. 
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Advertising Surge Is Ahead, 
U. S. Experts Tell Job Hunters 

WasHINGTON—Government 
cupational outlook” experts are 
counting on an advertising boom. 
To job-hunting youngsters seek- 
ing advice they say: “Visual ad- 
vertising, particularly in newspa- 
pers and magazines, will continue 
to grow.” 

; For the convenience of the 
:" mam Veterans Administration, the Bu- 
@amreau of Labor Statistics has col- 
lected its “occupational outlook” 
data in a 454-page “handbook.” 
The handbook is available for 
$1.75 from Superintendent of Doc- 
uments, Washington 25, D. C. 

Covering 288 occupations, in- 
cluding 80% of the professions and 
75% of the skilled occupations, it 
Says some glamorous jobs—such as 
airline pilot, newspaper reporter, 
radio announcer and FBI agent— 
are already hard to get. Opportun- 
ities are particularly bright for 
physicians, teachers, auto mechan- 
ics and foundry workers. 

While the handbook skips over 
the agency field, it says: ““Manu- 
facturers and retailers are be- 
ginning to face highly competitive 
markets, and advertising is ex- 
pected to play an increasingly im- 
portant part in selling.” 

It predicts that thousands of 
jobs will open up in the printing 
trades because of growing demand 
for printing, particularly adver- 
tising, and because of unusually 
large numbers of _ retirements 
ahead. 

BLS finds “good prospects” for 
well trained and experienced peo- 
ple already in commercial art. 
Though the field is “highly com- 
petitive,” it recognizes opportun- 
ities for newcomers “of exceptional 
ability.” 


North Atlantic Pact will be good 
news to some deflated industries. 
Much of the equipment for re- 
arming Western Europe is avail- 
able in military stockpiles. But 
trucks and some other equipment 
will have to be produced. 

Administration spokesmen sug- 
gest that the Atlantic Pact will 
bring back steel shortages. But 
steel experts say “nonsense.” Steel 
people believe even voluntary al- 
locations can end after Sept. 30. 


Paul Hoffman’s Economic Coop- 
eration Administration becomes 
increasingly interested in dissemi- 
oa nating “know how.” During the 
ee coming year it hopes to assist 
of European industry in the fields 
of industrial productivity, market 
research and analysis, processing 
and marketing, etc. 

ECA’s purpose is to teach Eur- 
opeans how to find and use U. S. 
markets. Europeans would be 
brought here to study market re- 
search, packaging and U. S. busi- 
ness methods. By learning to sell 
here, Europe would begin to over- 
come the dollar shortage smother- 
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By STANLEY E. COHEN, Washington Editor 


“oc- . 


ing world trade. 
aes 
Mail order dealers were “Johnny 


on the spot” when the House ways 


and means committee called a 
hearing Monday on legislation de- 
signed to check shipments of cig- 
arets from the nine non-sales tax 
states into the 39 sales tax states. 
Last year, legislation sponsored 
by Rep. Thomas A. Jenkins (R., 
O.) slipped through the House be- 
fore mail order people knew what 
was up. Given only 48 hours’ notice 
this time, however, they had the 
successful law firm of Arnold, For- 
tas and Porter on hand arguing 
that the effort to help states col- 


lect cigaret taxes on interstate 
shipments might be a precedent 
for other legislation which would 
straight-jacket all interstate mail 
order selling. 


Controlled circulation publica- 
tions are sparing no effort in their 
fight for postage rate equality with 
paid circulation business publica- 
tions. For weeks, officials of Na- 
tional Business Publishers, Inc., 
newly-formed controlled associa- 
tion, trudged “The Hill” explaining 


Advertising Age, April 4, 1949 
how the existing law benefits their 
“paid” competitors. Now NBP has 
hired former Congressman Carter 
Manasco (D., Ala.) as a paid lobby- 
ist. A veteran of 20 years on “The 
Hill,” Mr. Manasco is popular, and 
well connected. For example, he 
was one of the congressional mem- 
bers of the Hoover Commission. 


It’s a foregone conclusion that 
the House post office and civil 
service committee will give a good 
send-off to HR. 2203, sponsored by 


Sen 


Nobody wins 0 


The joy ride is over. 
The real race is on, and competi- 


Now advertising needs a medium 


tion is tough. 
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Rep. Tom Murray (D., Tenn.), au- 
thorizing a housing census in 1950 
and every 10 years thereafter. At 
a hearing Tuesday the chief ques- 
tion centered on the expense; 
should it be $15,000,000 or $25,- 
000,000? Rep. Murray and the 
veterans’ organizations favored 
$25,000,000, because that would 
permit special compilations on 
housing conditions of veterans. 


Proctor Promotes McLaughlin 


Carl W. McLaughlin, sales man- 
ager of the new blanket division 


of Proctor Electric Co., Philadel- 
phia, has been appointed general 
manager of the division. He will 
be responsible for every phase of 
the division’s activity, administra- 
tion, production, distribution and 
sales. The division will be located 
in Arbutus, Md., effective April 
15. Gray & Rogers, Philadelphia, 
will handle the advertising. 


Spruance Leaves Lindeke 


Lewis J. C. Spruance has re- 
signed as an account executive of 
Lindeke Advertising Agency, Los 
Angeles. 


Watson Transferred 


Hugh T. Watson, with the en- 
gineering publication department 
of Cooper-Bessemer Corp., Mount 
Vernon, O., for the past seven 
years, has been transferred to the 
advertising staff of the company. 


Reynolds Names Morrison 


Alan S. Morrison, formerly Mon- 
treal manager of F. H. Hayhurst 
Co., has been appointed manager 
of the newly formed Montreal 
branch of E. W. Reynolds & Co., 
located at 1405 Peel St. 


ANA Prefers Lower 
‘LHJ’ Circulation 
to ‘Life’ Rate Cut 


Hort Springs, Va.—Ladies’ Home 
Journal’s action last fall in re- 
ducing its circulation base from 
4,500,000 to 4,275,000 (AA, Oct. 
25) was regarded by members of 
Association of National Adver- 
tisers at their spring meeting here 
as “better advertiser relations” 


@ Walk WOWws 


with big circulation and big 
sales power—a medium that 
can really move merchandise 


in a big way. 


24 GREAT NEWSPAPERS DISTRIBUTE 
9 MILLION FAMILIES GET 
MILLION ADULTS READ 


19% 


iT! 
iT! 


iT! 


than Life’s recently announced 3% 
advertising rate reduction. 

The informal vote was taken by 
a show of hands at a speakerless 
question-and-answer session at 
which W. N. Connolly of S. C. 
Johnson & Son, chairman of the 
board, and Paul B. West, presi- 
dent of the ANA, presided. 

In addition, most members pre- 
sent indicated that they thought 
Life’s reduction “should be more 
than 3%.” 


a A majority of members re- 
ported, in response to a question 
from the floor by Stuart Peabody 
of the Borden Co., that they in- 
clude their ANA dues in their ad-* 
vertising appropriations. 

Members who objected to the 
$20 regisiration fee for each com- 
pany representative, plus $5 for 
the “big get-together dinner” on 
the last evening of the three-day 
meeting, were told that the ANA 
made no profit on it. Mr. West 
said that registrations paid by 
agency and media guests on the 
one open day of the annual meet- 
ing in the fall helped to defray the 
cost of the members-only spring 
meeting. 

In response to a question as to 
whether Ford advertising “really 
sells cars,” B. R. Donaldson of 
Ford Motor Co. (who had spoken 
earlier on “the lighter touch” in 
his company’s advertising) said 
that it does. Surveys have shown, 
he explained, that “generally, 
those who liked the advertising 
also liked certain features of the 
car.” 


a Mr. West pointed out that ANA 
membership is by companies, and 
that the more than 400 in the as- 
sociation constitute “the most im- 
portant single group of companies 
in America.” He believes that with 
the advertising job becoming in- 
creasingly complex, an appropri- 
ation of “$10,000,000 is not going 
to look so big for the job adver- 
tising must do.” 

Recent additions to ANA mem- 
bership are Monsanto Chemical 
Co., St. Louis; C. F. Church Mfg. 
Co., Holyoke, Mass.; Kroehler Mfg. 
Co., Naperville, Ill.; American 
Type Founders Sales Corp., Eliza- 
beth, N. J., and Otis Elevator Co., 
New York. 

The “ANA Monthly News Bul- 
letin” was introduced at the meet- 
ing. This four-page, tabloid news- 
paper will be supplemented by 
a brief fortnightly newsletter. 


Black's Poultry Company bought 63 stations 
including WONC, the 5000 watts—620 ke 
CBS stationin Durham, N.C. Results? WONC 
hatched a lower per inquiry cost than all oth- 
or 63 stations except one! 


What do you want to sell more 
of at lower cost? 


OURHAM, NORTH CAROLINA 


The Herald-Sun Station 


COLUMBLA BROADCASTING SYSTEM 


Rep. Paul H. Raymer 
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Airlines’ Rates 
Lower Than Rail, 
Ad Series Boast 


Cuicaco—United Air Lines and 
Capital Airlines have launched 
separate campaigns hitting hard on 
a common theme—the speed and 
economy of air travel compared 
with rail time and costs. 

United’s special campaign of 
600-line ads in newspapers of 
Boston, Chicago, New York, Cleve- 
land and Philadelphia makes di- 
rect comparisons of “out of pocket” 
air and rail travel costs. The series, 
handled by United’s agency, N. W. 
Ayer & Son, is to run through the 
first week of April. 

E. R. Johnson, advertising direc- 
tor of the airline, said United is 
convinced many people do not 
realize how inexpensive flying 
actually is. “Out-of-pocket” air 
travel costs between Chicago, 
Cleveland and East Coast cities are 
as low as, or lower than, rail plus 
Pullman, the airline contends. 


s United’s competitive copy com- 
pares one-way and round-trip air 
fares, which include meals, with 
fee similar rail fares plus necessary 
ee rail sleeping accommodations and 
fae meals. It shows, for instance, that 
the cost of flying from Chicago to 
New York in two hours, 50 minutes 
is $50.72, including tax, as against 
$54.46 by standard first-class fare 
train, including tax, berth and 
meals. Round-trip, the fares are 
$96.37 by air and $100.54 by train. 
As far as speed is concerned, the 
ads point out tr.at the fastest New 
York-Chicago scheduled rail time 
is 15% hours. 

Capital Airlines, through Lewis 
Edwin Ryan, Inc., Washington, D. 
C., agency, has inaugurated a six- 
week series of newspaper ads, in- 
cluding 450, 300, 150 and 80-line 
copy in 23 metropolitan dailies in 
Cleveland, Chicago, Detroit, Mil- 
waukee, Minneapolis, St. Paul, 
New York, Pittsburgh and Wash- 
ington. 


s Capital is announcing extension 
of its Aircoach service to two new 
routes—between New York and 
Minneapolis-St. Paul, and Wash- 
ington and Chicago—and is stress- 
ing that Aircoach travelers not 
only can fly these routes in much 
less time than they can go by rail, 
but also that the comparative costs 
are fairly close. The Washington 
to Chicago run, for instance, takes 
four hours and 25 minutes (with 
intermediate stops at Cleveland 
and Detroit) at a fare of $24.30; 
rail time between those points is 
15 hours and 40 minutes, and the 


coach fare is $23.03. On certain 
legs of the flight, the ads point out, | 
Aircoach fares are lower than rail | 
coach costs; the Washington-Pitts- | 
burgh rate is $7.50, compared to 
the rail coach cost of $8.93. 
Capital also is employing ads in| 
35 publications of leading colleges 
and universities; spot announce- 
ments which also emphasize the! 
comparison of time and fare; 
announcements on radio-equipped 
Capital Transit buses in Washing- 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 
BUSINESS yb FARM 
PAPERS P 


GENERAL 
MAGAZINES 
Chicago 4 


APERS 
343 So. Dearborn St., 


ton; counter cards and posters for 
ticket offices; street car and sub- 
way posters, and giveaways and 
direct mail material. 


Two Appoint Hammer Agency 


Shelton Basket Co. and Shelton 
Plane & Tool Co., Shelton, Conn., 
have retained Hammer Co., Hart- 
ford, Conn., to handle their adver- 
tising. Shelton Basket will use 
trade publications, direct mail and 
magazines; and Shelton Plane & 
Tool will use industrial publica- 
tions. 


Colman Rejoins ‘Esquire’ 

Ben Colman, former head of 
his own radio transcription com- 
pany, Chartoc-Colman Produc- 
tions, Chicago, has rejoined Es- 
quire, New York, as a member of 
its eastern sales staff. Mr. Colman 
was a member of Esquire’s Chicago 
sales staff for eight years. 


Sivyer Steel Names Meyer 


Sivyer Steel Casting Co., Mil- 
waukee, has appointed G. Willard 
Meyer Co., Milwaukee, to handle 
its advertising. 


Advances Stanley Hunter 


Stanley M. Hunter, vice-pres- 
ident in charge of sales and a 
member of the board, has been 
elected to the newly created posi- 
tion of executive vice-president 
of American Hoist & Derrick Co., 
St. Paul. 


John Geery Joins Orr 


John T. Geery Jr., formerly with 
Foote, Cone & Belding, New York, 
has joined the creative staff of 
Robert W. Orr & Associates, New 
York. 
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Van Beuren to Bothwell 


Vincent V. Van Beuren, formerly 
a vice-president and account ex- 
ecutive of Donahue & Coe, has 
joined W. Earl Bothwell, Inc., New 
York, to specialize in drug field 
merchandising. 


Amberg to ‘Herald Tribune’ 


Richard H. Amberg, formerly 
general manager of Newsday, 
Hempstead, L. I., has been ap- 
pointed administrative assistant of 
the New York Herald Tribune, ef- 
fective April 1. 


Michigan rarmets go ~ miles 


H"™: how it works: The more market cen- 

ters, the shorter the haul. The shorter the 
haul, the higher the farmer’s profit. The higher 
his profit, the more he has to spend—and the 


to market... 


stock, poultry—a cash return all year ‘round! 


more he can buy from you. 


But Michigan’s many markets are only one 


reason for its unique stability among “upper 


third”’ farm states. 


Look at its many products—fruit, grain, live- 


~ "Golden Crescent Stability... 


an 
\ | om 


EAST LANSING 


The Golden Crescent. 


‘your best profit hedge in the farm market’’ 


No farm area of equal size and wealth can match the stability of 
It has greater age . 

.a larger variety of products. 
THE OHIO FARMER, and PENNSYLVANIA FARMER, The 


Still another reason for stability—years. 
Michigan was one of the pioneer farm states 


... now it’s a 530 million dollar market for 


your products. And the place to sell them is 


—read by four out of five today. 


142,031 families! 


. . more market centers 
Served by MICHIGAN FARMER, 


Golden Crescent safeguards your profits through the ups and downs 


of the farm market. 


For further information write 1013-V Rock- 


well Ave., Cleveland 14, Ohio. 


MICHIGAN FARMER, East Lansing 
PENNSYLVANIA FARMER, Harrisburg . 


THE OHIO FARMER, Cleveland 


MICHIGAN FARMER—guide to Michigan 


farm families for more than a hundred years 


That’s 


FNNSYLVAN 
FARMER 
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Monsanto Campaign 
to Center Around 
Plastic Cart-wheel 


St. Louis—When Monsanto 
Chemical Co. salesmen talk about 
a “bigger dollar’s worth” in plas- 
tics this spring and summer, they 
will hand their prospects a plastic 
dollar, half again as large as the 
‘card-wheel” and one-fifth as 
heavy as its silver proto-type. 


The unusual promotion device 
will introduce Monsanto’s story 
of the increasing availability of 
plastic. Consumer advertising in 
The Saturday Evening Post and 
Time, as well as copy scheduled 
for a dozen trade publications in 
plastic, electrical and department 
and variety store publications, will 
emphasize the steady decline in 
plastic prices since the early ’40s 
—and the rise of price in most 
metals. 

The plastic dollar, designed as 


a conversation opener, is made of 
Monsanto’s polystyrene, Lustrex, 
and carries the company’s “M” 
trademark, and the slogan: “For 
a bigger dollar’s worth, buy and 
use plastics.” 

Direct mail pieces, with proofs 
of all ads in the series, will be 
sent customers for distribution to 
their salesmen, in addition to a 
portable viewer and a colored- 
slide sales presentation. 

Gardner Advertising Co. is the 
agency. 


Esquire Promotes Hertz 


Paul B. Hertz, assistant sales 
manager of the calendar division | 
of Esquire, Inc., Chicago, has been 
named circulation manager of Ap-| 
parel Arts, published by Esquire, | 
Inc. 


Gets Insecticide Account 


Schoenfeld, Huber & Green, Chi- 
cago, has been retained to direct 
the advertising of Frank J. Curran 
Co., Aurora, Ill., insecticide manu- 
facturer. Newspapers, magazines 
and radio will be used. 
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FLOOR MODEL—Meijestic Co., Huntington, 
Ind., offers dealers this four-coior card- 
board display for use with a floor model 
of the product in store windows and dis- 
play rooms. This setup—girl and a repro- 
duction of the unit—has been duplicated 
in a four-color counter card. Wheeler- 
Kight & Gainey, Columbus, O., is 
Majestic’s agency. 


Britain Trims Own 
Ad Costs for *49-50 


LonpDON—With poster advertis- 
ing taking the biggest slash, the 
cost of government advertising 
will be greatly scaled down during 
the next year, according tc Bri- 
tain’s Central Office of Informa- 
tion. 

Costs for the year ending March 
31, 1950, compared with the pre- * 
vious 12 months, will amount to: 
Press advertising, from £870,000 
down to £867,000; poster adver- 
tising, from £735,000 to £574,500; 
film publicity, from £782,000 to 
£748,200; exhibitions, from £207,- 
000 to £197,000, and publications, 
from £214,300 to £185,000. 

Salaries paid government work- 
ers handling the various cam- 
paigns will remain at the same 
level, £895,000, the office said. 


Organizes Scott Agency 

Members of the agency headed 
by the late Robert H. Scott, have 
organized Robert H. Scott, Inc., 
Atlanta, and will continue the 
agency with L. A. Allen, former 
art director and general production 
manager, as president. Floyd W. 
McRae, formerly with the adver- 
tising department of Rich’s Depart- 
ment Store, Atlanta, has been 
named vice-president, and Robert 
H. Scott, son of the founder, secre- 
tary and treasurer. 


Doray Names Gray & Rogers 
Doray, Inc., Collingswood, N. 
J., manufacturer of a refrigerator 
defroster, has placed its advertising 
with Gray & Rogers, Philadelphia. 
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Topflight 
photo offset in 
short & medium runs 


FINE OFFSET PRINTID 


2701 Lehmann Court 
EAstgate 7-8885 


The Veritone Co., 
Chicago 14 
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AT LAST! AWAY TO RATE 
SELLING POWER OF 
ADVERTISEMENTS 


) Accurately — Quickly — Scientifically — Economically 
AND IN ADVANCE 


man TS CouPOn now 
FOR COMPLETE DETANS _ 


NEW BOTTLE—Old wine got a new bottle 
as newly-organized Ad Detector Corp. 
used this 600-line copy in the Chicago 
Journal of Commerce in initial promo- 
tion for the psychogalvanometer, elec- 
tronic device for determining “arousal” 
of advertising. The device wes first 
introduced to the advertising field in 
1946. 


Ad Detector Corp. 
Takes Over Device 
for Testing Copy 


2 Cuicaco—A new name, utiliz- 
Meming a not-so-new technique, ap- 
Be peared officially on the advertis- 
Seeing research horizon here last 
month when Ad Detector Corp. of 
Illinois placed a buckeye adver- 
mtisement in the Chicago Journal 
of Commerce, headlined: 

“At last! A way to rate selling 
power of advertisements—ac- 
curately—quickly—scientifically— 
economically—and in advance.” 
Readers were invited to fill out 
a coupon for further information. 

Ad Detector Corp. is a new 
corporation, headed by Harold L. 
Fagenholtz of the law firm of Hur- 
ford & Fagenholtz, who has acted 
as attorney for several local agen- 
cies, including Ruthrauff & Ryan, 
which placed the Journal of Com- 
merce ad. Eugene A. Busch of 
the same law firm is secretary of 
the corporation, but other interests, 
if any, are not being disclosed. 


ge The advertising measurement 
technique is the electronic device 
heretofore known as the “psycho- 
galvanometer,” an adaptation of 
the lie detector principle, under 
which subjects can be exposed to 
wal or written material. The im- 
pact or “arousal value” of the ma- 
terial is measured by the activity 
of the sweat glands in the palm 
of the hand, as recorded on a 
continuous tape. The method was 
intoduced to the advertising field 
in mid-’46, and has been pro- 
moted since by Gilliland, Ranseen, 
Wesley & Ragan. 

Ad Detector Corp., currently op- 
erating out of Mr. Fagenholtz’s 
law office at 139 N. Clark St., is 
the successor to this organization. 
Walt Wesley, who has been oper- 
ating head of the predecessor com- 
pany, will continue to direct the 
testing and analysis work for the 
new company. 

The new company plans to pro- 
mote use of the device aggres- 
sively, through advertising and 
personal selling, primarily to ad- 
vertisers. While it will accept jobs 
from agencies, Mr. Fagenholtz 
says, it will do so only with the 
understanding that results must be 
shown to the client. It will take 


eee: 


"PROMOTIONAL 
COMICS ARE 


4& 8 poge comic leoflets 
for schoo! ond dealer 
distribution have been 
prepored for leading 
companies. Ask for somples. 


PROMOTIONAL COMICS 


Division of the Porents’ Institute, Inc. 
Publishers of Parents’ Mogozine, True Comics and 
other comics, 52 Vanderbilt Ave., N. Y. 17 


orders only on contract, and will 
not measure ads which have been 
published. Its measurements will 
be applied only to pretesting 
printed copy, radio commercials, 
TV commercials, etc. 

Firm rates for the service have 
not yet been set, but the company 
has developed an easel presenta- 
tion, is building a sales force, and 
is expected to be in full operation 
within 30 days. It is also hoping to 
occupy new laboratory and sales 
quarters within that period. 


Moesinger to Smith Agency 
Henri Moesinger, for the past | 


‘Mirror’ Appoints Tuller 
R. W. Tuller, formerly national 


13 years controller and media di- | advertising manager of the Arizona 


rector of Kiesewetter, Wetterau & | 
Baker, New York, has joined Paul | 
Smith Advertising, New York, in| 
a similar capacity. 


Stand-Built Names Lewis 


Stand-Built Upholstery Corp., 
New York, has appointed Lewis 
Advertising Agency, Newark, to 
handle its modern living room 
furniture advertising. 


Times, Phoenix, has been named a 
merchandising and national sales 
representative of the Los Angeles 
Mirror. 


Appoints Atchison 


David J. Atchison, formerly as- 
sociate editor of Nowadays, has 
been named assistant director of 
public relations of the American 
Medical Association, Chicago. 
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Greyhound Boosts Revenue 


Greyhound Corp. boosted its 
operating revenue 9% last year, 
with the total rising to $192,544,- 
000, compared with $177,355,000 
in 1947. Because of sharp increases 
in labor and material costs, how- 
ever, its net income declined from 
$17,243,000 in °47 to $16,127,000 
last year. The bus lines’ traffic 
load surpassed 10 billion passenger 
miles, while more than 500,000,000 
bus miles of service were pro- 
vided, according to the company’s 
annual report. 
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Haire Sells Publication 

Airports & Air Carriers, pub- 
lished by Haire Publishing Co., 
New York, has been purchased by 
American Aviation Publications, 
Inc., Washington, D. C., publisher 
of American Aviation, American 
Aviation Daily, American Aviation 
Directory and Official Airline 
Guide. The change of ownership 
vecomes effective with the May 1 
issue, which will combine Airports 
& Air Carriers with American 
Aviation under the latter name. 
Haire will retain ownership of the 
Airport Directory. 


Gets Shirt Account 

Henlein Brothers Co., Cincinnati, 
custom shirt maker, has placed its 
advertising with Keelor & Stites 
Co., Cincinnati. 


Publication Moves Offices 

Canadian Broadcaster & Tele- 
screen, Toronto, has moved its 
offices to 163% Church St. 


Auerbach Agency Moves 

Leon Auerbach & Co., New York 
agency, has moved its offices to 
18 E. 41st St. 


Opens Toronto Office 

The new Toronto office of Day, 
Duke & Tarleton, Inc., advertising 
agency, is located in the Concourse 
building. 


Cheese Producers to Meyer 
The Cheese Producers’ Market- 
ing Association, Monroe, Wis., has 
placed its advertising with G. 
Willard Meyer Co., Milwaukee. 


Dunay & Rader Moves 

Dunay & Rader Advertising has 
moved from 500 Fifth Ave. to 177 
Madison Ave., New York. 


Barlow & Seelig Ad 
Costs Take 3.5% of 
1948 Sales Dollar 


Ripon, Wis.—Barlow & Seelig 
Mfg. Co., literally putting its 1948 
sales dollar through the wringer 
in a graphic presentation of the 
breakdown of its costs, shows that 
advertising last year amounted to 
3.5% of sales. 

Other costs, shown in a two- 
color spread in the company’s an- 


Can't Alter Facts... 


Less New Investment 


Means More Unemployment! 


Many a comedian provides good entertainment with double- 
talk. But there’s nothing funny about the double-talk being used in 
attempts to prove the need for increased taxes on corporate 


income! 


We are told that increased taxes are necessary to balance the 
budget. The purpose is laudable; the proposed method is silly. 
It is a fact that confiscatory taxes discourage venture capital... 


that curtailment of investment means curtailed production 


that an appreciable drop in production means a serious increase 
in unemployment. Then what happens to the balanced budget? 


One college professor has said that increased taxes are necessary 
to prevent a dangerous investment boom. Dangerous to whom? 
Certainly there is no danger to American men and women in 
expanded job opportunities! And there’s hardly any danger to 
the budget in increased revenues at present or lower rates, through 


increased profits and wages. 


We, at Chilton, feel that the present is the time to encourage 
investment in American enterprises as the most effective step 
toward sustaining high employment and increased tax revenue. 
Perhaps it would be naive to suggest that the simple expedient of 
curtailing wasteful governmental spending is the most constructive 
way of balancing the budget and, incidentally, of encouraging 


business confidence. 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 
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nual report, line up this way in 
chunks of a sales dollar moving 
through a Speed Queen wringer: 
For materials, 59%; labor, 19%; 
supplies and manufacturing ex- 
penses, 3.3%; depreciation, 0.8%; 
sales and distribution except com- 
missions, 1.5%; 
1.8%; taxes, 4.8%; dividends, 1.6%; 
additions to plant and equipment, 
3%, and additions to working 
capital, 1.7%. 

The company, completing its 40th 
year last August, achieved its 
largest output, as well as largest 
sales and profits, during 1948, H. 
A. Bumby, president, reported to 
stockholders. Barlow & Seelig, 
which built its first washers in the 
back room of a Ripon hardware 
store, made total sales of $5,893,- 
000, compared with $5,664,000 in 
1947. Net profit moved up to $1,- 


643,000 from $1,211,000 the pre- 


vious year. 


s To spread the name of its Speed 
Queen washer, the company 
launched a national advertising 
campaign last year, although these 
machines were sold on an alloca- 
tion basis during the first 10 
months of the year. Now that the 
“pipe lines” of appliance mer- 
chandise are well filled, Barlow & 
Seelig will count on a continua- 
tion of the campaign, plus local 
dealer promotion and sales train- 
ing, to build demand for the Speed 
Queen line and its Simplex ironers. 
The company also is manufac- 
turing all ironers marketed by 
Landers, Frary & Clark and Bendix 
Home Appliances. 

During 1949 the company will 
use space in national magazines, 
farm publications and newspapers, 
and will continue sponsorship of 
the “Queen for a Day” radio fea- 
ture. 


Issues Sales Training Study 


Metropolitan Life Insurance Co., 
New York, in cooperation with the 
National Federation of Sales Ex- 
ecutives and the National Society 
of Sales Training Executives, has 
published “Training Salesmen,” 
containing the findings of a sur- 
vey of 132 selected companies with 
progressive sales training pro- 
grams. 


Joins Landers, Frary & Clark 


Robert M. Oliver, former vice- 
president in charge of sales of 
Proctor Electric Co., has been ap- 
pointed general merchandise man- 
ager of the traffic appliance di- 
vision of Landers, Frary & Clark, 
New Britain, Conn. Prior to his 
connection with Proctor, Mr. Oli- 
ver was in sales promotional work 
with Westinghouse. 


Anthes-Imperial Names Two 


D. G. Willmot, acting eastern 
manager, has been elected presi- 
dent of Anthes-Imperial Co., To- 
ronto, pipes and castings. G. C. 
Ward, formerly with John Inglis 
Co., has been named general sales 
manager. 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


JUST OFF THE PRESS 
The new 1949 issue of 
STANDARD MARKET AND MEDIA DATA 
for BAYONNE, NEW JERSEY 
Prepared in conformity with Standard Market 
and Newspaper Data Forms of the 
BUREAU of ADVERTISING, A.N.P.A. 
AMERICAN ASSOCIATION of 
ADVERTISING AGENCIES 


— SEND FOR YOUR Copy — 
THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
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Se Where will its circulation come from? , | Cleveland District 14 —# = as 
ji * : eo - —16 —7 -21 Sayers 
‘ evelan : —1l1 —10 —lt 
- Well, it comes from the West...and the East... —— - — = = Cowes 
; aaa , Pittsburgh .. —17 10 —17 § S0lf clu 
ps and South and North. Today, TRUE’s net paid circulation Richmond District “16 —12  —17 J pointed 1 
' 4 , ’ ashington . —t —7 —7 York, to 
tops a million and a quarter—a million and a quarter men. Ry a ee = — 
Birr ghe ideal <a —t —20) . 
Some earn $25,000 or more a year, others earn less, Miami on -ccnese 2 = i i ia 
NED. cccsccsvcenecvsccoes —145 — <i 
but the median is $4,098—56.4% higher than + | pana liepremtn: imme Te - 
° ° Chicago District ........ —5 =i —It 
the national median. ST ee ee ee 
ndlanapouls ... —_— — —12 
Det t ‘ —t —6 —1t 
me ° e ° lf a —9 —1l4 
TRUE simply discovered that men yearn for a special kind St, Louls District. 6 3 
1 e OO ccccccccccccee —_ —v —2)) 
of reading matter which completely gratifies ee nn J ~< = 
° ° Py Memphis ...... —5 8 —15 
and satisfies the masculine mind. Minneapolis District. * ; 
Minneapolis ............ ° . 
o St. Paul . 
‘ ; Duluth-S . . 
Another thing TRUE discovered...through a careful survey Kansas Cee lai ’ ¢ = 
og eens 5 a —13 
by A. S. Bennett Associates...is that men decide  feanenny earn ;. = = 
. . St. Joseph ............. 40 1 | 6 
the brands of a very wide range of merchandise bought Oklahoma city 8 = 
UAE cccseceevecccegse _ i5 —)4 
by American families. Not only shirts and shoes and Dallas Disiriet 0 7B 
Fort Worth ........ — ——§. =! 
razor blades—but automobiles, radios, paint, Houston... —2 7 =4 y 
San Antonio .......... ae — 
roofing, plumbing, etc.—even to women’s Watches! “Los Angeles Area.—I3 “a aa 
COIR  crcrcsceccessoceed --1 = — 0 
° ° San Francises anne —l1 —3 . 
And that discovery — made by advertisers too— goes far to Salt Lake City’. 4 = Fy 
: ’ 704; . “os Seattle ‘ 5 0 -4 
explain TRUE’s 33.2% increase in advertising revenue ie 
r—hnevised. 
for the first four months of 1949. ” ee eS eveta. 
oe ; ; Sharpe & Dohme Sales Up an 
Million-plus circulation, plus selling power on brand Sharpe & Dohme, Inc., Philade - 
decisi ke TRU ; hy of a solid pl phia, reports that its sales for 19: 0 
€cisions, make TRUE wort y OT a soll p ace reached a new high of $35, 210, ~ ), 
, iS] ! a $5,000,000 increase over 194/. 
on your advertising schedule! Consolidated earnings for 19 § rane: 
totaled $4,096,200, approximate ) , 
$800,000 better than 1947. Ne evening 
products from the company’s me 82.8% | 
ical research division have be" 
credited with the increased sal 5 tie 
Heads Eastern Ad Staff E 
S. S. Scranton has been 4) - 
cH ’ § , pointed eastern advertising man - 
America’s Largest Selling Man’s Magazine pone cuntiaal ome Bereaak R 
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-— Ponderosa Pine Elects | 
, T. L. O’Gara, of Weyerhaeuser | — 
i Te 2 Sales Co., St. Paul, has been elected | 
? oleradiio hans c OvNHe/ president of Ponderosa Pine Wood- | merchandising 
‘ work, Chicago. Other officers * 
\ elected are: Arthur Hansen, of cooperation 
’ ? Breathes there an adman so dull of spirit that, in the face Huttig Mfg. Co., vice-president; 
{ ) of television, he does not turn prophet? a —— mi we Cor, o—— The News-Sentinel covers more than 9 out of 
, ' ollier Co., secretary, an rthur : 
t Last lesson we took up television talent unions and con- H. Mohring, of Edward Hines 10 homes in Fort Wayne and offers 100% co- 
, cluded, reasonably, that the net of everything was higher Lumber Co., treasurer. E. W. Rud- operation with National Advertisers. Food, 
‘ costs. Projecting these high initial television costs into the dick was reelected general mana- Drug and Liquor monthly Merchandisers. Week- 
r \ future, the question immediately intrudes: Will te!evision ger. ly Grocers Bulletin. Market Map. Route Lists. 
y ) be the devastating advertising medium its zealots insist? ; Tie-in ads solicited by experienced local staff. 
5 ; * Appoints Porter A. M. 
‘ ( Take, for purposes of contrast, the high-pressure men’s Ernest E. Porter has been named 
° ) clothing business. Most of the big cities now are familiar advertising manager of the Ohio 
° ' with pipe-rack stores, stripped of all class, comforts, credit Farmer, Pennsylvania Farmer and| a 
\ facilities. Just garments hanging on cheap racks in a gaunt Michigan Farmer, published by | 
{ loft. The forced draft behind this policy is hard-hitting, Cappes-Harmen-Giocum, Cleve- FORT WAYNE, INDIANA > 
\ cheap, recorded singing jingle radio advertising. This is a land. He was formerly on the farm ALLEN - KLAPP CO mew ¥ mm 
d buy that even now cannot be duplicated by television and ag : Capper Publications . * E ORK —- CHICAGO — DETROIT 
already advertising rates are going up in New York video. in New FOFrK. 
, We trust our moral is not too obscure. We mean to imply 
\ that as our economy levels off, as money grows tighter, com- 
petition keener, this pipe-rack school of retailing is highly 
\ significant. Other merchants are quick to comprehend the 
} public appeal of clothing sold profitably at 21% markup 
\ against clothing sold competitively and with hardly more 
, profit at 40% markup. In this sort of thing, where dees ad- 
\ vertising come in? Suffice that at no point in merchandising 
d are advertising costs so closely correlated with sales results. 
- What, then, of television’s widely heralded affinity for 
ly ) department stores? If there is to be, as some omens now sug- 
re \ gest, a movement to cut retail overhead, department stores 
rt d cannot be immune to the results and the precedents around 
w \ the corner. 
) 
) What price television? What price union scales, and so 
“il on? Where is the television disc jockey? 
~ , Can syndicated service lick these costs? 
es Your Teleradio Man can raise such issues. He cannot an- 
or , swer them. Nor does he know the name of the man who can. 4 ‘Thi T R 
- HY is 10 oost 
al . p 
‘SS 
'y. | Mark Hopkins Names Rude Swenson Leaves Wagner + 7 
48 Arthur Rude has been appointed; Lowell H. Swenson has resigned iS mine 
‘ promotion manager of the Hotel|as general sales manager of Wag- eee 
ar. Mark Hopkins, San Francisco. He|ner Mfg. Co., Cedar Falls, Ia., to 
<* succeeds Charles Docker, who has| devote his time to his consulting 
“9; | resigned to open his own public/and marketing enterprises. Milo on our 
-21 @ relations office at 25 Taylor St.,|E. DuBois, who has been assistant 
= San Francisco. to Mr. Swenson, has become acting 
_28 sales manager. Wagner manufac- e 
. Hull Cutlers to Bobley tures overhead door hardware, 
“15 John Hull Cutlers Corp., Meri-| electric door operators, farm build- arm agazine uti 
-18 & den. Conn.. manufacturer _ silver-|ing hardware, builders’ specialties POULTRY L RETRIBUNE @ 
ae Tl ecains ‘Butea’ , : . levator equipment. 
“17 ware, tableware and cutlery, has|@nd eleva quip 
~~ appointed Bobley Co., New York, oJ 53 OTHER SPECIALIZED FARM MAGS.@ 
=} § to handle its advertising. Joins ‘Country Gentleman’ ih ; 
= 2 - Budd S. Eichner has joined the NATIONAL FARM MAGS. 
x? Sayers Appoints Wertheim Country Gentleman advertising 
-21 George Sayers, Haverford, Pa.,|sales staff in Detroit. He succeeds 
“7 golf club manufacturer, has ap-| Leslie Lempke, who has been pro- says SECTIONAL FARM MAGS. a 
—1; — pointed Wertheim Associates, New | moted to Detroit publication mana- elie e P 
or York, to handle its advertising. ger of Ladies’ Home Journal. Billionaire Biddy STATE FARM PAPERS ’ 
—2() 
= i 8 a laa : See ; m : 4 —_ 
—24 Ge * . ° ° ee 
= Poultry Tribune is a good bet to lead any farm list in low cost of in- 
16 quiries. 
= . ; , 
“12 ewsday 100,000 Poultry farmers mean business when they write. An unusually high 
st + : percentage of inquiries turn into sales. Why? Because every day is 
=H pay day with the poultry farmer. 
=13 . If you sell home freezers, ranges, washers, or other home appliances, 
“15 poultry farmers with their $3,000,000,000 
. * | yearly income, offer you a primary mar- 
circulation now tops | ket. Poultry Tribune covers the best of 
—18 75,000 this market at low advertising cost. To 
-— | establish preference for your product 
— on half a million of these better farms, 
ad do as Biddy says—“Give Poultry 
— | Tribune a boost to the Top Roost 
-i on your Farm Magazine List.” 
id | Watt Publishing Company, 
= a , | Mount Morris, Illinois. 
2 — 
= 50,000 | vi 
= | / 
2 7 | p 
4 daily on the Real Long Island! | y f 
UP re Corys FADLEA? | 
| 25,000 Coble AAMIAG fF: 
“ ° el a Ma c f , £, 
de - where retail sales exceed $2,000,000 a day : ef, 
19: 8 eh f ag 
53. | , "inate, om 
as) | VES ae] ///, 
19 6 Newsday carried more advertising in 1948 than any New York City f/f, j ti d 
ite y ° ° d | / \¢ \ / ; Z J 
NeW evening paper. . . and on the Real Long Island . . . Newsday carrie | , Z 
ne |- 82.8% more advertising than the second paper. Source: Media Records It’s smart to start 
ne - — ‘ 
. we | our FARM LIST with 
al: s. - Alicia Patterson, Editor and Publisher y 
7” Executive Offices, Hempstead, Long Island, N. Y. | 
| 
an _ 
nic 5 Represented Nationally by Kelly-Smith Company 


he 5 ae 


; —— oo . “5 : eae vim i at be iss hws Tear eee L = i: he oe ese ; ; fie « pao 
{ hd ae ye é men Aer : g % g eek, 2 cage ee se - ur rom, 
ee of ne ' : P Ye pbs a . Seer Se Be ig aa y 7% Pa 2 iS 
ae ey, S. Day = ie Eg i ae tees n ‘ $ . =% t z ‘ 3 - L ree 4 oe 
oe age Pl eid gh y ‘ és See ay} < : Sa ie Pe i, or So Ber eee, ei ey oe i ME er ae oe eee ‘ 
: asa 
5 ooo eee 
cate <.. aes ; 
a a Area 
J roe 
i gl 
as Sema Ce 
Bae oe 52 
Sy ieee aie nea 
Rae woe ce 
<a 2 a 
ie — 
St ae vy 
ee eee ae 
Sa ae 
<i 
es og = 
ro ee 
o 
ae 
te iG = 
—-' as 
woe : 
ae ad 
EG ane 
ic Eee 
oes ae J39 
ee q 
ie eee nw 
— 
fi 
: 
; 
Ee he 
= eRe 
iz 
" i 
Pie 
ey 
SS eee 
— 
Mica et 
ca Sa ie 
aN i ie ts er 
hae a 
ey See 
Pe saul ae 
S eo 
So 
are aa 
ey 
i 
a . 
ieee 
AR ete AE 
ee Ne ge Ce te 
ee Mer bia 'e 
se oh samy 
ce ee 
ei al 
by aees a © fe 
eee Nes 
ee 
a 
ee 
oo 
Be a iarcte kr, 
bit Gece. 
hh Migeec auc re 
ae oo 
ee ais 
Peete te 
en eee 
So oh aaa = 
E te fz ite 
e : iors 
a je a 
a 
rt ee 
2 : a 
ies : PG 
BS S e Ne 
f Be 
eer 
ee. 
jae ” pos ae 
Le» 
So 
> ie eae 
ae 
| Sie “— 
Sa Bae 
: a 
5 =i 
Pt tise aN. eee 
es oe 
a 
hee jp ee RP oth 
eee 7 
peur ag fs 
et 
ee a, 
ae 
es « z ee. 
meee 
(a eo oy 
iat Pet tesa 
ig oes. 
ae a 
a ~ 
: a 
° = é Ae, E : ‘ ‘ . es : : : 4s 3 ~*~ S o 
fet ic ie ee =: Gee 2 ved Wie Beli oe Se a ae: ee 8 2 ne, Be ae eg ee ie. op Mish Seeds BS ees Iisa he naan Ae Rare a bes pp ey ng Sad 8 hae Et . " ear. tee © ine + ied Poet By fe s - Oe i * é . Sah. Naae Shar’ a . — .) ME - 
Ee, NE ec eae oe cee ire OUT eps SS et Mee a ee ¢ us ES OES ION ANE L2 } bs ie a cca ; ~. : as a e 


70 


Swiss Watch 
Makers Stress 
Use of Displays 


New YorK—tThe first step the 
Watchmakers of Switzerland took 
at the outset of their initial Am- 
erican campaign last May was to 
merchandise the promotion to re- 
tail jewelers. They told the jew- 
eler what they were doing in ad- 
vertising and what he could do to 
benefit fronf it. 

Through its agency, Foote, Cone 
& Belding International, New 
York, the Swiss federation got in 
touch with practically every one 
of the 30,000 retail jewelers in this 
country. The mailing piece in- 
cluded a letter and a reply card 
which offered sales aids free of 
charge. 

In order to be sure the jewelers 
could make the most of the maga- 
zine ads, promotion material went 
out in mid-April for graduation 
ads appearing in May and June. 
Jewelers received reprints of the | 
ads and reply cards on which they 
could request counter cards and 
window display material. 


s During the first months of the 
campaign, jewelers were educated 
on the theme and display material 
tied in with the media used. Coun- 
ter cards and window display ma- 
terial emphasized the ads, appear- 
ance in a particular issue of Life, 
for instance. 

A handsomely engraved card 
was mailed to more than 30,000 
jewelers, containing the Swiss 
group’s slogan, “For the Gift 
You'll Give with Pride—Let Your 
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The WATCH MALIRS Cs OF SWIT7ERLAND 


ee 


FOR RETAILERS—Window displays tying in with national advertising of the Watch- 
makers of Switzerland are supplied to retail jewelers through the group's agency, 
Foote, Cone & Belding International. 


| business papers and received 7,500 
| requests for it. 

The Swiss watch makers spend | 
‘about 5% of their annual adver- 
tising budget on point-of-sale ma- | 
terial for American jewelers. The | 
federation will continue its na-| 
tional campaign during this year 
in the same publications used since 
last May, namely: Country Gentle- 
man, Farm Journal, Life, Look, 
National Geographic Magazine, 
The Saturday Evening Post and 
Time. 


G-E Stations Name Weil 

Eugene P. Weil, formerly sales 
and promotion manager of WABY, 
Albany, N. Y., has been appointed 
supervisor of sales of WGY,WGFM 
and WRGB, General Electric radio 
and television stations in Schenec- 
tady. 


Southern Dairies to Wayne 
Tucker Wayne & Co., Atlanta, 

has been named to direct the ad- 

vertising of Southern Dairies, Inc., 


Washington, D. C. 


Advertising Age, April 4, 1949 


| Lion Oil Plugs New Product 


Lion Oil Co., El Dorado, Ark.., is 
introducing a new product, Lion 
Nokorode undercar sealer and 
silencer, through trade _ publica- 
tions. The campaign also will in- 


| clude the use of cloth banners, dis- 


play room signs, envelope stuffers, 
newspaper mats and sales letters, 
plus minute movies. 


Elects Downs President 


Jack Downs, of Clements Mfg. 
Co., Chicago, producer of Cadillac 
vacuum cleaners, has been elected 
president of the Clearing Industrial 
Association, a group of 100 man- 
ufacturing organizations, located 
in Chicago’s nearby Clearing in- 
dustrial district. 


MAAN Adds Three Members 
The Midwestern Advertising 
Agency Network has added the 
following to its membership: Shu- 
tran Mahlin Advertising, Detroit: 
Kelly & Lamb Advertising Agency, 
Columbus, O., and Advertising 
Associates, Saginaw, Mich. 


Jeweler Be Your Guide.” These 
cards were constructed so they 
could be used as counter displays. | 
They proved so successful that the 
agency had to double the order. 
About 68,000 were finally mailed 
out. 

Of 15,000 letters and reply cards 
sent to jewelers in the first mail- 
ing, last April, 17% brought re- | 
tailers’ requests for display pieces. | 
Subsequent mailings revealed to| 
the agency those jewelers who are 
constantly “active” in requesting 
display material. These jewelers | 
now get material automatically | 
and do not have to fill in reply | 
cards. There are about 12,500 “ac- | 
tive” retailers, according to FCBI. | 


@ By last fall, Swiss watch makers | 
felt the display material had fully | 
acquainted both the retailer and | 
consumer with its magazine cam-| 
paign and advertising theme, and| 
discontinued tying in the material | 
with the media. 

In October, the Swiss federa- 
tion cooperated with the Jewelry 
Industry Council’s 1948 October 
Watch Parade (Oct. 10-24) and 
sent display material to practic- 
ally every retail jeweler in the 
country. The mailing piece con- 
sisted of reply cards, a letter, re- 
print of the ad and a reprint of the 
contest page from Jewelry Maga- 
zine. 

Now that the retailer is fully 
aware of the campaign and knows 
how to tie in with the ads, the 
group will concentrate its display 
material on special promotions this 
year. Ads are also emphasizing the 
local jeweler as the Swiss watch 
repair center 


@ The Swiss group offered a new 
“official catalog’ of Swiss watch 
repair parts in three jewelry 


~ 80.000: 
primary teachers 
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SUCH LOCAL STORIES IN THE 
NEW ORLEANS TIMES-PICAYUNE-STATES 
Locally-Edited MAGAZINE... 


THE STORY: 


The story of Louisiana Cypress makes interesting 
reading to readers of the Times-Picayune-States 
Sunday Magazine. Like 90-100% of all stories, 
features and pictures in each of the eleven Locally- 
Edited Gravure Magazines, “Cypress Rides the 
Floating Railroad’’ mirrors the local scene . . . 
because readers are just naturally interested most 
in people and events that are closest to them. 


THE ADVERTISEMENT: 


Advertiser: Nash 
Agency: Geyer, Newell & Ganger, Inc. 
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|on end. Last week, in newspapers,;another has been connected with 


Hudnut and Rayve Creme 
shampoo. In 1931 he started Ray- 
mond Laboratories and in 1939 
was marketing Cold-Ray perma- 
nent wave, one of the first cold 
waves. 

Mr. Lee worked with R. W. N. 
Harris on Toni, selling his interest 
in the business just before it was 
sold to Gillette. In 1946 he sold 
his laboratories to William R. 
Warner-Richard Hudnut for $1,- 
000,000 plus the assumption of a 
$1,000,000 loan, and went to work 


949 idvertising Age, April 4, 1949 
Video Ads Score and women s lists of highest scor- | “a 
is ing national ads in the survey is- | pray- ~ ave in 150 cities, the company’s ads| Toni, 
ion n ARF Study of |sue was a 1,242-line ad for Chev-| told women to “stop torturing your | 
ind rolet automobiles. The survey is- | e is |hair with permanents and chemi- 
ca. ‘Washington Star’ sue was a 48-page Wednesday Snipes Toni cals.” Dancer-Fitzgerald-Sample, 
in- evening paper. New York, handles the advertising. 
lis- New YorK— A full-page Zenith 
°rs, elevision ad on the back page| Armo A ints Henry Bach T 7 Ad Th s With the advertising last week 
oes, f the Washington Star took top ee Be win eme { Spray-A-Wave « : in 1S- 
iti th m dy li Armo Cooling & Ventilating Co., or spray ave cur: in news 
position on the all-study list of/New York, has appointed Henry papers in 25 cities, the company 
op ranking household ads in the! Bach Associates, New York, to Raymond Lee Names }announced that John A. Roosevelt, 
Continuing Study of Newspaper| handle its advertising. Milton | youngest son of the late president, 
tg. Reading conducted by the Adver-| Hertz of the agency has been ap- John Roosevelt Head was appointed president of Spray- 
ac tising Research Foundation. pointed director of television and A-W Cc ; 
ted . ‘adio and also will serve as account| Of New Curl Compan -Wave Co. 
ial In a study of the Jan. 12 issue ye ae mtr uso will serve as aapeteaied seated Previously, the product has been 
an- tye pl the pny Po pa ponte ; BEVERLY Hits, Cat.—The run-|promoted by co-op ads in more 
ted 6% of the men anc ¢ of wom-| ¢ ; away home hair curling business|than 100 cities. 
ssachg- onlan Appoints Agenc : & 
in- n, making it the highest scoring Conl: oe icc g med —_ | has about reached the hair-pulling | The company is a_ subsidiary 
,ational ad in the issue. ontan Hiectric Corp., Hoosevelt, | stage. In a direct turn-about on the | of Lee Pharmacal Co., Chicagosand 
Anoth televiai Stites L. I., N. Y., has appointed Wilhelm- eg . 
nother te evision ad, this one Laughlin-Wilson & Associates, New | famous Toni puzzle slogan, “Which | Beverly Hills, headed by Raymond 
ers for General Electric, gained a two- York, to handle the advertising of|twin has the Toni?,” the new|E. Lee. Mr. Roosevelt, in addition 
ing way tie for tenth place on the all-| its marine division. |Spray-A-Wave Co. shot  back,|to his duties with Spray-A-Wave, 
the study list of highest scoring house- “You know which girl has the wilkretain his association with the 
hu- hold ads. It was the fourth highest | Weston Appoints Champ | Spray-A-Wave curl.” | Roosevelt-Good Department Store, 
oit: scoring national ad among men Henry T. Champ has been ap-| If this theme didn’t ruffle Toni| Beverly Hills, which he opened 
Icy, readers of the issue and third pointed sales manager of George | 4nd the other permanent wave|last year. 
ing highest among women. Weston Ltd., Toronto, biscuits | people, Spray-A-Wave’s following) A veteran of wave lotion devel- 
Placing second on both men’s! manufacturer. ;ad must have made thier hair stand| opment, Mr. Lee at one time or 


GENE COGAN Says: 


People love to 

read and talk about 
people and places 
they know well, 


particularly the yf 


old hometown. 


Intelligent selection of media goes far 

ee, beyond coverage of a market from 

a statistical standpoint. Utmost care 

should be used in determining the extent to which 

a medium is read, viewed or listened to by those 
who receive it. 


It is this kind of reasoning which has led me to 
the purchase of advertising space in Locally-Edited 
Sunday newspaper supplements, such as the New 
re Orleans Times-Picayune-States Sunday Magazine 
Section. Ever since I worked as a reporter on an 
upstate New York newspaper, back in the early 
Twenties, I have had an appreciation of how avidly 
people read editorial matter with a local flavor. 


Chairman, Executive Board, Media Men's Assn. 
Media Director, Geyer, Newell & Ganger, Inc. 


People love to read and talk about people and 
places they know well, particularly the old home- 
town. This is evidenced by the fact that when our 
great national magazines print an article on a 
specific city, their newsstand sales have a marked 
increase in that particular city and hundreds of extra 
copies of that issue must be shipped in to meet 
the demand. 


It is my sincere hope that other newspapers in 
major markets where Sunday color in a locally- 
edited supplement is not available, will in the future, 
decide to distribute a section of this type. 


Very truly yours, 


is 


Media Director 


Eleven weekly newspaper magazines featuring the Local 


for highest reader interest, for advertising 


TOTAL CIRCULATION: OVER 2,090,000 COPIES EACH WEEK 


greater 


For further information contact any of the following representatives 


ATLANTA JOURNAL 

COLUMBIA STATE 

COLUMBUS DISPATCH 

HOUSTON CHRONICLE 
INDIANAPOLIS STAR 

LOUISVILLE COURIER-JOURNAL 
THE NASHVILLE TENNESSEAN 
NEW ORLEANS TIMES-PICAYUNE-STATES 
PITTSBURGH POST-GAZETTE 
SALT LAKE CITY DESERET NEWS 
SAN ANTONIO EXPRESS 


Touch 
value 


Branham Company, Cresmer and Woodward, Jann & Kelley, 


John Budd Compony, Kelly-Smith Company, Moloney, Regan & Schmitt, O'Mara & Ormsbee, Sawyer-Ferguson-Walker Company 


for Hudnut in New York develop- 
ing a hair treatment. 


we When Hudnut obtained its hair 
treatment line, it sold Raymond 
Laboratories back to the employes, 
who are the owners today. Mr. 
Lee then sold Rayve Creme sham- 
poo to the Pepsodent division of 
Lever Bros. and went there as a 
special consultant in development 
work. 

Last year he started Lee Phar- 
macal Co. in Beverly Hills and de- 
veloped Spray-A-Wave from a 
formula created several years ago 
for a hair strengthener. 

Ads for the curl claim it uses 
no harsh chemicals. It explains 
that it is a ‘“‘newly-discovered pro- 
tein element like hair itself.”” An 
account executive at Dancer-Fitz- 
gerald-Sample told an AA reporter 
that a person could drink the stuff 
if it weren’t for the perfume taste. 
Thirty minutes after the hair is 
put up with pins or curlers and 
sprayed with Spray-A-Wave, the 
wave should take. The wave is 
supposed to last about a week. 

A bottle of the product, which 
contains between 25 and 30 waves, 
costs $1.50. It is now sold in drug 
and department stores in more 
than 260 cities. 


a A story on Mr. Lee released by 
his public relations firm, Robert 
|S. Taplinger & Associates, tells 
about a $500 bet Mr. Harris of 
| Toni made with Mr. Lee that the 
| latter couldn't better Toni’s famous 
'twin promotion. When Mr. Lee was 
| ready with Spray-A-Wave he sent 
a bottle to Harris with a note say- 


ling “Try Spray-A-Wave... You 
|don’t have to be a twin to use 
\it.’ The Harris reply, the story 


|concludes, was brief: A check for 
/$500 and one word, “Ouch.” 

| Mr. Harris, however, said the 
| story is without foundation. 


‘NBC Promotes Townsend 

| Charles L. Townsend, NBC iel- 
levision operations supervisor in 
|Chicago for the past six months, 
has been named television techni- 
cal film director for the network. 
|Paul J. Moore, an NBC engineer 
|for 20 years, will take over Mr. 
| Townsend's duties in Chicago. 


‘American Press’ Moves 

The offices of Greater Weeklies 
Associates, Directory of Weekly 
Newspapers, American Press As- 
|sociation, and American Press, 
|formerly located at 225 W. 39th 
|St., have been moved to 920 Broad- 
way, New York. 


YOUR MARKET 
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* Whatever Diesel POWER 
market you look GQNSTRUCTION 


at, Diesel Progress 


covers that market TRANSPORATITON 
se snap Edited AGRICULTURE 
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of Dieselequip- - LUMBER 
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Edited and Published by REX W. WADMAN 
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Survey Shows 
Novelty Effect 
in TV Listening 


46% Like Commercials, 
32% Do Not; Lucky 
Strike Most Popular 


Cuicaco—Some_ evidence that | 
the much discusséd “novelty” ef- 
fect of television actually exists | 
is included in the second survey 
of a continuing study titled, “‘The 
Effect of TV on the Social Habits 
of Chicagoland Families.” 

The survey, conducted by North- 
western University marketing stu- 
dents, under the direction of Dr. 
George R. Terry, shows that pre- 
ference for television over radio 
decreases among TV set owners 
who have had their receivers 
longer than six months. 

Preference for TV over Radio 


Owned Set Owned Set 

Under 6 Mo. 6 Months Plus 
Children 47 to l 14 to 1 
Teen Agers 14 to l 6 to 1 
Adults 9 to l 5 to 1 


However, the total video audi- 
ence continues in the second survey 
to show an 8-to-1 “enjoyment” 
ratio for TV over AM. 


a The number of hours of listen- 
ing per family per night may be 
about the same for old-timer video 
families and families who have 
had their sets less than _ six 
months, but the percentage who 
say that they prefer TV over radio 
declines markedly, Dr. Terry has 
found. 

The first survey, (AA, Aug. 30, 
’48) showed that families with 
television sets do attend movies 
less frequently and that reading 
of books, periodicals and news- 
papers suffer most. The second 
report confirms the original ob- 
servation, as shown in the accom- 
panying chart. 

Data from the latest study in- 
dicates that the typical television 
family is larger than average, and 
that the head of the family is a 
skilled or semi-skilled worker in 
the middle income brackets. De- 
clines in movie attendance are 
most pronounced in TV families 
having children under 12 years of 
age. 

Fifty-four per cent of the re- 
spondents have television house 
parties and more than two-thirds 
of this group plan the parties in 
advance. The frequency of parties 
is: Twice each month, 21%; once 
each month, 18%; and four times 
monthly, 16%. The increased en- 
tertaining of adult and children 
guests is greatest among families 
where the family head is a skilled 
or semi-skilled worker, with teen 
agers or children under 12 and 
with an annual income of from 
$2,000 to $4,000 per year. 


a Greatest declines in radio and 
record listening take place in fam- 
ilies where the man is a semi- 
skilled worker and the income is 
in the $2,000-$4,000 bracket. 

The survey is based upon a ran- 
dom sample of 883 families in Chi- 
cago and suburbs. One-half of the 
sample had the sets more than six 
months, and one-half had sets less 
than six months. 

The study was completed in De- 
cember—before the coaxial cable 
brought the eastern shows into 
Chicago. As a result, Dr. Terry 
suggests caution be used in inter- 


i ee 
Room 303, |!!1 W. Jackson Blvd., Chicago 4 


preting data showing radio holding 
a slight edge in programming. A 
ratio of 1.1 to 1 (radio to tele- 
vision) was obtained in answer to 
the question: “Which offers the 
better programs?” The ratio is con- 
stant for old-timer TV families and 
with those who have only had the 
sets six months or less. 

Almost all TV homes (97%) 
view the sets after 7 p.m., 49% 
operate their sets between 5 and 
7 p.m., and 12% before 5 p.m. 
Nearly one-half of the families 
(46%) said that they like video 
commercials, although 32% indi- 
cated that they did not. 


'a @f those who like television 


commercials, 22% say they are in- 
teresting; 15% “visible”; 11% 
“new and different’; 9% “enter- 
taining”; and 8% “clever.” Those 
who dislike TV commercials gave 
these reasons: “Too Long,” 31%; 
“too much repetition,” 12%; “too 
many,” 8%; “badly timed,” 5%; 
“silly,” 5%. 

Most popular commercials are: 
Lucky Strike, 50% of the TV fam- 


Social Habits of Video Families 


Less Than 6 Months 6 Months or More 


Less Same More Less Same More 


Goes to movies 70% 29% 1% 10% 29% 1% 
Goes to legitimate theaters 32 67 1 25 74 1 
Reads at home 51 47 2 49 49 2 
Dines out 12 84 4 13 81 6 
Entertains adult guests 3 29 68 6 27 67 
Entertains children guests 23 29 48 8 37 55 
Goes to football games 38 55 7; 62 6 
Wrestling 34 62 29 67 
Hockey 33 61 6 29 69 2 
Outdoor activities 29 68 3 28 70 2 
Listens to radio 81 17 2 83 16 1 
Listens to phonograph records 44 53 3 46 50 4 


(425 families) (458 families) 


ilies; Tavern Pale, 10%; Chester- 
field, 9%; RCA, 3% and Philip 
Morris, 3%. In addition, 92% of 
the set owners are satisfied with 
the reception provided by their 
sets. Half of the remaining 8% 
complained of picture clarity, 
jumping, fading or distortion. 
Mimeographed copies of the re- 
port are available gratis (if a 


stamped, addressed envelope is en- 
closed) from Dr. George R. Terry, 
School of Commerce, Northwest- 
ern University, Chicago Campus, 
Chicago. 


‘Collier's’ Names King 

Thomas J. King, formerly with 
Anchor Hocking Glass Corp., has 
joined the Detroit advertising staff 
of Collier’s. 
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Pal Blade Names Christian 


Paul Christian has been ap- 
pointed director of sales and ad- 
vertising of Pal Blade Co., New 
York, maker of Pal hollow groun< 
razor blades. He was formerly) 
vice-president of Chatham & 
Phenix National Bank, executive 
vice-president of Consolidated 
Cigar Corp., and has served as 
a public relations consultant. 


Buick Signs Olsen and Johnson 


Olsen and Johnson will star ir 
Buick’s new television variety 
show, which will start in June ove: 
CBS-TV. The hour program wil 
be produced by Kudner Agency, 
New York, creator of the Texaco 
Star Theater and Admiral Broad- 
way Revue. 


Packaging Exposition Set 


American Management Asso- 
ciation’s 18th national packaging 
exposition will be held May 10-13 
and the AMA-sponsored confer- 
ence on packaging, packing and 
shipping, May 10-12, both in the 
Municipal Auditorium, Atlantic 
City. National packaging week wil! 
be observed May 9-13. 
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“Lived next door for seven years. Kids went to 
the same Sunday schools, and we shared a cottage 
at the Lake two-three summers. Worked together 
on Community Chest drives... Why it was Jim 


who put me up for the lunch club! 


“I thought he’d grab our proposition. But 
offering to introduce us to the purchasing agent 


was practically the brush! Jim used 
who'd go to bat for a friend! 
“I don’t know . 
really does something to aman...” 
Being a Big Shot 


.. maybe being a Big Shot 


a really big Big Shot, that 


is—in a big company, does a lot to a man. 
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He lives in a go 
weaknesses, blind 


requests, but rarel 


to be a fellow 


implement... the bond issue, and building 
funds will be spent, construction carried out, by 
other people. He delegates as*much as possible, 
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Pe 
“Used to be fust like that...” 


Idfish bowl, watched for habits, 
spots. His subordinates have 


specialized experience exceeding his own, may not 
be ignored or easily overruled. He suggests and 


y orders. He initiates, does not 
but the 


shies off the hundreds of picayune details. And 


he favors nobody at the expense of his position, 


associates, stockholders. 


So the time-honored recipe of the go-getter 
salesman—‘‘Sell the man at the top”... is as 


Shopping — her adventures . 


++ eae 


The old block doesn’t chip . . . To 


understand how much inheritance and 


woman shopper's attitude towards your 
product or business . .. Read “Your Sales 
are Her Adventures.” 

You're richer than you think... Now 
93 of 100 business men haven’t provided 
for enough death taxes—but shrinkage 
of estates can be prevented . . . Look for 
“The Heirs You Can’t Forget.” 


environment affect your children, read 
“Like Father, Like Son?” 

Who wants socialism? ... Ten major 
ways government redistributes wealth... 
See “Our Rising Welfare State.” 

And a dozen other articles merit close 
reading in the April Nation’s Business. 
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Fred Smith Opens 
PR Ad Service 


New YorK—Fred Smith, for the 
yast two years chief consultant to 
he Book-of-the-Month Club, has 
ypened Fred Smith & Co., special- 
zing in public relations in adver- 
tising. The organization has facil- 
ities for the placement of adver- 
tising, although its main function 
vill be public relations. Offices 
ire located at 122 E. 42nd St. 

Mr. Smith, who will continue as 
chief consultant to the Book-of- 
the-Month Club, was at one time 
public relations director of Batten, 
Barton, Durstine & Osborn, J. Stir- 
ling Getchell and Young & Rubi- 
cam. 

He managed the publicity for 
Bruce Barton’s congressional cam- 
paign and the pre-convention pub- 
licity in Willkie’s 1940 campaign. 
During the war he was assist- 
ant to the Secretary of the Treas- 
ury and was Mr. Morgenthau’s 


ing the Treasury he became vice- 
president in charge of advertising, 


promotion and public relations of | 


the American Broadcasting Co. and 
later directed advertising for Si- 
mon & Schuster. 

Associated with Mr. Smith in 
his company are LeRoy G. Prov- 
ins, former teacher in the school 
of graphic arts of the Rochester, 
N. Y., Athenaeum, and Lillian 
Rosenzweig, formerly with the 
Book-of-the-Month Club. 


DuMont Promotes Hole 


Leonard Hole, formerly general 
manager of WABD, DuMont’s 
New York outlet, has been named 
director of network operations for 
the DuMont television network. 
Along with the new assignment, 
he will continue his old duties. 


Durstine Elects Malone 

John Malone Jr., who handles 
Seagram’s V. O. Canadian whisky 
and Ancient Bottle gin account 
with Mr. Durstine at Roy S. Dur- 
stine, Inc., New York, has been 


oo 


THE FLAVOR MILLIONS FAVOR 


FAVORED FLAVOR—Nalley’s, Inc., Tacoma, Wash., is using this new outdoor poster 
for Nalley’s mayonnaise, one of the products in its line, distributed in the Pacific 
Northwest. The Condon Co., Tacoma, is the newly appointed agency for this product. 


Sets Father's Day Drive 


Brentwood Sportswear, Phila- 
delphia, will intensify the promo- 
tion of its men’s sports wear for 
Father’s Day with a four-color 
page in the June 6 issue of Life and 
a full page in the New York Times 
Magazine on June 5. J. R. Kupsick 


Publication Adds Features 


American Horologist & Jeweler, 
Denver, has added two new 
features, starting with the March 
issue. One feature is a buyer’s 
guide listing the products and ser- 
vices of all advertisers, and the 
other is “A. H. & J. News Reel,” 


in supervising policy in| elected a vice-president of the| Advertising, New York, is the|which presents industry news in 
war bond promotion. After leav-| agency. 


agency. 


pictorial fashion. 


impracticable as sled dogs on the desert. Once it 
worked, in the one-man, one-mind company—and 
never as well as its advocates claimed. Today, the 
man at the top of the big company is past being a 
prospect, figuratively and factually not at home to 
salesmen... The time to sell the man at the top 
was before he got there, when he could be reached 
and reasoned with, put up a fight for a better buy 
or a good friend! 


Narion’s Business has more “big shots” of 
business among its subscribers than any other 
business publication... goes as far toward selling 
them as any influence can, and farther than 
any salesman. 

But the really big job Nation’s Business does 
for any company selling to business ...is with the 
hundreds of thousands of men on the way up- 
executives in the smaller companies which in the 
aggregate are still the major business market... 
men in the smaller jobs who still make the decisjons 
on heatifg plants, intercom systems, delivery 
trucks, office appliances, freight routes, group 
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policies, paper towels...men in the smaller cities 
which are still the headquarters of the majority of 
American industry. 


Nation’s Business is no office guide, shop 
manual, home study course ... not the book for 
closing prices, bid and asked, who changed jobs, 
plugs and publicity releases...not a news vehicle. 
There is no lack of business news these days— but 
a devastating dearth of understanding of the real 
conditions that cause news. 

Nation’s Business takes the long view, looks 
ahead, reviews carefully and comprehensively the 
trends, forces, movements that make spot news 
tomorrow... points out the probable and possible, 
marks the open roads and stop signs. And when 
important news breaks, the Nation’s Business 
reader is spared the high blood pressure and 
baffled mentality that makes snap judgments and 
business men old before their time. 

And for what Nation’s Business has to give... 
more business men pay more money than for any 
other business publication ...and incidentally 
make Nation’s Business more of a business market! 
... With 650,000 circulation, Nation’s Business has 
more circulation than any other business magazine 

more coverage for advertisers in every business 
classification, every locality, and every rating. 
And naturally the largest package of business 
prospects comes at the lowest cost. 

Maybe you ought to know more about Nation’s 
Business? Call any office... 


NATION'S BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 


Motorola Maps New 
‘Auto Radio Week’ 
for April Campaign 


Cuicaco—Aided and abetted by 
many of its 17,000 dealers who sell 
car radios, Motorola, Inc., will 
aim an advertising barrage at 25,- 
000,000 car-owning families this 
month during its own “Auto Radio 
Week.” 

Dealer cooperation in the April 
10-17 sales drive has been enlisted 
with a complete point-of-sale aid 
kit which offers everything from 
pass-out folders to window stream- 
ers. Motorola splits the cost of 
cooperative newspaper copy 50-50 
with retailers, and for “Auto Ra- 
dio Week” has prepared eight 
newspaper mats which provide 
room for the local dealer’s name 
imprint. 

“Auto Radio Week,” which is 
Motorola’s own promotion and not 
an industry drive, will be adver- 
tised in an extensive list of na- 
tional magazines, including The 
American Weekly, This Week 
Magazine, The Saturday Evening 
Post, etc., and also on the com- 
pany’s “Believe It or Not Ripley” 
video show. The Ripley program 
is aired on NBC’s eastern network 
as a live show, and in addition is 
presented on the midwestern NBC 
net and other video stations via 
film. 


w The point-of-sale kit offers re- 
tailers display boards, banners, 
window displays and catalog sheets, 
in addition to the consumer fold- 
ers and window streamers. One 
window display features the com- 
pany’s volume leader, a one-unit 
package car radio retailing at 
$39.95. This set is complete with 
speaker, control head and mount- 
ing bracket. Four other models, 
completing the °49 line, range up 
to $80. 

Although the company’s auto 
radios account for a _ substantial 
part of its sales volume, Motorola 
also increased its sales of home 
radios last year, and for 1949 looks 
forward to a big boost in video set 
sales. It set a peacetime record for 
sales and profit last year, with 
sales going up from $46,679,000 
to $58,080,000 and net income from 
$2,510,000 to $3,332,000. 

Gourfain-Cobb Advertising 
Agency handles the Motorola ac- 
count. 


Canton Stoker Names Lewis 

Clifford M. Lewis, formerly sales 
manager of Anchor Stove & Range 
Co., New Albany, Ind., has been 
appointed sales promotion manager 
of Canton Stoker Corp., Canton, O., 
manufacturer of industrial and 
commercial stokers. 


WKY Appoints Sugg 


P. A. Sugg has been appointed 
vice-president and_ director of 
WKY, Oklahoma City. He joined 
the station three years ago as 
manager. 


the | | 
DOUBLE EYE-APPEAL 


8 YOUR VISUAL SALES MATERIAL 


ALBUMS OF CLEAR 
Use ACETATE ENVELOPES 


Covers are made of good looking, durable 
Bestex artificial leather. Stocked sizes ore 
9" 11” and 11'2"x 14”. Other sizes to 
order. Choice of Swing-O-Ring, Multiple 
Ring, and several other types of binding. 
Enhances and Protects your Presentation! 
Acetate envelopes also supplied separately. 
Ask for quotation. 


GLENFIELD PLASTICS, INC. 
35 DeWitt St., Beaver Falis, N. Y. 
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Chicago Printing Is 
"‘Mediocre’ Despite 
Talent, Howe Says 


Cuicaco—The number of rejected 
entries in the Society of Typo- 
graphic Arts’ Exhibition of Design 
in Chicago Printing “emerges as 
strong evidence that we are ex- 
pending much of our fine talent 
and skill on efforts that somehow 
add up to nothing better than 
mediocre printed results,” Walter 
Howe, society president, declared. 

His criticism of the quality of 
1948 entries in the show was con- 
tained in a foreword to the book- 
let listing award winners and the 
exhibits in the latest annual show. 
It came close on the heels of 
action by the Art Directors Club 
of New York in omitting a display 
classification and awards in its 
exhibition of advertising and edi- 
torial art, because of poor qual- 
ity (AA, March 21). 


gs This year’s Chicago show, said 
Mr. Howe, compares favorably 
with others in interest and qual- 
ity, but it is the smallest exhibi- 
tion in recent years. While the 
number of entries was average, 
only 94 items were selected for 
showing, a 35% decrease from last 
year’s exhibit and an even greater 
drop from the ’47 show. 

That the judges were able to 
cull only 94 outstanding examples 
from the field, Mr. Howe declared, 
“must come as a shock to those 
who thought the graphic arts were 
approaching prewar standards of 
quality.”” He added that reestab- 
lishment of a common high objec- 
tive for client, designer, typog- 
rapher and printer, and a closer 
cooperation among them all, “is 
needed to make Chicago’s print- 
ing what it can and ought to be.” 

The society’s 22nd exhibition is 


on view at the Art Institute 
through April 9. 
Proetz Award Judges Named 


The following advertising ex- 
ecutives have been selected as 
judges for the fifth annual Erma 
Proetz Award, sponsored by the 
Women’s Advertising Club of St. 
Louis. They are: Frederick W. 
Boulton, vice-president of J. Wal- 
ter Thompson Co.; Leo Burnett, 
president of Leo Burnett Co.; Wil- 
bur Smart, vice-president and art 
director of D’Arcy Advertising Co.; 
E. F. Hascall Jr., vice-president 
of Henri, Hurst & McDonald, and 
Budd Gore, advertising manager 
of Marshall Field & Co. 


Elgin Watch Uses Video 


Elgin National Watch Co. has 
signed for a 52-week schedule of 
television time signal announce- 
ments in New York and Chicago. 
The time signal films are being 
shown over WNBT, New York, 
three times a week at 7:30 p.m., 
EST, and WNBQ, Chicago, five 
times a week at 7 p.m., CST. Run- 
ning 20 seconds, the film pictures 
Elgin watches and the company 
signature with a cut-in for a time 
announcement. 
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SH IKELLOGGS, Box No S55 
= Now look BANS ¢ 


PREMIUM OFFERS—The four-color store poster at the left is being distributed by 
Kellogg Co. to promote the new name ring premium offered with Rice Krispies; the 
one at the right promotes the aluminum wing insert with Kellogg’s Pep. 
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Peitscher Advanced 

Robert C. Peitscher, research 
director, has been appointed vice- 
president in charge of the Chicago 


office of MacDonald-Cook Co. He 
succeeds A. R. MacDonald, who 
will devote his time to account 
executive duties. 


Dry Sack Sherry 
Gets Cloth Sack 


in New Packaging 


New YorK—In keeping with 
the name of the product, Julius 
Wile Sons & Co. has discarded an 
ordinary carton in favor of a 
distinctive cloth sack for its im- 
ported Dry Sack sherry. 

The close-fitting sack, tied at 
the top with a drawstring, is 
stencilled “Dry Sack” in large red 
letters. The enclosed bottle of 
sherry retains the same labels. 

Marc Cramer, Wile’s advertising 
manager, said the advertising and 
promotion budget for Dry Sack 
has been stepped up. The maga- 
zine schedule inciudes Fortune, 
Gourmet, The New Yorker and 
Social Spectator. Business paper 
space also will call attention to the 
packaging change in the product, 
which is the line leader of the 
imported Williams & Humbert 
sherries. 


Advertising Age, April 4, 1949 

Wile believes the new cloth sack, 
exclusive in this field, will stand 
out on retailers’ shelves and coun- 
ters, stimulating “impulse” buying. 
In addition, it points out, the new 
sack-wrap protects the bottle 
against dust and damage. 


Schofield Joins DuMont; 
Thompson to Work on Book 


Arthur C. Schofield has been ap- 
pointed manager of the advertising 
and sales promotion department of 
the DuMont television network, 
replacing Wade Thompson, who 
has resigned. Mr. Schofield for- 
merly was radio and television 
director of Joseph Lowenthal Ad- 
vertising Agency. 

Mr. Thompson will work on his 
book, “Once By The Pacific,” 
which is to be published by Scrib- 
ner’s early this summer. 


Fletcher to Rhoades & Davis 


David Fletcher, formerly an 
assistant art director in the San 
Francisco office of Batten, Barton, 
Durstine & Osborn, has been ap- 
pointed art director of Rhoades & 
Davis, San Francisco agency. 


Look at the individual players records 
of the top-ranking teams—and you'll 
see what makes those teams top-rank. 
They have stars in every position—men 
who know best the particular areas 
they have to cover. 

A top-ranking sales-force is set up the 
same way. And the same kind of set-up 
makes the Metropolitan Group of Sun- 
day Picture Magazines top-rank, too. 


Each of these 26 Sunday Picture Maga- 
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zines is edited in the section of the 
country in which it circulates—by men 
who know best what their readers like 
most because they live among them. 


Result—unmatched readership. In fact, 


highest average inside page reader- 


ship of anything in print, according to 
all available studies! 

Metro Sunday Picture Magazines are 
owned and distributed by 26 leading 
Sunday newspapers, coast to coast. Col- 


lectively, they reach a huge aud:en 
38,000,000 readers in 15,000,000! im 


In short, with one order, one } ie 


copy and one bill, you buy in Vij 


politan Group top readership 21d 
market coverage—and gain im)0! 
savings through Metro's lower G 
rates at the same time! 

That’s a good thing to re’ 
these days, when you've got 
every dollar count! 


Metropolitan Group 
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Chicopee Launches Campaign 
for Lumite Screens, Fabrics 

The Lumite division of Chicopee 
Mfg. Corp., New York, will launch 

spring campaign for Lumite 
screens and woven fabrics in 
American Home, Better Homes & 
Gardens, Country Gentleman, 
Good Housekeeping, Hoard’s 
Dairyman, Holland’s, Home Own- 
er’s Catalogs, Mechanix Illus- 
trated, Popular Mechanics, Pop- 
ular Science Monthly, Progressive 
Farmer, Small Homes Guide and 
Sunset. Twelve business papers 
also will carry these ads. 

The product’s use as auto seat 
covering will be featured in four- 
color pages in Automotive News, 
Holiday and a spread in the D. A. 
C. News, Modern Plastics and 
Motor. Geyer, Newell & Ganger, 
New York, is the agency. 


Two Appoint Kesslinger 

J. M. Kesslinger & Associates, 
Newark, N. J., has been appointed 
to handle the advertising of Ni- 
agara Industrial Corp., New York, 
manufacturer of water coolers and 
dehumidifiers, and Courlan Tool 
Co., New York, exporter of power 
tools. 


These are the 
Sunday Magazine 
picture sections of 
Metropolitan Group 


ATLANTA Journal 
BALTIMORE Sun 
BOSTON Globe 

and/or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 
CLEVELAND Plain Dealer 
DES MOINES Register 
DETROIT News 

and/or Free Press 
INDIANAPOLIS Star 
LOS ANGELES 7imes 
MILWAUKEE Journal 
MINNEAPOLIS 7 ribune 
NEW YORK News 
PHILADELPHIA J/nquirer 
PITTSBURGH Press 


Stromberg-Carlson 
Pushes Video Sets 


ROCHESTER, N. Y.—Stromberg- 
Carlson will break a _ concerted 
magazine drive for its television 
sets in April. The theme: “See it 
better, hear it better with Strom- 
berg-Carlson television.” 

The list of magazines includes 


regular co-op schedule, currently 
is running in some 12 cities. Fed- 
eral Advertising Agency handles 
this account. 


‘TeleViews’ to Bow in April 


TeleViews, a new weekly tele- 
vision fan magazine, is scheduled 
to debut in New York, Staten 
Island, New Jersey and Connecti- 
cut on April 6. The new publica- 


PROVIDENCE Journal 

ST. LOUIS Globe-Democrat 
and/or Post-Dispatch 

ST. PAUL Pioneer Press 

SEATTLE Times 

SPRINGFIELD Republican 

SYRACUSE Post-Standard 

WASHINGTON Star 


media, 


Unlike other national 
Metropolitan Group is a national 
network of twenty-six (26) locaiiy 
ied, locally edited, locally power- 
'ul Sunday picture magazines . 

Prated in Gravure for 15,000,000 


lies. 


heir local ownership, local view- 
poit, local editing, local power, 
up to the greatest local patron- 
age and popularity accorded any 
thi 2 in print. 


‘St FOR FACTS AND FIGURES 
Av ANY OF THESE OFFICES: 


220 East 42ND Street, 
New York 17, N. Y. 


TrisuNne Tower 
Cuicaco 


New Center Buitpinc 
Detroit 


155 Montcomery Sr. 
SAN FRANCISCO 


448 Soutn Hitt Street 
Los ANGELES 


; tion, published by TeleViews Pub- 
| lishing Co., 905 Bergen Ave., Jour- 
‘nal Square, Jersey City, will con- 
|tain a complete program schedule, 
feature articles on video personal- 
ities and latest news. 


‘Pathfinder’ Names Stall 


Better Homes & Gardens, Holiday, 
House Beautiful, House & Garden, 
National Geographic Magazine, The 
New Yorker, The Saturday Eve- 
ning Post and Time. 

This national drive will be sup- 
ported by promotion at the local 


level in key markets and by busi- Sidney J. Stall, formerly a news- 
ness newspaper advertising. The|paner publisher in Wyoming, has 
company’s pre-Easter newspaper | joined the Chicago sales staff of 
copy, which is in addition to the| Pathfinder, Philadelphia. 


... averages 4.7 readers 
per copy! 
Write for complete survey report 


PUBLISHED MONTHLY BY THE H.O. RENO 
53 N. BROADWAY + CHICAGO 40, ‘ones 


Spot Movie Ads In Theatres Sell 
bay binson_ Dresses ror Local stores 


STAGING UP-TO-THE-MINUTE STYLE SHOWS, pro- 
fessionally produced, for local dealers in hundreds of cities and 
towns is not the expensive and complicated job it may seem. Not 
for the Gernes Garment Company, makers of ‘“‘Gay Gibson 
Junior” Dresses. They do the job expertly, simply and inexpen- 
sively with Spot Movie Ads in local theatres. 


LOCAL “GAY GIBSON” DEALER has his store featured in 
Spot Movie Ads shown in his local theatres. Each film becomes the 
retail dealer’s own personalized style show, staged for the cream 
of his potential customers. And the theatre screen medium guaran- 
tees virtually 100% attention of those customers through sight, 
sound, action and demonstration—in color or black and white. 


ATTENTION ADVERTISING EXECUTIVES! Get all the facts about Spot Movie Advertising. Call or 
write for your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising, 


“GAY GIBSON JUNIOR” SPOT MOVIE ADS are short 


features in the theatre’s regular movie program. They are like the 
fashion shows run as regular attractions, complete to special 
backgrounds, mood music and commentaries describing the 
newly-designed “Gay Gibson Junior” Dresses. Each is timely. 


effective and backed by the power of theatre screen advertisin. 


MOVIE ADVERTISING BUREAU maeen nuts all rag 
for the manufacturer. They arrange to sign up the dealers, help 
them select theatres, create the “‘trailers’’ which show the local 
Stores’ name on the screen, and handle theatre scheduling and 


billing. Bureau members can do the same for your product or 
service, in selected markets or on a national scale. 


rT 
Ces 
"Scoacassonesnasese*® 


Movie ADVERTISING BUREAU 


NATIONAL OFFICES 


NEW YORK CHICAGO NEW ORLEANS 
70 E. 45th St. 333-N. Michigan Ave. 1032 Carondelet St. 
° 2) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 Phone: Magnolia 4545 
KANSAS CITY CLEVELAND SAN FRANCISCO 
2449 Charlotte St. 400 Leader Bidg. 870 Market St. 


Phone: Harrison 5840 Phone: Main 9333 Phone: YUkon 6-6164 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC, * MOTION PICTURE ADV. SERVICE CO., INC. 
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‘Small’ Agency Bests 


‘Big’ One in AA Study 


Agency ‘Close By’ Wins 
Almost Unanimous Vote 
in Advertiser Survey 


By JoHN B. MILLER 

Cuicaco—aAll other factors being 
equal, the “small” agency is the 
choice over the “big” one with a 
large majority of the advertisers 
whose annual ad budgets range up 
to the $250,000 mark. 

What’s more, the “small” one has 
an even chance to get the nod from 
prospective clients whose advertis- 
ing expenditures are somewhere in 
the $250,000-$1,000,000 bracket. 
Over $1,000,000, it’s the “big” one, 
three to one. 

That, at least, is the combined 
opinion of a group of companies, 
from the “Under $50,000” adver- 


tisers to those who spend more 
than $1,000,000 a year, who co- 
operated with ADVERTISING AGE in 
its survey of a major management 
problem: “How to Pick an Adver- 
tising Agency.” 


s More than 100 of the 400 firms 
asked to help with the study filled 
out a four-page questionnaire form. 
All of them had made changes in 


their agency setups during 1948. 


Many, though not all of course, 
answered these queries: “If you 
thought two agencies were equally 
good for your company, and one 
was ‘big,’ the other ‘small,’ which 
would you pick? What if one was 
located in the same city where 
your offices are, the other 200 or 
300 miles away?” 

The “in-city” or nearby agency 


study. 


What They Learned 
About Picking Agencies 


This is the fifth of a series of seven articles based on an 
exclusive ADVERTISING AGE survey of more than 100 
advertisers who effected some change last year in their 
agency setups. It covers the relative importance of agency 
size, location and types of accounts handled, to the com- 
panies whose executives cooperated in the confidential 


Remaining articles will detail some of the ideas de- 
veloped by these firms for possible use; the advice they 
would offer friends who may be thinking of an agency 
switch, and what they believe are the most important 
attributes of a successful agency. 


was an almost unanimous choice 
of the respondents, though a few 
maintained that the agency’s loca- 
tion as such made little or no dif- 
ference, that distance is “no real 
handicap.” One company spokes- 
man, alone with this view, com- 
mented: “Location not much of a 
factor, although believe we would 
prefer ,one out of town so we 


wouldn’t be bothered so much.” 


a A few companies said they con- 
sider actual size of the agency 
unimportant, or at least not an 
“impelling factor” in choosing an 
agency. Several others explained 
they would prefer the “average” 
or medium-size agency, as against 
either the “large” or “small one,” 
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did 820 advertisers use Hardware Age 
exclusively in 1948? 


“Aim it right and you need only one bullet!” Good hunters know that’s 
true and 820 — almost half of all national hardware trade advertisers last 
year — relied on Hardware Age alone to carry their sales messages to the 
great $2,400,000,000 hardware distribution market. 

For through Hardware Age, and Hardware Age alone, you can pene- 
trate to the very grass roots of the hardware trade with at least one 
merchant subscriber in every one of 8,536 cities and towns. In all, more 
than 22,000 copies reach retailers every other week. Each copy is seen by 
an average of 4.6 readers, providing a total audience of over 100,000 
among retailer personnel. 

At the wholesale level, Hardware Age provides 60% greater coverage 
than any other hardware paper with 6,100 subscribers in the nation’s 509 
wholesale distributors. 

Add to that Hardware Age’s position with the largest, and only wholly 
voluntary, prepaid circulation in the field and you have the answer to why 
Hardware Age is first on most advertisers’ lists. 


decisions are made. 


= HARDWA 


100 EAST 42nd STREET 


Your best year-round salesman is Hardware Age’s famous 
Merchandise Directory Number. Spot your story here and 
have your product information available when buying 


NAN 


/ 


GREAT HARDWARE MARKET 


NEW YORK 17, N. 
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if other factors were the same. 

Here are a few of these adver- 
tisers’ comments, pro and con, on 
agency size and location. They’r 
grouped, without overdue em 
phasis, in their respective ad budg- 
et categories, and represent firm: 
serving consumer, industrial and 
both fields. 


Under $50,000 Bracket 


“Would favor the large agency 
if we had reason to believe they 
would take a real interest in ow 
account, as they have more t 
offer.” 

“Would chose the larger one, 
provided the man had ability. 

‘Would prefer medium-size 
agency in city not over 150 mile 
away.” 

“Distance added much to our 
difficulties in working with one 
agency.” 


$50,000-$100,000 Group 


“We must have easy access to 
the people we work with.” 

“The large one, for its larger 
background of experience from 
which we could draw.” 


$100,000-$250,000 Group 


“IT would pick medium to fairly 
big one. President would, and did, 
pick small one.” 

“We would take the smaller 
agency every time. The nearer the 
better—this means better service, 
and we can prove it.” 

“Size of agency would make no 
difference; however, location (in 
same city) would be a definite 
point in favor of agency.” 

“Our billing amounts to only 
$160,000 yearly and if we are a 
small agency’s larger account we 
get better service.” 

“We've tried both; each has ad- 
vantages and disadvantages. Be- 
lieve the right contact man is the 
answer. Except for expense (tele- 
phone calls, traveling, etc.), have 
no objection to working with an 
agency 200 to 300 miles distant.” 


$250,000-$500,000 Group 


“Would pick largest (with finan- 
cial strength) and closest to us.” 

“We have had both types and 
it’s a mistake for big agencies to 
even solicit the medium and small 
accounts. Their services do more 
to discourage the small advertiser 
than the benefits to either.” 


$500,000-$1,000,000 Group 

“My minority report favoring a 
large agency against a small one 
was not directed in particular 
against the small one, which finally 
got the account. My argument was 
that we are a large corporation, 
offering worldwide services and 
with offices scattered around the 
globe. Therefore we could be 
served best by an agency with 
similar or parallel facilities. | 
argued also that a large agency 
has the advantage of prestige and 
purchasing power in selecting {:- 
vored ad position in publications, 
and in helping with various collit- 
eral or supplementary promotional 
activities. I recognize, however, 
that there are certain advantag:s, 
in personalized services, etc., from 
a small agency, which is provi 
out well in this instance.” 


Over $1,000,000 Group 


“Would lean toward ‘small,’ but 
agency should not be so small it 
is virtually dependent on 0+ 
client. Agency, whether large 
small, should be diversified.” 

“If we were seeking a new g¢'! 
eral agency we would not be c 
cerned with whether it was la! +¢ 
or small. Everything would 
pend upon the ability of the age: °Y 
to help advertise and merchan¢ ‘s¢ 
our products. It would make 
yarticular difference to us wheth'! 
the agency were 200 or 300 mi’ 
away.” 

“We would pick a larger 0! © 
We always prefer a local agenc; 

“Big agency referred—bet' 
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agency size: 


17 prefer the “big” one. 


Small, ‘In-City’ Agencies Win 


Here is the vote by advertisers, in all ad budget brackets and 
in both consumer and industrial fields, on agencies they would 
consider “equally good” for their companies but which are “big” 
or “small,” and which are located either in the same city as the 
advertiser’s home office, or 200 to 300 miles away. Naturally, the 
size of the account is also a governing factor, particularly on 


32 prefer the “small agency.” 


58 favor the “in-city” or nearby agency. 
1 prefers the out-of-town one. 

Of the firms represented in the survey, 29 reported that agency 
size was an important factor in their choice of a new agency last 
year; nine said “No.” Thirty-eight said location was a factor in 
their selection; four said “No.” Thirty reported types of accounts 
handled an important factor; six replied “No.” 


“More than one is too compli- 
cated. The second one is always 
trying to hog the business.” 

“We prefer different agencies 
to handle distinctly different prod- 
ucts.” 

“We need two, one for industrial, 
one consumer advertising.” 

“It’s better to have one agency 
handle the whole account in order 
to have the work centralized, and 
only one contact for all products.” 

“Competition between agencies 
is desirable.” 


ws “I prefer a duel agency setup, 
because of the service possibilities 
and the competitive factor. How- 


able to supply top talent and such 
services as merchandising, pilot 
studies, etc. Prefer local organiza- 
tion.” 

“We would pick the large agency. 
The matter of distance would be 
a major factor if the type of serv- 
ice required was of a highly de- 
tailed and timely nature.” 

“Size means little on some ac- 
counts where art or copy service 
is not needed frequently; on others 
it is a prime factor, as is research. 
We prefer an agency ‘in town’ for 
better service.” 

“We would not say that a big 
or small agency would get the nod 
because of that angle alone... 
If only one of the two was located 
in the same city with our general 
offices, it would get the business.” 


s In actual practice, the respond- 
ing companies gave considerable 
emphasis to size, location and type 
of accounts handled as important 
factors in the agency changes they 
made during 1948. In percentages, 
less than one in five maintained 
that these were not heavily-influ- 
encing factors, that other consid- 
erations were more important in 
their final decisions. 

The agency’s location drew the 
greatest attention among the three 
factors listed, with its size and 
types of accounts served—about 
on a par—not too far behind. 

Other factors which outranked 
these considerations, some com- 
panies said, were the agencies’ 
services and personnel, and espe- 
cially the experience, initiative and 
character of the account executive. 
One respondent, whose firm’s ’48 
ad budget was.in the $250,000- 
$500,000 category, put it this way: 


s “A man experienced in our field 
to act as account executive was 
primary. We have found over the 
years that agency size, prestige, 
staff, etc:, mean nothing unless the 
account executive is capable. 
Ninety per cent of what you get 
from an agency depends on him.” 

With regard to types of accounts, 
one advertiser in the $1,000,000- 
plis group pointed out that “sales 
re ults of other accounts were an 
important factor, not so much 
types of accounts.” A medium- 
siz: advertiser, who considered 
agency location most import- 
, commented that the “one de- 
trecting factor against the agency 
final choice was its lack of 
ilar accounts.” 


® .s might be expected, the “Un- 
$50,000” advertisers voted en 
me se for a single agency to handle 
entire acccunt, and the “Over 
$1, 00,000” advertisers are almost 
nimous in their preference for 
a ultiple-agency setup because 


of lifferent product lines, diversi- 
le fields, and many media used. 
Th $50,000-$100,000 advertisers 


‘a d three to one in favor of a 
‘in le agency, while the $100,000- 
000 group is unanimous in its 
erence for one agency. The 
) 2-than-one-agency setup holds 
4s ght edge among advertisers in 
* 3250,000-$500,000 group. Those 
‘Nn ' 1e $500,000-$1,000,000 category 


of a single or multiple agency 
operation. 

One of the “small” advertisers 
expressed the group’s general feel- 
ing this way: “It’s better to have 
one agency handle it all, with this 
size expenditure. You mean more 
to the agency, and they to you.” 


ws Among the bigger-budget com- 
panies, here are some of the views: 


ever, I do not believe this is a 
good idea if the amount of business 
each agency enjoys is not suffi- 
ciently substantial to permit unre- 
stricted effort behind, and enthusi- 
asm for, the account.” 
“Theoretically we favor one 
agency, but sometimes special 
know-how in industrial fields of 
individual agencies outweighs the 
advantages of complete consolida- 


tion.” 


“Different agencies for various 
product lines makes for an inde- 
pendence of thinking and better 
planning for each individual prod- 
uct.” 


a “While one agency at present 
handles the advertising of three 
of our important divisions, we be- 
lieve, in theory, that widely vary- 
ing product lines would be handled 
more effectively by different agen- 
cies. Such procedure would effect 
closer concentration and efficiency, 
avoid confusion of effort, and keep 
the respective agencies ‘on their 
toes’ competitively. We feel dif- 
ferent agencies are not necessarily 
required for different types of 
media.” 

Ten of the companies told AA 
they added the services of another 
agency during the past year. Four 
of these explained the step was 
deemed advisable because they 
added new divisions or developed 
new lines of products. One decided 
to appoint a new agency for an 
already existing division, due to an 
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added an agency “for publicity 
only,” because “these men are spe- 
cialists in their field.” 


« Two other companies bought 
out existing firms and retained the 


agencies which were handling 
those accounts. One explained: 
“We were impressed with the 


agency’s record and organization, 
and felt it would be a mistake not 
to continue to use the experience 
and background information they 
had.” 

Of the others, one added another 
agency “to get greater frequency 
of contact on direct mail and pro- 
motional material on which we did 
not wish to build up a large inter- 
nal staff.’”” One company added an 
agency to help with its radio ad- 
vertising, keeping the “regular” 
agency which had served it for 
years. “Both of the agencies we 
now use we do out of mutual 
acquaintanceship and close asso- 
ciation,” it explained, “and it 
would be hard to define our reason 
for selecting them on any technical 


expanding program. One firm 


basis.” 


‘qually divided over the merits 


but real corn—has a great future!... 


superseded by improved strains with stronger stalks, greater yield, 
higher protein and oil content, more resistance to drought, pests, 


disease . . 


Possible developments are several small ears on a single stalk 
..mutants that resemble grass, grow in dryer soil, produce kernels on 
spikelets like wheat, can be harvested with a combine . 
yield sucrose, like Cuban cane or sugar beets . . 
in the starch content could open wide industrial utility in ee 


agric ultural staple .. 


Not the radio variety... 


The hybrid varieties that added 


so much to the farmers’ incomes will be obsolete in five years... 


. and come up earlier, grow farther North. 


“Hybrid Corn Is Up To ten Tricks” on 
page 28, SuccessFUL FarMinG for April, is an inspiring article no 


alert advertiser can afford to overlook! 


And for farm home makers... 


Wax enthusiastically .. . 
. page 104 


smarten the room. . 


Comfort and convenience . 
item budget for every room in the new SF farm home, as furnished 


. page 40 


by St. Louis store . . 
You needn’t work 


Wagners, Defiance County, O. . 


. for minimum cost. . 


so hard.. 


Be a planner .. 


. and a switch 


Facials for furniture give glamor, 


. Item by 


. they like television, too. . 


Most missed market... 
families in the 15 Heart States.. 
largest property investment.. 


in income—$4,000 above the US farm average . . 


. Stalks that 


. Testimonial for electricity by the Cletus 


- page 34 


. And prevent narrow doors and cabinets, 
fireplace, inaccessible storage space, furniture that doesn’t fit rooms . . 


equivalents. Of SuccessruL FARMING’s 1,200,000 subscribers, a round 
million farm families in the Heart States average some $10,000 


market in the world today! 

Giving high penetration where general media run thin, SUCCESSFUL 
Farminc is indispensable—if your national advertising is really to be 
national! Get the facts from any SF office . 
Des Moines, New York, Chicago, Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles, 


in most marketing plans are the best farm 
. with the most fertile soil, highest yields, 


.and spendable surpluses above urban income 


. are the best class 


. SUCCESSFU 


*catercorner’’ 


. page 38 


tL. FARMING, 
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Recording Code 
to Be Adopted 
at NAB Meeting 


CuicaGco—The proposed code of 
standards for mechanical, mag- 
netic and optical recording and 
reproducing will probably be ap- 
proved at the National Association 
of Broadcasters’ engineering con- 
ference here April 6-9. 

The engineering meeting, set 
for the first. three days of the 
April 6-13 NAB conference, will 
hear final drafts of nine separate 
sets of standards, of which that 
covering magnetic recording may 
prove to be of greatest interest. 

The committee on standards will 
meet April 9 at 3 p. m. to consider 
the tentatively approved codes. If 
they approve the standards, the 
NAB board will take up the sub- 
ject the following week. 

NAB’s engineering meeting also 
will hear discussions of TV in- 
stallation problems, development 
of super-power FM, atomic energy 
prospects in the next few years, 
improvements in 16 mm. pro- 
jection, advances in facsimile 
broadcasting, and a progress re- 
port on ultra high-frequency 
video. 


s Following the engineering meet- 
ing, unaffiliated stations (both 
members and non-members of 
NAB) will hold an all day session 
April 10. Sidney Roslow of Pulse 
will offer results of a study indi- 
cating that “the independent is 
_ here to stay.” 

Other sessions at the unaffil- 
iated station meeting will cover 
transcription costs, the United 
Nations as a program source, ad 
council programs, and a_ speech 
by NAB President Justin Miller 
on: “Who owns and controls radio 
broadcasting in America?” 

On the same day owners and 
managers of Mutual Broadcasting 
Co.’s affiliates, will hold their an- 
nual meeting, with discusstns_ of 
Daylight Savings Time operations,, 
programming plans and telévision 
on the agenda. - 

The association’s resolutions 
committee is scheduled to meeét 
Monday, April 11, at 10 a.m., 
to consider resolutions submitted 
prior to the convention. 


@ As previously announced, At- 
torney General Tom Clark and 
Wayne Coy, Federal Communica- 
tions Commission chairman, will 
be featured speakers at the man- 
agement portion of the conference, 
April 11 and 12, for which more 
than 800 delegates already have 
registered. 

The management portion will 
lead off with committee meetings 
on the morning of April 11. The 
afternoon will be devoted to con- 
sideration of selling problems, in- 
cluding successful use of radio ad- 
vertising by department stores and 
retailers and selling in small mar- 
kets. FM radio will hold the spot- 
light in the evening. 

On Tuesday, April 12, A. D. 
Willard, executive vice-president 
of NAB, will head a session on 
public relations at the manage- 
ment level, the use of public re- 
lations material in programs and 
building station acceptance in a 
community. The afternoon busi- 
ness session will cover Puerto 
Rican broadcasting, a report on 
Broadcast Music, a floor discus- 
sion on Broadcast Measurement 


OIL FIELD SURVEYS 


Interview organisation tn 88 major oil areas 
in 26 states which produce and refine oil. 
Write for pamphiet on how we can give 
statistically valuable advertising and sales 
on products sold to oil industry, AT LOW COST. 


LESLIE BROOKS & ASSOCIATES 


Oll Field Research Specialists 
McBirney Bidg. Tulsa, Okla. 


Bureau, and voting on resolutions 
suggested by the committee. 


a The final day of the conference, 
April 13, will be devoted entirely 
to sessions on television. 

An announcement of the re- 
sults of the recent mail referen- 
dum to determine whether or not 
the NAB board has the power to 
enact, amend and promulgate 
Standards of Practice or codes is 
expected to be made early in the 
conference. The referendum was 


brought about by a petition with 
295 signatures that was circulated 
by Edward Breen of KVFD, Fort 
Dodge, Ia. 

On public display for the first 
time will be Station WBKB’s 
Multiscope, which transmits time, 
weather, ticker tape news and 
advertising slides over the tele- 
vision channels, on time formerly 
used for test pattern transmission. 
The device, invented by John Mit- 
chell and Red Quinlan of the Chi- 
cago Balaban & Katz outlet, is 


owned by Sterling Television, a 
B&K subsidiary, manufactured by 
Acme Telectronix of Cleveland, 
and leased through the United 
Press sales organization. 


CAPEHART TO TALK 
AT MAY RMA MEETING 
Cuicaco—Sen. Homer E. Cape- 
hart (R., Ind.) will address the 
May 19 membership luncheon of 
the Radio Manufacturers Associa- 
tion’s silver anniversary conven- 
tion here May 16-19—at the same 


Advertising Age, April 4, 1949 
time that the radio parts exhibi- 
tion will be held. 

Max F. Balcom, RMA president. 
will make his amnual address a‘ 
the membership luncheon also. Ths 
noon gathering follows mornin; 
meetings of all five RMA divi- 
sions, at which chairmen and di- 
rectors will be elected. 


Paint Firm Names Brash 


Edward M. Brash has beer 
named sales manager of Yates & 
Smart Paint Co., San Francisco. 


So you can get more for your advertising dollar ... 


We measure... 


We classify . . . ar 
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= | ag good advertising man keeps a finger on 


the pulse of the media that take his product 
to market. In advertising, unlike other busines- 
ses, the competitive picture is a matter of public 
record. Because of that simple fact, space records 
are available from many authoritative sources. 


L.N.A. (Leading National Advertisers) meas- 
ures, classifies and reports on advertising in gen- 
eral magazines. For data on newspapers, the 
advertiser loeks to Media Records. a 


Agricultural Publications Association provides 
a similar type of service on farm magazines. 


What About Business Papers? 


Odadty enough, there is no commercially spon- 


sored media check on product advertising in the 
business paper field.* 


To meet this need, business paper advertisers 
and their agencies began—years ago—looking to 
McGraw-Hill. We started the McGraw-Hill 
Space Check Service in a modest way. The de- 
mand grew. The service expanded. 


Today we maintain a continuous check of 
disylay advertising in almost 200 representative 
business and industrial publications, serving the 
56 basic industrial fields and functions. Thus, we 
provide advertising managers and agency execu- 
tives with the same kind of service that is avail- 
able on other types of media. 


*(Brad-Vern Reports, an excellent service sponsored by Printers’ Ink, 
shows advertising volume by companies only.) 


ONE OF A SERIES ON THE ‘’PLUS VALUES’’ TO ADVERTISERS, OFFERED BY McGRAW-HILL PUBLICATIONS 
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Viking Sues ‘Cosmo’ 
Over Copy in Ads 
on Walker Biography 


New YorK—Cosmopolitan has 
been restrained, pending trial, by 
Justice Ernest E. L. Hammer of 
tne New York Supreme Court, 
from further advertising the article 
“Beau James” in its March issue 
as a “book length” version of Gene 
Fowler’s forthcoming biography of 


April 4, 


the late James J. Walker. 

In a suit brought by Viking 
Press, New York, which has ex- 
clusive rights to publish the 150,- 
000-word volume to be released on 
April 8, the publishing house said 
it had authorized Mr. Fowler to 
sell the magazine the right to pub- 
lish a 30,000-word condensation. 


es Viking contended that Cosmo- 
politan, in calling it a book length 
biography in its ads, had exceeded 
the bounds of propriety. Hearst 


Magazines, Inc., publisher of Cos- 
mopolitan, denied it had published 
false or misleading advertising. 

Viking’s motion, asking a halt 
to further distribution of the mag- 
azine, which appeared on March 1, 
demanding a recall of all unsold 
copies from retailers and distribu- 
tors, and wanting new advertising 
to correct the impression of the 
original ads, was denied by Justice 
Hammer. He said that those points 
as well as claim for damage, were 
matters for a trial. 


Morgan Appoints Reynolds 

D. F. Morgan Ltd., Montreal hat 
manufacturer, has named E. W. 
Reynolds & Co., Montreal, to 
handle its advertising. Spring copy 
will break shortly in Canadian 
daily newspapers. 


Kodak Boosts Lauder 


D. Douglas Lauder has been 
named sales manager of the Cana- 
dian Kodak Sales Ltd., Toronto. 
He has been with the company 
since 1923. 


With Reports Like These 


Keeping tabs on business paper advertising de- 
velops many facets of useful information about 
products, companies, markets and copy appeals 
which can contribute to a more effective advertis- 
ing approach tothe field in which your productsells. 


1. DETAIL PRODUCT TABLES are available on 
950 different products. They list the publi- 
cations used, and the amount of space placed 
over a five-year period. They identify ad- 


» 


vertisers and trends. 


2. COMPANY SUMMARIES provide a record of 
the total space placed by each company on a 
specific product (950 products checked.) 
Trend comparisons between companies can 
be made from these tables. 


PUBLICATION SUMMARIES provide a quick 
picture of the publications carrying space 
on the product, show amount of space car- 
ried over a five-year period. From these, 
publications can be studied in terms of vol- 
ume of space carried. 


4. COMPANY TABLES on over 20,000 adver- 

tisers show the publications used and the 
amount of space placed on 
\ each product. They providea 
\\ base for studying a product 


advertising pattern. 


\ Available also are special 
\\ analyses of copy themes — 
\\ advertising trends — ad- 
vertising efforts by spe- 

\ cific fields — and other 
important indications 
which can be drawn 

from this service. 


McGRAW-HILL 
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By 


tee eTreert, = 


NEW 


To Help Answer Questions Like These 


Out of the tangible evidence revealed by this 
continuing McGraw-Hill service, you will be 
better equipped to determine such things as: 


e publications to consider 


e copy themes and applications 


e size of schedules 
e frequency of insertions 


because you will know: 


e what markets are now being cultivated 


by other advertisers 


e trends of competitive advertising 
esizes of schedules, and frequency of 


insertions 


e number of media being used 


Ask Your McGraw-Hill Man 


McGraw-Hill Space Checking records and 
facilities are, for the most part, available at no 
charge to agencies, and advertisers. Exceptions 
are analyses which may require special com- 
pilations. These are provided at cost. 


The service—we repeat— is designed, and 
maintained, to keep you abreast of what’s 
going on in the business paper field—to help 


you do a better advertising job. 


It is the kind of service which — to be of most 
benefit to you — requires a mutual understand- 
ing of a specific problem. So we suggest that 
you discuss McGraw-Hill’s Space Check with 
your McGraw-Hill man. He’ll be glad to give 


you complete information. 


iid aoe 
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Seek 1950 Housing 
Census in HR. 2203 


WASHINGTON—Home builders, 
broadcasters, veterans’ organiza- 
tions and government agencies 
teamed up Tuesday to ask House 
post office and civil service com- 
mittee approval of legislation (HR. 
2203) authorizing a census of 
housing in 1950 and every ten years 
thereafter. 

John M. Dickerson, legislative 
director of the National Association 
of Home Builders, told the com- 
mittee there are too many “un- 
substantiated guesstimates” about 
housing. He said that the Census 
Bureau is the one agency qualified 
to provide unbiased information. 

Census Chief J. C. Capt reported 
that the proposed housing census 
would include about 20 questions 
pointing up housing conditions and 
household equipment. 


w Mr. Capt and Raymond H. Fo- 
ley, housing and home finance 
administrator, pointed out that 
wartime population shifts out- 
moded housing census data ac- 
cumulated in 1940. 

Mr. Foley stressed that the cen- 
sus would benefit producers, dis- 
tributors and retailers of house- 
hold furnishings, electrical ap- 
pliances, stoves, heating equipment 
and paint, in addition to the con- 
struction and building supply in- 
dustry. 

The population and agriculture 
censuses are to cost approximately 
$70,000,000, Mr. Capt reported. The 
housing census has been bud- 
geted for $15,000,000 but may cost 
as much as $25,000,000 if Congress 
requires breakdowns on veterans’ 
housing conditions asked by Amer- 
ican Legion spokesmen. 


s Other proponents include the U. 
S. Chamber of Commerce, and A. 
D. Willard Jr., executive vice-pres- 
ident of the National Association 
of Broadcasters. 

In a letter to the committee, Mr. 
Willard pointed out that the hous- 
ing census traditionally includes 
reporting the number of radio 
homes. 


Pabst Buys Evening TV 


Pabst Brewing Co. has signed 
with WBKB, Chicago, for evening 
television time each night during 
the baseball season from the con- 
clusion of the regular telecast un- 
til 11 p.m.—about 10 hours 
weekly. The company will use 
WBKB’s Multiscope (the «device 
which transmits the time, weather 
report, news ticker and advertis- 
ing slide simultaneously during 
time formerly used for the test 
pattern) to air baseball news, 
lineups for the next day’s games, 
news and Pabst recipes. 


Edwards Names O'Rourke 


John O’Rourke & Associates, San 
Francisco, has assumed direction 
of the advertising and sales pro- 
motion activities of the Frank 
Edwards Co., northern California 
automotive equipment distributor. 


Adds Kirschner 


Arnold N. Kirschner, formerly 
with Sterling Advertising Agency, 
New York, has joined the sales 
staff of the Recorder-Sunset Press, 
San Francisco. 


THE NEGRO 


MARKET [IS 


TERRIFIC! 


15 million American Negroes 
10 billion dollars a year! If you have 
food, drinks, per: or any other 
products to sell, reach this big yo 
public through the Negro papers an 
magazines. Interstate United News- 
papers, iInc., 545 Fifth Ave., N. Y., can 
show you how advertising in these 
publications reap big markets and 
profits! Write us today. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
Write now for this free information. 
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No. 3278. The Market for Luggage. 


Personal expenditures for lug- 
gage have been increasing steadily 
since 1939, this study, published 
by Better Homes & Gardens, says, 
and the upsurge in the number of 
tourists and vacationers is con- 
sidered a favorable indicator of 
the future market. Figures from 
the Federal Reserve System and 
Department of Commerce provide 
tables and graphs showing personal 
consumption expenditures, 1929- 
1947; distribution by type of out- 
let; seasonal index of sales, and 
luggage sizes and styles. Geo- 
graphic distribution of sales and 
consumer buying habits are shown 
in compilations by Luggage & 
Leather Goods Association. 


No. 3279. A Collection of 1948 
Year-End Bank Statements. 


The New York Times has issued 
this collection of bank statements 
published in its pages, providing 
a record of national and state 
banks, savings and loan associa- 
tions and reports from Canadian 
banks. 


No. 3280. A Detailed Study of the 
Vending Machine Industry. 

A look at the market for vending 
machines and the products sold 
through them is provided in this 
study, based on Department of 
Commerce data and surveys by 
the staff of The Billboard and 
Vend, published by Billboard Pub- 
lishing Co. Candy, tobacco and 
beverages, the three pioneers in 
automatic merchandising, are cov- 
ered in detail in the study. Solid 
gains are being made in new fields, 
the report says, such as ice cream, 
coffee and many personal service 
items. The current status and mar- 


ket potential, a description of ter- 
minology, service machines, loca- 
tions and the market in general 
are included. 


No. 3281. Annual Report to Ad- 
vertisers. 


Parents’ Magazine’s annual re- 
port for 1948 shows advertising 
revenues and circulation at all- 
time highs. The report tabulates 
1948 advertisers in eight classifi- 
cations, showing products adver- 
tised, total years the advertiser 
has used Parents’, and total adver- 
tisements through 1948. 


No. 3258. Cost Reduction. 

The squeeze of rising costs, high 
taxes and high wage levels is 
cited as industry’s No. 1 problem 
in this booklet, the seventh in a 
series on copy techniques, issued 
by McGraw-Hill Publishing Co. 
All “good” business papers have 
been increasing the flow of “know- 
how” and “how-to” information, 
suggesting new and better ways to 
cut costs, the booklet says, and in- 
dustrial advertisers have not only 
an opportunity but an obligation 
to emphasize the cost and time- 
Saving advantages of their prod- 
ucts. Some examples of what Mc- 
Graw-Hill publications are doing 
are shown, as are examples of how 
some advertisers are stressing cost 
reduction. 


No. 3231. What You Should Know 
About DMG’s. 


Dell Modern Group’s audience 
survey introduces a typical “Dell 
Modern Girl” as a representative 
of Dell Modern Group readers, 
giving new information on her in- 
come, home life, education and 
reading habits. 


USE COUPON TO OBTAIN INFORMATION 


00 E. Ohio St., Chicago 11, Il. 


Readers Service Dept., ADVERTISING AGE 
1 


Please send me the following (insert number of each item wanted) 
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_ ADVERTISING © 
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PAINTED DISPLAYS 


Py os 


‘SPECTACULAR 
ELECTRICS 


**,.. THIS SPLENDID RESPONSE”’ 


Tired of sweltering through those 
dreadful southern summers a copy- 
writer ran himself a situations-wanted 
ad in these columns. “I have had over 
a dozen answers,” he told us, “and the 
replies are still coming in. I cannot 
recommend ADVERTISING AGE too 
highly for this splendid response. More 
power to your good sheet!” Well, it does 
have power—power to produce plenty 
of inquiries from the top men in the 
business, power to sell goods and serv- 
ices. If you’re tired of sweltering, run 
an‘ad and see! 


(maximum two limes} 30 
numbers cdd two lines. Th 
dote. Display clossified advertisements take card rate of $10. per column inch. Regu- 


lor cord discounts ‘on. multiple insertions and space over 5 inches apply on display 


HELP WANTED 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personne!l 
209 S. State St., HA 17-2063, Chicago 
Research Director wanted. Man with some 
experience, flavored with either retail- 
ing or advertising, or both. Experience 
in development of sales presentations 
very desirable. Excellent opportunities 
for growth. Pleasant working conditions. 
Starting salary will be based on man’s 

worth, but prefer man in $3500 range. 
Box 2379, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 
HELP WANTED: ADVERTISING ~— 
Leading National Food Trade Publication 
with headquarters in Chicago is looking 
for a young man with experience in the 
food field for position of advertising 
manager. This is a fine opportunity for 
a man who likes to sell and who wants to 
be his own boss. Please give full parti- 
culars, including age, experience and 
salary requirements. 
Box 2380, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 
CAN YOU WRITE—SELL? 
Can you write good editorial copy and sell 
advertising? If so, we have several ex- 
clusive territories open for leading South- 
ern Business Papers. Must have car and 
be willing to travel. Good pay for right 
man. Write: 
Box 2381, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


SOUTHERNERS PLEASE NOTE 
If you have had considerable business 
paper experience, know how to write, edit, 
paste-up, dummy, handle complete maga- 
zine to printer and have the “know-how” 
to sell an ad or two when called on to do 
so—then you are our man. Position open— 
Associate Editorship on leading business 
paper in the South. Write: 

Box 2382, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Publisher of established automotive bus- 
iness papers desires competent, energetic 
advertising sales representative in Chi- 
cago area. Commission basis only. Age 28- 
40 preferred. Fine opportunity for right 
man. Send full details including recent 
photo. 

Box 2385, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


SALES REPRESENTATIVE 


If you have a successful record of spe- 
cialty selling in the Graphic Arts Field 
—have a car and free to travel, we of- 
fer you an interesting, worth-while 
connection selling Idea and Mat Serv- 
ices that are well and favorably known 
to printers and publishers. Write full 
details yourself to: 
PRINTERS’ PORT, INC. 

1301 Dodge Street, Omaha 2, Nebraska 


POSITIONS WANTED 


SPACE SALESMAN AVAILABLE 
College graduate. Go-getter for new busi- 
ness. Many years experience in Chicago 
territory. Forceful public speaker. 

Box 2375, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ADVERTISING & SALES PROMOTION 
Over 3 yrs exp. in planning, creating 
and carrying out hard-selling promotions 
on all major hard lines. Know art—pro- 
duction—layout. Specialities direct mail 
and npp adv. Looking for a place where en- 
thusiasm, initiative and brains count, and 
are rewarded! Age 29, single, college ed. 

Box 2383, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 
Alert, hard working young lady with five 
years editorial experience leading busi- 
ness papers seeks part time creative 
writing or editing job in Chicago. 
Box 2387, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


“BUSINESS OPPORTUNITIES 


AM LOOKING for man experienced in 
job printing, office supplies and sta- 
tionery store, who is go-getter and has 
6 to 8 thousand to invest in real oppor- 
tunity. Want to separate this business 
from my daily newspaper and turn over 
complete management. Excellent location 
in Virginia community of 16,000. Reply 
in detail, in confidence to owner. 

Box 2388, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 
Let us act as your office. Desk space. 
Address and phone listed your name. Mes- 
sages and orders taken. Mail forwarded. 
GENERAL OFFICE SERVICE 
401 Georgia Savings Bank Bidg. 


ADVERTISING MANAGER 


seeks position with major 
manufacturer or agency 


where 14 years extensive experience in 
automotive, appliances and related 
fields can be used to full advantage. 
Can administer advertising budgets of 
$1,000,000 or over. Good background in 
marketing, market research, merchan- 
dising, sales training, sales promotion, 
national and dealer cooperative adver- 
tising. Thorough knowledge of copy and 
graphic arts, publicity and public rela- 
tions, agency relations and procedure. 
Excellent organizer, good public speak- 
er. Married, 35, college. Resume sent 
on request. Minimum start $10,000. Write 
Box 7316, Advertising Age, 100 E. Ohio 


St., Chicago II, Ill. 


ACCOUNT EXECUTIVE 


Splendid opportunity for stock interest in 
medium sized advertising agency of long 
standing and enviable record. Wanted man 
with access to accounts. Interview in 
strictest confidence. Write or phone STate 
2-4313. Henry Stephens, 35 E. Wacker, 
Chicago 11, Il. 


Representative For 
Photographic Illustrator 


30% Commission 
Liberal Drawing Acc. 
N. Y. agency contacts are desirable. 
Box 7318, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


SALES-MINDED PUBLIC RELATIONS 
MAN AVAILABLE, whose 20 years’ ex- 
perience with newspapers, agencies, cor- 
porations, merchandising organizations 
and associations and wide spread and in- 
timate acquaintance with rsons in all 
types of media guarantee you a program 
that will intensify public goodwill, con- 
sumer acceptance, employee morale, 
stockholder co-operation. Box 7319, AD- 
VERTISING AGE, 100 E. Ohio St., Chi- 
cago 11, Ill. 
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Sign of Spring: 
Bag Boy ‘Caddy’ 
Ad Campaign Opens 


PORTLAND, OrRE.—Sales of Bag 
Boy, two-wheel golf “caddie” 
made by Jarman-Williamson Co., 
increased 77% last year, according 
to Bruce Williamson, president. 
Outlets have been set up through- 
out the U. S., Canada and Hawaii. 
About 50,000 are now in use. 

The 1949 advertising program is 
gettihg under way with space 
scheduled in April and later issues 
of Collier’s, Golfdom, Holiday, Pro- 
fessional Golfer and The Satur- 
day Evening Post. 

Joseph R. Gerber Co., the 
agency, has also prepared tie-in 
advertisements, floor and counter 
displays and other point-of-sale 
material. 


Ellis Brothers Organized 
to Produce Mahzel Wine 


Ellis Brothers, Inc., has been 
formed by Al and Jules Ellis at 
1300 S. Canal St., Chicago, to pro- 
duce and market Mahzel wine 
made from New York state Con- 
cord grapes. The wine will be 
distributed through wholesalers on 
a market-by-market basis, start- 
ing with Chicago. Newspapers, spot 
radio, point of purchase and trade 
publications will be used in each 
market, with magazines to follow. 
Craig E. Dennison Advertising 
Agency, Chicago, handles the ac- 
count. 

The Ellis brothers were the 
founders of Many, Blanc & Co., 
cordial and liqueur rectifier, which 
is now owned by Schenley Indus- 
tries. 


Mexican Agency Gains 
300% in One Year 


Advertising & Administration in 
Mexico, started by Edward J. 
Noble, formerly with McCann- 
Erickson in Mexico, and Charles 
B. Woram, formerly with RKO, is 
celebrating its first anniversary. 
According to Mr. Noble the agency 
has increased its business in excess 
of 300%. 

The following accounts were 
added recently: Non-Pareil Ho- 
siery, Waring Mixer, Sterling 
whisky, Holland House cocktail 
mix, Optosun sun glasses, National 
Milk Co., Wagon-Lits/Cook for 
Cuba, Puerto Rico, Mexico and 
Central America. 


Hill Joins ‘Farm Journal’ 
Albert P. Hill Jr. has joined the 

merchandising staff of Farm Jour- 

nal and Pathfinder, Philadelphia 


ADVERTISING MANAGER 

Seven years broad, agency experience in 
copy and production. Have written or sup- 
ervised the creation and production of 
advertising for accounts totaling three- 
quarters of a million dollars per year. 
Now copy chief and production manager 
in a 4A agency. Prefer position as adver- 
tising manager for small or medium size 
company or as assistant manager for 
large company but may consider agency 
position. 

Box 2384, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Ad-Man: now employed at $6000. Expert 
in copy and layout for direct mail, cat- 
alogue, house organ. 

Box 2389, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ul. 


Wanted-A challenging editorial cr public 
relations job for personable, responsible, 
presentable young Chicago woman. Back- 
ground: six years full time correspondent 
for well-known national publication. Spec- 
ialities: full coverage on retail stores, 
mail order, home furnishing and apparel. 

Box 2386, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


with this company. 


Qualifications: Impressive record 


420 Lexington Avenue 


POINT-OF-SALE 
DISPLAY SALESMAN WANTED 


Leading manufacturer of 3-dimensional molded displays, packaging and 
merchandising devices, offers splendid opportunity to top-flight producer 
to cover Middlewest with Chicago as his headquarters, working exclusively 


of accomplishment selling display 


material to national advertisers; creative with ability to make rough visuals; 
advertising and merchandising minded; capable of earning $10,000-320,000 
per year. Reply in strict confidence with full details to: 


WALTER LOWEN 


Placement Specialist (Agency) 


New York 17, New York 


Atlantic 


The World’s Playground 


Where a world-wide audience will 


read and absorb your 


day and night. 


May We Serve You? 


4 _ 


V ThE RC. Maxwell CoAtiantic City NJ, 


message 


“Oypesetting 
SALESMAN 


e One of Chicago's leading typogra- 
phers has an opening for a salesman 
of proven ability. Must be experienced 
and acquainted with buyers of typog- 
raphy in Chicago area. Salary will be 
commensurate with experience ano 
qualifications, or drawing accoun! 
advanced against commissions. 

All replies will be held strictly con 
fidential. Our employees know abot 
this ad. Please give complete details 
in your first letter. 

BOX 7314, ADVERTISING AGE 
100 East Ohio Street, Chicago 11, IIlinots 
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pens 11th Business 
Paper Competition 


Cuicaco—A 17-man jury, in- 
‘\uding leading industrial market- 
ig and advertising experts, has 
een named to select the winning 
entries in the 11th annual business 
;aper competition sponsored by 
] dustrial Marketing. 

Plaques will be awarded by the 
publication for the best article, best 
series of articles, best single is- 
sue, best appearance-design for- 
mat, and best original research in 
business papers in three classifica- 
tions: Industrial; merchandising, 
trade and export; and class, in- 
stitutional and professional. Hon- 
orable mention certificates also 
will be awarded. 

Business papers may submit ma- 
terial published between August, 
1947, and December, 1948. Judges 
will choose the winners here April 
28. Awards are to be presented by 
G. J. Callos, executive vice-pres- 
ident, Klau-Van Pietersom-Dunlap 


1949 


STOP AND GO—Red, amber and green 
lights work just like the real thing in 
this display for Old Thompson whisky, 
product of Glenmore Distilleries Co., 
Louisville. The unit, 22/2” high, 8%” wide 
at the top and 6” at the base, may be 
used in a window, on a counter, or 
hung on an inside store column. 


Associates, Milwaukee, at the an- 
nual convention of the National 
Industrial Advertisers Association 
in Buffalo June 12-15. 


Jacques Adds Glass Jars 
to Home Canning Line 


Jacques Mfg. Co., Chicago, in 
an expansion program, is adding 
square glass jars to its line of KC 
home canning supplies. The com- 
pany, which also markets KC 
baking powder, introduced KC 
Mason caps and lids more than a 
year ago. It adopted the new 
glass jars after extensive con- 
sumer research, and plans to fea- 
ture the space-saving qualities of 
the product. 

Through Gorden Best Co., Jac- 
ques will start a new advertising 
campaign in April promoting the 
caps and lids. Copy is expected to 
include the glass jars as produc- 
tion expands. 


Redmond Names Fox V. P. 


Wilfred R. Fox, manager of 
advertising, has been named vice- 
president in charge of marketing 
research and advertising of Red- 
mond Co., Owosso, Mich., elec- 
tric motors. He also is manager 
of advertising and marketing re- 
search for an affiliated company, 
Holtzer-Cabot, Inc., Boston. 


The biggest trouble with one word leading to 
another ts that it usually ends up tn a speech. 


But one sales message after another ends up in % 
increased sales and profits when they appear in | 


Cectomotve DIGEST 


First in € circulation -- First in readership = 
First in reader response 


Over 100,000 Paid Circulation---Largest in the Industry 


No. 17 PLAIN | 
"HORSE SENSE" | 


S7 22£AST 12th STREET 
> § CINCINNATI, OHIO 


ee “Ae 


WKENB Appoints Clancy 


James F. Clancy Jr., formerly 
in the sales department of Birds 
Eye Frozen Food Distributors, has 
been appointed to the commercial 
department staff of Station 
WKNB, New Britain, Conn. He 
will make his headquarters in the 
Hartford sales office. 


$.$. SPECIAL 
FRISKET CEMENT 


$5.00 per gal. $1.50 per qt. 
ARTEX ARTIST 


RUBBER CEMENT 


$3.50 pergal. $1.25 per qt. 


§.5. RUBBER CEMENT CO. 


314 N. MICHIGAN AVE., CHICAGO 1, ILL. 


GREAT INDUSTRIES 1 tut 


MEYERS 


GREATER GREENSBOROC'S 
GREATEST STORE 


Now with a new annex and the entire 


store redesigned, Meyer's has floor 


_ 


J. T. Martin 
Pres. & Gen. Mgr. 


space equal to two blocks. From 20 


people in 1904 to 500 today, with a sales volume increase of 


400°/, in ten years, with charge accounts in 28 staies and 6 for- 


eign countries . .. Meyer's is the only store in North Carolina of 


the nation's largest depariment store operation, Allied Stores 


Corporation. 


Meyer's and the Greensboro Market have grown fogether. 


In 


this prosperous 12 County ABC area, with ONE-FIFTH of the 
State's retail sales, the News and Record have better than 64°, 


coverage. 


*1948 Sales Management Figures 


Nei ws and Record 


GREENSBORO. N. C. Ors: 


REVERE 
COLOR 


REVERE PHOTO ENGRAVING CO. 
712 FEDERAL ST. - 


CHICAGO 5, ILL. 
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Kaisers at Helm 
As K-F Reduces 
Prices $196-33: 


(Continued from Page 1) 

, vice-president of Henry J. Kaiser 
se Co., Oakland, and Walston S. 
: Brown, K-F’s legal counsel. Sur- 
viving “Frazerites” are Mr. Frazer 
and Hickman Price Jr., executive 
vice-president of Kaiser-Frazer 
Export Co. Mr. Price is Mr. 
Frazer’s nephew. 

And yet the Frazer interests, in- 
cluding Graham-Paige, still hold 
about 18% of K-F stock outstand- 
ing, as against about 12% held 
by the Kaiser group. The re- 
mainder is owned by the public. 


# The Weintraub agency entered 

"the K-F picture last year first 
with a special newspaper campaign 
on the West Coast, then with a 
couple of radio programs on Mu- 
tual, and since Jan. 1 through 
K-F’s assumption of sponsorship 
of the Walter Winchell newscasts 
on ABC. But until last Monday 
the bulk of K-F advertising was 
handled by Morris F. Swaney, 
Inc. Mr. Swaney has long been as- 
sociated with Mr. Frazer. 

K-F executives told AA that the 
report published in some news- 
papers last week that Swaney re- 
signed the account because of dis- 
agreement with the company’s 
policies was untrue. Mr. Swaney 
was quoted in the New York Her- 
ald Tribune as saying that his 
agency “favored newspaper adver- 

ee tising, while the Kaiser-Frazer 
hag management leans toward radio.” 
K-F says Swaney was fired. The 
only K-F advertising which Swa- 
ney continues to handle is the Chi- 
cago group of dealers and one 
other distributor. 

Not until late Tuesday had 
Swaney been officially informed 
of his dismissal. Weintraub was 
told of his appointment late Mon- 
day. A news release issued by his 
agency Tuesday morning said that 
it had been named as “advertising 
agency handling all media for the 
corporation.” This release referred 
to K-F as “one of the nation’s 
ten leading national advertisers,” 
and announced the launching, on 
Friday, April 1, of a price reduc- 
tion campaign in 1,521 daily news- 
papers and 1,584 weekly news- 
papers throughout the country. 


ew The account, with Harry Tren- 
ner, vice-president in charge of 
radio at the Weintraub agency as 
executive, totaled about $8,000,000 
in 1948, said Henry M. Swartwood, 
advertising director. Of this, about 
$2,000,000 was in newspapers, $1,- 
500,000 in magazines and farm 
| papers, $2,000,000 in network and 
spot radio, $200,000 in television, 
since discontinued, and the balance 
in sales promotion material, in- 
cluding catalogs and point of sale. 
Part of the newspaper and spot 
radio campaigns are in coopera- 
tion with dealers. 

The national “‘commissionable” 
part of K-F advertising is esti- 
mated to total about $5,000,000. 

The first price-reduction ad 
emphasized: ‘“Kaiser-Frazer_ in- 
vades new price field,” and pre- 
sented the Kaiser Special, reduced 
$333.57 to $1,995, as “the world’s 
lowest-priced big car.” The cam- 
paign will point out that a Kaiser 
now costs only $7 a month (on a 
2l-month payment basis) more 
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and Editorial 
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than such “low-priced” cars as 
Chevrolet, Ford or Plymouth. 

Other reductions are Kaiser De- 
luxe by $314.01 to $2,195; Frazer 
by $198.37 to $2,395; Frazer Man- 
hattan by $261.71 to $2,595, and 
the new Kaiser Virginian or “hard 
top” by $316.52 to $2,995. The 
Virginian has the appearance of a 
convertible. 

The K-F people point out that 
“there will be no difference in the 
cars—in fact, under the new price 
policy more accessories will be 
included in the price.” 


s Advertising for the company’s 
new Traveler car, a station wagon 
type, will break in Life May 16. 
The company is distributing 2,- 
000,000 reprints of an eight-page 
article on it in the April issue of 
Popular Science. 

The price reductions have been 
made possible, it was said, by in- 
creased control of sources, and 
greater production know-how, 
which have led to economies in 


volume production. 

Because of the acquisition of a 
Cleveland blast furnace, it was 
explained, K-F for the first time is 
not paying premium prices for 
steel. 

K-F sold 181,034 units in 1948, 
as against 144,508 in 1947 and 11,- 
753 in 1946. Production in the first 
quarter of 1949 has been less than 
in the parallel period of 1948. Al- 
though this has been due to intro- 
duction of first postwar models by 
other companies, K-F points out 
that, unlike some competitors, it 
has not overloaded its dealers. 

The small K-F car (AA, Oct. 18, 
1948) is “still some months away.” 


e Further executive changes, it is 
reported, may be made soon. Mr. 
Swartwood continues as advertis- 
ing director, Hal Babbitt as public 
relations director, and Norris Nash 
as sales promotion director. Fred 
R. Cooper is vice-president in 
charge of sales and Walter P. de 
Martini sales director. 


On Dec. 31, 1948, K-F’s assets 
totaled $124,936,427. Current assets 
were $76,062,125 and current lia- 
bilities $33,146,474. The company’s 
long-term debts then totaled $25,- 
671,865. Net earnings in 1948 
totaled $10,362,098 on net sales of 
$341,552,441, as against net earn- 
ings of $19,015,678 on net sales of 
$260,132,988 in 1947. 


Silver Appoints Marks 


Barney Marks, for the past 
seven years divisional merchandise 
manager of National Silver Co., 
New York, has been appointed 
promotion manager of the specialty 
lines of the company. Prior to 
joining National Silver, Mr. Marks 
was merchandise manager of Gim- 
bel Bros., New York. 


Appoints Virello 

Marshall Virello, formerly an 
assistant in the public relations 
department of Pacific Gas & Elec- 
tric Co., San Francisco, has been 
named public relations and adver- 
tising manager of the California 
Physicians Service, San Francisco. 
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Admiral Corp. Sales Up; 
Canadian Plant Expanded 


Admiral Corp.’s 1948 sales ad- 
vanced to $66,764,000, a 39% in- 
crease over the previous year’s 
sales of $47,898,000, according to 
the company’s annual report. Net 
earnings amounted to $3,782,000, 
as against $2,248,000 for the pre- 
ceding year. 

Admiral has moved its Canadian 
factory and office headquarters 
to Malton, Ont., where it has more 
than doubled its plant capacity. 
Television set production is to be- 
gin in this new plant during April. 
Canada plans no video stations in 
the near future, but Admiral 
points out that more than 1,250,000 
Canadians now are within range 
of U.S. stations. 


Doeskin Tissues Buys TV Show 

San-Nap-Pak Mfg. Co., New 
York, through Federal Advertis- 
ing Agency, has signed to sponsor 
the Jack Eigen show once weekly 
over DuMont’s WABD, New York. 
Featured product will be Doeskin 
tissues. This is the company’s first 
video program. 
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Guide to Package 
Design Published 


New YorK—Lippincott & Mar- 
gulies, New York designer, has 
puolished “Marketable Packaging,” 
an illustrated volume containing a 
discussion of packaging’s role in 
the sale of a product. 

[The book, a guide to the use of 
packaging rather than a text on 
the technical aspects of the sub- 
ject, contends that packaging is 
a top management problem, lists 
eight reasons why it is important, 
and describes how design can 
build sales. 

Other subjects include: How 
trademarks can lend personality to 
a company, the methods of evalua- 
ting a package before marketing 
it, the steps in a design program 
and the importance of color 

The -volume, priced at $4.75, is 
available from Lippincott & Mar- 
gulies, 500 Fifth Ave., New York 
18. 


‘Fortnight's’ Publisher 
Buys ‘Pacific Pathways’ 


Title and subscription lists of 
Pacific Pathways, western pic- 
torial magazine which recently 
suspended publication, have been 
purchased by O. D. Keep Asso- 
ciates, Inc., Los Angeles, publisher 
of Fortnight. Fortnight will carry 
the Pacific Pathways name on its 
cover in a subordinate position 
and fulfill all unexpired subscrip- 
tions on an issue-for-issue basis. 

James Fraser, editor of Path- 
ways, will join Fortnight as travel 
editor, to head an expanded travel 
department. The assimilation 
gives Fortnight 21,298 paid sub- 
scriptions, raising net paid circu- 
lation to approximately 50,000. 


KLAC-TV Telecasts Every Day 


KLAC-TV, Los Angeles, is now 
telecasting seven days a week, and 
has increased from 20 hours to 31 
hours per week. Main expansion 
is during daylight hours on Sun- 
day, with an alternating schedule 
of daytime shows during week- 
days. 


Home Vaporizer 
to Kill Germs 
Gets Sales Test 


Racine, Wis.—Another house- 
hold “bomb” was added to the 
nation’s arsenal here last week as 
Carand Corp. started promotion 
for Microbomb, a_ germ-killing 
vaporizer said to kill 90% of air- 
borne microbes in a room within 
a matter of minutes. 

The Microbomb does not pro- 
fess to kill insects, as is the case 
with the various DDT bombs al- 
ready on the market. Instead, it 
bases its appeal on ability to com- 
bat the common cold, flu, measles, 
mumps, strep throat infections 
and other respiratory ailments 
which are carried by air-borne 
bacteria. 


Initial promotion started here 
and in Milwaukee Friday with 
full-page editorial-style ads in the 
Racine Journal-Times and Mil- 
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waukee Journal. Frequent smaller 
insertions are scheduled as follow- 
ups in the two markets, which 
have been set up as test areas 


Now delivering 


(100000) More Circulation 


than a year ago 


LIFE International is unique among export magazines: 


It has the largest world-wide quality circu- 
lation (currently over 340,000 r.et paid), more 
@ than double that of its nearest competitor. 


At 10 readers per copy its pass-along reader- 
ship is more than double that reported by 

® any other magazine. In no other medium 
can a single advertisement be presented to 
a total world-wide audience running into 
the millions, 


{t is the on/y magazine utilizing the “‘inter- 
@ national language of pictures” for its basic 
editorial appeal. The popularity of LIFE in 
the U.S.A. is being reflected overseas by 


LIFE International. 


No other magazine in the U.S. export group 
offers the LIFE International page size and 
@ superior quality of printing and display. 


In the constantly changing world markets, 


advertising in 


LIFE International will: 


Strongly reinforce local advertising and sales effort in areas where 


dollars are available in 1949, 


Protect franchises, maintain goodwill and brand-name recognition 
against increasing foreign competition in all other markets. 


*At no increase in advertising costs. 


INTERNATIONAL 


9 Rockefeller Plaza 


« New York 20, N. Y. 


for the product, but rapid expan- 
sion to other Wisconsin areas is 
planned if initial results bear out 
the sponsors’ hopes. 


a Microbomb will be sold through 
drug channels and fair-traded at 
$2.89 for the “family size” con- 
tainer—reportedly enough to pro- 
vide for 200 room sprayings. Said 
to be non-toxic, odorless and color- 
less, and harmless to humans, 
pets, furnishings and equipment, 
Microbomb is supposed to be ef- 
fective against bacteria for eight 
hours or more in a room 12x12’ 
after a few seconds of spraying. 
Active operating head of Carand 
Corp. is W. H. Mathee, vice-pres- 
ident, who was general manager 
of Horlicks Corp. before the 
change in ownership of the malted 
milk concern, and who recently 
has been operating a consulting 
business in Racine. Among direc- 
tors of Carand are A. J. Horlick, 
“head” of the Horlick family, 
who also is no longer active in the 
malted milk business; C. A. Soel- 
berg, former owner of the Harvey 
Corp., Racine, who sold out a 
short time ago; and L. C. Ander- 
son, for many years in the hospi- 
tal supply business in Minneapolis. 


s The product, a glycol solution 
which was originally developed 
some years ago and tested by the 
Navy during the war, has also 
been tested at the Mayo Clinic and 
by several government depart- 
ments. Its particular effectiveness, 
according to Mr. Mathee, rests in 
the vapor molecules’ unusual 
affinity for moisture. Since, under 
ordinary room conditions, bac- 
teria are moist, the vapor is said 
to search them out “with almost 
magnetic zeal.” 

The same general type of vapor 
has been used by a few large com- 
panies in conjunction with air 
conditioning or air circulating 
systems, Carand says. Its use will 
be promoted not only for homes, 
but in stores, offices, institutions, 
etc. 

Mitchell-Faust Advertising Co., 
Chicago, is handling promotion 
for the new product. 


Dewees Forms Own Agency 


Malcom Dewees, formerly in the 
San Francisco office of Batten, 
Barton, Durstine & Osborn, and 
former vice-president and Pacific 
Coast manager of Kelly-Nason, 
Inc., has established his own 
agency, Malcolm Dewees, Inc., at 
334 Sutter St., San Francisco. 
Valerie Turner, formerly with 
BBDO, will assist Mr. Dewees. 


Anne Hohman Transferred 


Anne Hohman has been ap- 
pointed an assistant administra- 
tive executive in the San Francis- 
co office of Beaumont & Hohman. 
She formerly worked as an ac- 
count executive in the agency’s 
Los Angeles office. 


Gets Cereal Account 


Guild, Bascom & Bonfigli, newly 
formed San Francisco agency, has 
been named to handle the adver- 
tising of Roman Meal Co., Taco- 
ma, Wash., manufacturer of 
breakfast cereals. 


Four A’s Adds Lehman Agency 


Hart Lehman, Advertising, New 
York, has been elected to mem- 
bership in the American Associa- 
tion of Advertising Agencies. 
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Country Gentleman Families Need More Buildings 

Visible in this airview of a South Dakota subscribe 

family’s ranch are 19 dwelling and service building: 
_ all well painted and fenced. Average U. S. farm ha 
| house, barn, 8 other service buildings. 
} 


MEET Tt 
America: 
playing 


Because farming is both a business and a way of life, the 
farmer is the nation’s biggest individual customer for building 


ms ss at ea ES ce 


9 Out of 10 CG Homes Are Electrified. Big white house 
of Kansas subscriber has 2-car garage, is well equipped 


And this gigantic market is constantly growing. New con- with electrical appliances and oil-burning furnace. 
struction, maintenance and modernizing of Rural America’s 


materials. The city man needs shelter for his family . . . the 


farmer needs housing for his family, animals, crops, machinery 
and tools. 


50-odd million farm buildings is a year-round activity. The 
farm family building bill is currently $1 billion a year. 

You reach the cream of this rich market through Country 
Gentleman. Its 2,300,000 circulation is concentrated among 
the “top half” families which get 90% of the nation’s entire 
farm income. Average value of their land, buildings and equip- 
ment is nearly double the U. S. farm average. 


No other kind of magazine reaches them effectively. That 


helps explain why building materials dealers give Country 
oe ea 


; Gentleman a 92% lead as the farm magazine “most effective” 
Farmers Do Own Building—and Buying. This Ten- in selling their customers . . . and helps explain why Country Top Farms Use Miles of Fence, Gallons of Paint. Ne. 
nessee Country Gentleman farmer does much of his metal and wood fences and well-painted barn on t! is 


own work, knows quality and can put it ahead of ae ; : Minnesota farm show good year-round maintenan ¢ 
price in buying materials. enue for building materials, equipment and fixtures. by Country Gentleman readers. 


Gentleman ranks 6th among all magazines in advertising rev- 


turn to Country Gentleman 
for Better Farming, Better Living 
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EVIEW 


NEW Subscription Order Form... 


Advertising Age for 


[— One Year at $3.00 (] Two Years at $5.00 
() Payment enclosed [7] Bill me later 


Title 


Please enter immediately my subscription to 


() Three Years at $6.00 
C) Bill my firm 


SPACE—The cylin- 

by Pacific Citrus 
on, Cal., also pro- 
for four cases of its 
» cases are stacked 
r, with the top one 
tessible to shoppers. 
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. he raemrtat n pmeie wt 
‘The Facmer plays a vital part The team eves the sont ant fares fond, - tt Ff ag 
Lp (hos mest gracing corpe A teat (hat ee Canmet gree peg COL! ——- 
Ve raeen Catto. \agnbe sent bape. oven samchan and terme, A \xiogs tonarighing mest jt. 5 FFF) 
Farmer we Packer to Seowe Parma « Packer to Store tle pail 
Oe 6 emcee of she T pom La TS, 
ahers Cal ~ 
American Meat Inetitute — Hesparers, Crime - Members thrwughast the U& lowe 0 eur worery ad mem any 


hot a 4 


MEET THE TEAM—With this full-color page in Life and The Saturday Evening Post, 

American Meat Institute will launch an expanded public relations drive in May, 

playing up the vital role of the meat industry. Leo Burnett Co., Chicago, 
is the agency. (Story on Page 48.) 


age 


WiAT SOME OF THE ADVERTISERS ARE USING—Top row: Westinghouse Electric Corp. promotes 
: suggesting an extra 
lonps; Pine Bros. is accomplishing a successful sampling of its glycerine tablets with a jumble 

oA theme, 


‘ares’ with an eight-color lithographed cardboard cupboard, 


Bolg: epsi-Colc o. wses a three-dimensional buffet and snack-time 


MODERNIZED—The Fidel-i-tone process, 

developed by the Lord Baltimore Press, 

is used in the new carton, designed for 

Fulton Co.’s Plantabbs plant food, by 

Joseph Katz Co., Baltimore, Plantabbs 
agency. 


RLE-BALLANTINE: BEEF 


supply of 


lithographed in 
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oi aoe 


row: G. Krueger Brewing Co. focusses attention on its “K” trademark with 
Billy Rice, Ringling Bros.-Barnum & Bailey clown; a blonde in a summer dress features P. Ballontine & 
Sons’ new spring display, and Wildroot Co. thinks photographs of people are next best to live 
demonstrators for its Cream Oil. 


eight colors. Bottom 


we 
ais. 
hen 0 vis 


PRESENTING TR CASE 


PRIZEWINNER—First prize in a national contest sponsored by National Distillers 
Products Co., New York, was won by James J. Dougherty for this display window 
for Gilbey’s Spey Royal Scotch whisky. The store is D. F. Flagg Co., Boston. 


HONOR GUESTS—Former President Herbert Hoover chats with FCC Chairman 
Wayne Coy, center, and CBS President Frank Stanton during a visit to the Radio 
Executives Club in New York. 
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Farmers Do Own Building—and Buying. This Ten- 


nessee Country Gentleman farmer does much of his 
own work, knows quality and can put it ahead of 
price in buying materials. 


1a bl 


turn to Country Gentleman 
for Better Farming, Better Living 


dail. 


Adve 


Country Gentleman Families Need More Buildings 
Visible in this airview of a South Dakota subscribe 
family’s ranch are 19 dwelling and service buildings 
all well painted and fenced. Average U.S. farm ha 
house, barn, 8 other service buildings. 


FIRST CLASS 
Permit No. 95 
(Sec, 510 P. L. & R.) 
CHICAGO, ILL. 


BUSINESS 
No Postage Stamp Necessary if Mailed in the United States 


REPLY CARD 


Because farming is both a business and a way of life, the 
farmer is the nation’s biggest individual customer for building 
materials. The city man needs shelter for his family . . . the 
farmer needs housing for his family, animals, crops, machinery 
and tools. 


And this gigantic market is constantly growing. New con- 
struction, maintenance and modernizing of Rural America’s 
50-odd million farm buildings is a year-round activity. The 
farm family building bill is currently $1 billion a year. 

You reach the cream of this rich market through Country 
Gentleman. Its 2,300,000 circulation is concentrated among 
the “top half” families which get 90% of the nation’s entire 
farm income. Average value of their land, buildings and equip- 
ment is nearly double the U.S. farm average. 


No other kind of magazine reaches them effectively. That 
helps explain why building materials dealers give Country 
Gentleman a 92% lead as the farm magazine “most effective” 
in selling their customers . . . and helps explain why Country 
Gentleman ranks 6th among all magazines in advertising rev- 
enue for building materials, equipment and fixtures. 


— POSTAGE WILL BE PAID BY — 
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9 Out of 10 CG Homes Are Electrified. Big white house 
of Kansas subscriber has 2-car garage, is well equipped 
with electrical appliances and oil-burning furnace. 


Top Farms Use Miles of Fence, Gallons of Paint. Neat 
metal and wood fences and well-painted barn on t! is 
Minnesota farm show good year-round maintenan ¢ 
by Country Gentleman readers. 
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PHOTOGRAPH 


REVIE 


From Farm To Home Piare 
‘The a the land af ieatoenrt and tenme Toast page igre bead ster: ase stewen hE 
per ev rao pene mn ane tee ee eS 
Thot ~eane the American Way Parmer to Packer te Stare — heats a pensinan socal ext. 
“ScSaeters,  ~—Sietors =: ees 
Let» hk ot a cmon Chat fille the Home Plate ‘The retad ment mam wie wel ow ment on 
Farmer to Packer to Store Parmer to Packer tc Sowe 
m . p ty Sonat be Mace 
The Facmer plas a stat part Ths team seves the sod! os ¢ farce fond, ac en ae oe cmtien fiom oad weet 
Ip (hes mest eeciBg “Ory A trmat that ov Canmet gree ting as & Ge — 
‘He omen atte \ammbe aed begee rr ad terme thom — r—- }] 
Parmer w Packer to deere. Parmer te Packer to Store <a ——— 
Or 6 ember af te Toom ome eames ond 
American Meat Institute  satparurs. Crumg — themes thowaghnct the U & p> B-~-Ang 
: MODERNIZED—The Fidel-i-tone process, 
developed by the Lord Baltimore Press, 
MEET THE TEAM—With this full-color page in Life and The Saturday Evening Post, is used in the new carton, designed for 
American Meat Institute will launch an expanded public relations drive in May, Fulton Co.'s Plantabbs plant food, by HONOR GUESTS—Former President Herbert Hoover chats with FCC Chairman 
playing up the vital role of the meat industry. Leo Burnett Co., Chicago, Joseph Katz Co., Baltimore, Plantabbs Wayne Coy, center, and CBS President Frank Stanton during a visit to the Radio 


is the agency. (Story on Page 48.) 


WiAT SOME OF THE ADVERTISERS ARE USING—Top row: Westinghouse Electric Corp. promotes eight colors. Bottom row: G. Krueger Brewing Co. focusses attention on its “K’ trademark with 

“s-ares” with an eight-color lithographed cardboard cupboard, 

lomps; Pine Bros. is accomplishing a successful sampling of its glycerine tablets with a jumble Sons’ new spring display, and Wildroot Co. thinks photographs of people are next best to live 
gy: Pepsi-Cola >. uses a three-dimensional buffet and snack-time theme, lithographed in demonstrators for its Cream Oil. 


*>MEAT 


SERVES 


ever yeory, 


PRESENTING TR ' CASE 


ee A 
PROVIDES STORAGE SPACE—The cylin- 
drical display used by Pacific Citrus 
Products Co., Fullerton, Cal., also pro- PRIZEWINNER—First prize in a national contest sponsored by National Distillers 
vides storage space for four cases of its Products Co., New York, was won by James J. Dougherty for this display window 
Hawaiian Punch. The cases are stacked for Gilbey’s Spey Royal Scotch whisky. The store is D. F. Flagg Co., Boston. 


on top of each other, with the top one 
visible and easily accessible to shoppers. 


agency. Executives Club in New York. 
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ALE: BALLANTINE BEER 


suggesting an extra supply of Billy Rice, Ringling Bros.-Barnum & Bailey clown; a blonde in a summer dress features P. Ballontine & 
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Artists Don't 
Get Fair Tax 
Deal: Lasser 


New YorK—Being a bit con- 
fused on the question of when 
gains are capital, AA called on an 
expert—J. K. Lasser—in hopes he 
could clarify the matter. 

Mr. Lasser, who perhaps has 
done more than any other person 
to ease the taxpayer’s problems, 
minimizes Jack Benny’s need for 
concern about his income tax situ- 
ation. 

(The Commissioner of Internal 
Revenue’s announcement that 
sale of properties based chiefly on 
radio artists’ services will be tax- 
able at the personal income rate 
has generally been interpreted to 
mean that Lucky Strike’s comedian 
must pay 77% on the $2,260,000 
CBS paid for his Amusement En- 
terprises. ) 

“There’s a great difference be- 
tween the Treasury’s saying a capi- 
tal gains deal is no good and its 
being no good,” he said. “They, on 
behalf of the government, have 
one idea about the law; we, rep- 
resenting the client, may have an- 
other. We fight it out and the 
court eventually rules who is 
right.” 


@ Discussing CBS’ capital gains 
raids on NBC’s stable of stars, Mr. 
Lasser advanced the interesting 
possibility that William S. Paley 
may be able to write off at least 
part of those expenditures over 
a period of years. 

“Doubleday & Co., for example, 
probably can write off the capital 
gains payment made to General 
Eisenhower for his book over the 
number of books sold,” he con- 
tinued. “There’s an off chance that 
Mr. Paley may be able to do the 
same with the Benny investment.” 

This simply means, he explained, 
that Columbia can deduct, for tax 
purposes, the cost of talent fran- 
chises, as it would a piece of ma- 
chinery, over the period of their 
usefulness. 


w To determine the period over 


Route The Copy 
All Around 


Route the copy all around, 

Let everyone re-write it. 

No bookkeeper, stenographer, 
Receptionist will slight it. 

Just be sure department heads 
And lawyers have their cracks. . . 
And let the foremen in the plant 
Say what the copy lacks. 


Copy writing is a game, 

Want to have some fun? 

After your paid copy man 

Gets his work all done, 

Route his copy all around, 

Let everyone re-write it. 

It can’t make his copy worse— 
On second thought. . .well, might it? 


—KENNETH PARSONS 
Flushing, N. Y. 


which the cost is to be spread, the 
natural lifetime of the artists and 
the fickleness of the American 
public, which can break stars as 
easily as it makes them, must be 
considered, among other things. 
Even though Amos ’n’ Andy may 
be a profitable combination for 
CBS after their original creators 
have gone, they can not be ex- 
pected to pay off indefinitely, the 
tax expert continued. 

The Benny name has a definite 
lifetime, perhaps ten more years. 
If much shorter, CBS would have 
a much quicker write-off time. 

“You realize that Mr. Paley was 
gambling on the tax rate when he 
used capital gains agreements to 
attract stars to his network,” Mr. 
Lasser said. “If the Democratic 
Congress increases business taxes, 
from the tax viewpoint the net- 
work would have fared better by 
simply paying the _ entertainers 
higher salaries, which would 
qualify as ordinary deductions 
subtractable in a year when they 
are most productive for the net- 
work, rather than make a capital 
gains agreement which would be 
deductible over a longer term.” 


ws Mr. Lasser believes the Benny 
agreement (which he isn’t sure 
should qualify as legitimate capi- 
tal gains “because the descriptions 
I have seen of Benny’s firm show 
it to be apparently more of a per- 
sonal holding company than any- 
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75,000 


100.000 


daily on the Real Long Island! 
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where retail sales exceed 2,000,000 a day 


Newsday carried more advertising in 1948 than any New York City 


evening paper. 


and on the Real Long Island . . . Newsday carried 


82.8% more advertising than the second paper. Source: Media Records 


Alicia Patterson, Editor and Publisher 


Executive Offices, Hempstead, Long Island, N. Y. 


Represented Nationally by Kelly-Smith Company 


thing else”) could have been han- 
died in a “thousand other ways, 
all of which are approved.” As an 
example, he suggested purchase of 
part of the Benny company’s stock. 

Unlike some cocktail party ex- 
perts in the radio industry who 
hint that Mr. Paley’s outlay for 
talent is not a wise investment, 
Mr. Lasser, if called upon to do 
so, would advise Columbia to go 
ahead. Nor does he “understand 
the hesitancy” of other networks 
to make the same sort of agree- 
ments. 


# Pointing out that contracts of 
the Eisenhower-Benny sort are as 
old as the 20-year-old capital gains 
law, Mr. Lasser said: “Of course, 
the obvious point in all this is the 
need for a change in laws which 
discriminate against artistic ac- 
complishment in favor of business 
talent and nurture a breed like 
Lasser.” 

“If a man has enough ingenuity 
to work a little grocery store up 
into a big prosperous chain, the 
law giyes him the benefit of a 
favorable tax rate,” he said. “But 
if an actor or a writer spends a 
lifetime building himself into the 
top brackets, he is taxed to the 
hilt.” 

Mr. Lasser thinks the tax laws 
should be amended to permit pro- 
fessionals, who on the average have 
only a few peak earning years, to 
set aside a part of their salaries— 
tax free—to be taxed when used. 


ws With Lasser as its proponent this 
proposal has a fair chance of suc- 
cess, judging from his past record; 
he has had a hand in a number of 
taxpayer reforms. Among them: 

Classification of uniforms for 
nurses, surgeons, traffic cops, etc., 
as deductibles after a long fight 
by a nurse client of Lasser’s ac- 
counting firm. 

Passage of a law permitting 
writers, sculptors, artists, etc., to 
spread income from a long-term 
project over three years even if 
the money came in a single tax 
year. (Accountants refer to this 
regulation as the Margaret Mitchell 
law because it resulted from her 
sensational “Gone With the Wind” 
success. This novel, the author’s 
first and only to date, was many 
years in the making.) 

In addition to his role as adviser 
to magazines, book publishers, 
radio networks and oil companies, 
Mr. Lasser has helped at least 
10,000,000 other taxpayers make 
sense out of the Internal Revenue 
Collector’s baffling directions 
through his book, “Your Income 
Tax,” first published in 1936. 


‘TeleVision Guide’ 
Increases Ad Rates 


TeleVision Guide, TV program 
magazine for the New York area, 
will increase its advertising rates 
to $250 per page as of May 1. At 
this time a new guarantee of 50,000 
circulation will go into effect. The 
former page rate was $150. 

The magazine, which started less 
than a year ago, attributes a large 
part of its circulation growth to 
video, of which TeleVision Guide 
has made extensive use. In early 
March announcements were bought 
on six local stations at the rate of 
$2,600 weekly. 


Bourjois Elects Dahl 


Norman F. Dahl, of Bourjois, 
Inc., New York, has been elected 
vice-president in charge of sales 
and advertising. Robert L. O’Brien, 
former wholesale sales manager, 
and Nelson Millard, former execu- 
tive in the sales department, have 


been named joint sales managers | 


succeeding John B. Brennan, who 
has resigned as sales manager of 
Bourjois and Barbara Gould. 


Buftalo Bait Names Ellis 

The Buffalo office of Ellis Ad- 
vertising Co. has been appointed to 
handle the advertising of the Buf- 
falo Bait Co., manufacturer of fish- 
ing equipment. Trade publications 
will be used. 
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PRODUCT REMINDER—Last year General Foods tested the ability of its stockholders 

to remember GF products, found it poor. It told the story frankly in its Stockholder 

News. Now, carrying the discussion further, it encloses a wall hanger with its 1948 

annual report, showing all GF products on the kitchen shelf. At bottom, a pad of 

Frances Barton’s GF Shopping List gives all products and includes space for notations 

about other products to be bought. Extra copies are offered to stockholders who 
want them. 


New Publication to Bow 

The first issue of Western Mer- 
chandiser, San Francisco, new re- 
gional trade publication, will ap- 
pear in May. The publication will 
cover new developments in all 
branches of the western home 
goods trade. Sally Kimball is pub- 
lisher. Phillip G. Wyatt and H. R. 
Burkhart will be associated with 
Miss Kimball in the new enter- 
prise. 


Stephan Products to Lewis 

Stephan Products Co., Inc., New 
York, has appointed Lewis Ad- 
vertising Agency, Newark, to han- 
die its Auto-Magic picture gun. 
The initial campaign calls for 
television spots in New York and 
Philadelphia. 


Ford Promotes French 

John S. French has been named 
sales manager of the fleet sales 
section of the Ford division of 
Ford Motor Co., Detroit, succeeding 
S. M. Copland, who joined the 
Ford division service department 
as manager of service sales train- 
ing. Mr. French has been with 
Ford since 1947 and before that 
was production control manager of 
Boeing Aircraft Corp., Seattle. 


Two Appoint Cantor Agency 

Martinique Hotel, Miami Beach, 
Fla., and Florida Modes, Miami 
manufacturer of women’s rain- 
wear, have appointed the Miami 
branch of Solis S. Cantor Adver- 
tising Agency, Philadelphia, to 
handle their advertising. 
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Lorenizen Staff 
Tours 26 Cities 
with Ad Program 


Merchandising Clinic 
Gives Venetian Blind 
Manufacturers Ad Aid 


New YorK—When James Thom- 
as Chirurg Co. was appointed to 
handle the Lorentzen Hardware 
Mfg. Co. account on Feb. 10, the 
agency also was asked to prepare 
a spring merchandising campaign, 
immediately, for manufacturers of 
venetian blinds (Lorentzen cus- 


tomers). 
About two weeks. later, with 
sales portfolios, training cards, 


demonstration devices, brochures, 
leaflets and sundry promotional 
material in hand, the Lorentzen 
advertising staff and agency ac- 
count executives opened a cross- 
country meeting marathon sched- 
uled to cover 26 cities in 30 days. 
Starting in Miami, and continu- 
ing to New Orleans, Houston, Los 
Angeles, San Francisco and back 
through Chicago, the cavalcade last 
week had completed about two- 
thirds of the stops, with ban- 
quets, refreshments and merchan- 
dising presentations at each stop 
—and had worked up the spring 
magazine promotion en route. 


es H. K. Lorentzen, head of the 
company which claims to supply 
about 60% of all hardware used 
by manufacturers of venetian 
blinds, sees little that is unusual 
or spectacular about having an 
advertising-merchandising clinic 
crew race around the entire United 
States in a month, throwing filet 
mignon dinners and adequate re- 
freshments for some 2,000 custom- 
ers. 

“As a matter of fact,” he told 
AA, “this is really the least ex- 
pensive way of getting in touch 
with all my customers. If I had 
salesmen visit them individually 
with the spring merchandising 
program, the total cost would be 
far greater than this series of mer- 
chandising clinic-banquets.” 

Mr. Lorentzen, who arrived in 
the U.S. from Denmark in 1910 
at the age of 20, also sees nothing 
unusual in supplying merchandis- 
ing assistance and complete ad- 
vertising programs to venetian 
blind manufacturers—even though 
hardware accounts for only about 
9% of the retail value of venetian 
blinds. 

Part of the explanation for a 
situation where a supplier under- 
takes to sell his manufacturer- 
customers’ products, is the lack of 
well-known brand names in the 
venetian blind industry. The huge 
majority of the 3,500-4,000 blind 
manufacturers are small. 


# Sales, however, have jumped 
from about $3,000,000 in 1933, to 
$40,000,000 in 1940, to more than 
$200,000,000 last year. Since most 
0’ the manufacturers are small, 
much of the promotion and adver- 
Using for venetian blinds has been 
done by manufacturer associa- 
tions, such as the Venetian Blind 
Association and suppliers like Lo- 
rentzen. 

To date, blinds have been in- 
Stilled in about 18% of all homes, 
wth about ten blinds per home 
Tiis means, the Lorentzen clinic 
Members repeatedly asserted, that 
there is a large potential—espe- 
Clilly among people who must re- 
Plice obsolete blinds, and those 
Wi0 simply don’t like venetians 
a8 window coverings. 

To help persuade the latter group 
of the merits of blinds—light con- 
‘rol, desired ventilation, preven- 
lon of furniture fading, etc., Lo- 
rentzen kicked off the _ spring 
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drive in March with an insertion 
in House & Garden, and will fol- 
low through during April, May and 
June with additional advertise- 
ments in Better Homes & Gardens, 
Good Housekeeping, House Beauti- 
ful, The Saturday Evening Post 
and Sunset. 


# Architectural and design pub- 
lications, including Architectural 
Forum and Interiors, also will be 
used to promote blinds to archi- 
tects and decorators who work 
with office buildings, institutions 
and apartment buildings. 

In addition, radio scripts, mats 
and direct mail pieces (including 
“decorator” type literature) also 
are available from Lorentzen, and 
blind manufacturers will be of- 
fered spot radio platters this fall. 

The Venetian Blind Association, 
meanwhile, has stepped up its pro- 
motional activities. Steve Hanna- 
gan’s organization, which recently 
was appointed to handle the 
group’s 1949 $100,000 publicity 
budget, is going ahead with gen- 
eral publicity activities. 


Decisions about special publicity 
campaigns—and a possible adver- 
tising program—have been de- 
ferred until the VBA’s public rela- 
tions committee meets in April, 
after the reorganization plan has 
been carried out. 


ABC Appoints Samuels 

Frank Samuels has been named 
general manager of the westcrn di- 
vision of American Broadcasting 
Co., a post he has held in an 
“acting” capacity since the resig- 
nation of Don Searle as western 
division vice-president last year. 
Mr. Samuels also has been sales 
manager of the division. John I. 
Edwards has been appointed pro- 
gram director and Leonard Reeg, 
production manager of the division. 


Opens Spokane Branch 

Pacific National Advertising 
Agency, Seattle and Portland, Ore., 
has opened an office in Spokane, 
with Vernon Cary as manager. 
Mr. Cary, formerly a_ partner 
in the Vance Shelhamer Advertis- 
ing Agency, Yakima, is selling his 
interest to accept this new appoint- 
ment. 


Welding Fittings to Hill 


New Castle, Pa., manufacturer of 
W. S. Hill Co., Pittsburgh, has | stainless 
been named to handle the adver- | Catalogs, 


welding 
mail 


steel 
direct 


tising of Welding Fittings Corp.,| publications will be used. 
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Restaurants 


ANNOUNCE THE APPOINTMENT OF 


UND &@ MANN, 


53 W. Jackson Blvd., Chicago, III. 


AS ADVERTISING AND PUBLICITY COUNSEL 


Salesmen are back to pounding the pavement and ringing 
the doorbells again, and they need all the “help’”’ they can 
get. Give them the Post-Gazette “bonus” in Pittsburgh— 
the bonus of the BIG Circulation that routes your advertis- 
ing as you route your salesmen to help sell the million 
central city people—and then travels beyond to sing the 
same selling song to the two million more who live in and 
around the 144 cities and towns of 1,000 to 75,000 population. 
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NATIONALLY BY 
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BY FAR THE LARGEST CIRCULATION OF 
ANY PITTSBURGH DAILY NEWSPAPER 
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Views on Inequities of Rate 
Hike Aired By Reader 


To the Editor: Your editorial in 
the issue of March 7, “What Can 
We Do About Postal Rates?,” hits 
the matter squarely and precisely 
and should awaken members of 
Congress to the realization that 
there must be something more than 
meets the eye when newspapers, 
magazines and trade papers have 
been more or less chosen to bear 
the brunt of increased postage. 
Why not increase the first class 
mail rate, also? Canada has a 4¢ 
rate for first class letters and 2¢ 
rate for post cards. 

We followed the lead of Canada 
during the war in regard to ration- 
ing, etc. How can first class mail 
make money and other classes lose 
money when it all comes under 
the heading of U.S. Post? 

But more than that. At the 
same time Postmaster Donaldson 
is fighting for increased postage on 
magazines, newspapers and trade 
papers, there appeared a large 
board in the Grand Central Sta- 
tion post office, New York, show- 


ey 
war 


ing that parcel post rates have 
been reduced 4¢ a pound for par- 
cels going to Australia, Belgium, 
China, France, Great Britain, 
Northern Ireland, Greece, etc. This 
reduction in rates was supposed to 
go into effect July 6, 1948. All 
one has to do to get the new low 
rate is to write on the package 
“Gift Parcel. Relief Parcel.” How 
come? 
E. W. GAINES, 
New York. 


ANPA’s Interest in Postal 
Rates Centered in 2nd Class 

To the Editor: I read with in- 
terest the editorial in ADVERTISING 
Ace of March 7 headed “What Can 
We Do About Postal Rates?” 

I want to plead “not guilty” for 
the ANPA in connection with the 
indictment in the second para- 
graph of the editorial, which says 
that every class of mail user “is 
busily engaged in trying to save 
his own skin, preferably at the 
expense of users of other classes 
of mail.” 


WE SUPPLY THE BUDGET 
TO FIT YOUR FIGURES 


REACH the M. D. (more dollars) Market with the Doctors’ own STATE 
MEDICAL JOURNALS *—whether you sell home appliances or x-ray 


equipment. 


29 balanced Space Budgets to choose from, including one tailored 


to your advertising appropriation. 


Designed and functioning to save 


time, conserve costs, spare tempers and starve ulcers. 


To see the 29 space plans, just say ‘‘Budgets'’, and address— 


STATE JOURNAL GROUP 


COOPERATIVE MEDICAL 


ADVERTISING BUREAU 


OF THE AMERICAN MEDICAL ASSOCIATION 


535 N. Dearborn Street 


Chicago 10, Illinois 


34 Journals Covering 42 States 


ALABAMA, Journal of Med. 
Assn. of 

ARIZONA Medicine 

ARKANSAS Med. Society, 


Journal of the 


Journal of Journal of 
CONNECTICUT State Med. MINNESOTA Medicine 
Journal MISSOURI State Med. Assn., 


DELAWARE Med. Journal! 

DISTRICT OF COLUMBIA 
Med. Annals of 

FLORIDA Med. Assn., 
Journal of 

GEORGIA, Journal of Med., 
Assn. of 

HAWAII! Med. Journal 

INDIANA State Med. Assn., 


Journal of 


Journal 


Med. Soc. of 


Journal of NORTH CAROLINA Med. 
1OWA State Med. Soc., Journal 

Journal of NORTHWEST MEDICINE 
KANSAS Med. Soc., (Oregon, Washington, 

Journal of Idaho & Alaska) 


*STATE MEDICAL JOURNALS—the books that get a respectful hearing 
for your sales story with the lucrative medical market in one state or 42 
—and all with one contract! one monthly statement! one piece of copy! 


one original plate per insertion! 


KENTUCKY Med. Journal 
MAINE Med. Assn., 


MICHIGAN State Med. Soc., 


NEBRASKA State Med. 


NEW ENGLAND Journal of 
Med. (Mass., New Hamp.) 
NEW JERSEY, Journal of 


NEW ORLEANS Med. and 
Surgical Journal 


OHIO State Med. Journal 

OKLAHOMA State Med. 
Assn., Journal of 

PENNSYLVANIA Med. 
Journal 

ROCKY MOUNTAIN Med. 
Journal (Colo., Utah, 
Wyo., New Mex., Mont.) 

SOUTH CAROLINA Med. 
Assn., Journal of 

SOUTH DAKOTA Journal of 
Med 


TENNESSEE State Med. 
Assn., Journal of 

TEXAS STATE Journal of 
Med. 

VIRGINA Med. Monthly 

WEST VIRGINIA Med. 
Journal 

WISCONSIN Med. Journal! 
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Letters are welcome. 


You will see the statements pre- 
sented by the ANPA to the House 
post office committee and we only 
discuss the efficiency or lack of 
efficiency of the Post Office to- 
gether with the problem directly 
affecting second class mail users. 
Our statement is presented by 
Chairman J. L. Horne of our postal 
committee and Elisha Hanson, our 
general counsel. 

The ANPA is not passing an 
opinion upon first class or third 
class or fourth class rates; we are 
only talking about the Post Office 
and its service for the handling of 
newspapers. 

CRANSTON WILLIAMS, 

General Manager, American 

Newspaper Publishers Asso- 

ciation, New York. 


Letters to James Woolf Get 
Reactions from East-West 


To the Editor: I would like to 
comment on your editorial in the 
March 14, 1949, issue entitled, 
“More on Agency Recognition,” in 
which you refer to letters re- 
ceived by James D. Woolf. 

In reference to letters from “able 
and high-minded advertising men,” 
one of which originated in Los 
Angeles, it strikes me as incredu- 
lous that this gentleman should 
go on record that there “are not 
more than a dozen really sub- 
stantial accounts” in the Los An- 
geles area. He also states that 
there are about 385 so-calied ad- 
vertising agencies here. 

My quarrel is that one man’s 
opinion about substantial accounts 
is one thing, but as a member of 
a Los Angeles agency founded in 
1922, and in continuous operation 
ever since, I know that there are 
many more than 12 substantial ac- 
counts—and finally who is to de- 
cide what is substantial and what 
is not. Likewise, it seems that an 
erroneous idea is getting circula- 
tion as to just what the agency 
picture is here in Los Angeles. 

Whereas constructive competi- 
tion between agencies is always 
healthy, we are no little disturbed 
to have your editorial give cred- 
ence to one man’s view by quoting 
it to the effect that “high pressure 
tactics and unethical practices are 


being used to get business and keep 
it.” That appears as an unwar- 
ranted piece of misinformation to 
spread among the nationwide read- 
ers, among which are many lead- 
ing media people. 

We lament the existence of in- 
competent, inexperienced and per- 
haps unethical advertising agen- 
cies—not alone in this area—but 
look askance upon singling out this 
section as the main habitat of 
such and/or that we had 385 “so- 
called” agencies in this area. 

We insist that the only con- 
structive approach to this subject 
is for you to editorialize to the 
effect that (1) advertisers should 
in general insist on qualifications 
to be inherent in their agencies 
equal to that of any other profes- 
sional service, i.e., legal and medi- 
cal, and (2) media recognition re- 
quirements should consider experi- 
ence, reputation and integrity as 
well as the basis on which a client 
was secured as primary, and finan- 
cial stability and/or the extent of 
billing as secondary. 

This viewpoint, I trust, will be 
taken to heart by media men who 
may read of the “horrifying” 
practices referred to by quoted 
material in your editorial. 

CARLETON H. SIEcK, 

Secretary, H. Charles Sieck, 

Inc., Ltd., Beverly Hills, Cal. 


We have no quarrel with Mr. 
Sieck’s comments, and are glad to 
endorse them. But the Los An- 
geles area does present a special 
problem, since the rate of estab- 
lishment of agencies there since the 
war has been many times higher 
than’ the national average, and 
there seems to be general agree- 
ment that the area is sadly over- 
developed in this respect. 


To the Editor: Your editorial in 
the issue of March 14, dealing 
with agency recognition, tosses 
the hot potato about handily and, 
understandably, puts it right down 
again on the “ought-to-be” and 
“should-be” basis. No publisher, 
and therefore ex-officio member, 
of the brotherhood of gate-keepers 
is expected to thrust legend aside 
and announce to the world that the 
agency recognition key is kept 
under the door-mat. 

But the puzzlement and surprise 
of James D. Woolf at the strange 
ceremony of recognition quite 
passes belief... 

It may comfort Mr. Woolf and 
restore him to his usual 100% self- 
assurance to know that many an- 
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other wise man has misunderstoo: 
or taken for granted the purpos: 
of that little old 15%... 

Considered upon any basis ex 
cept that of a straight commission 
on handling space, the 15% doe; 
not make sense. If it were relate: 
directly to competence, talent an: 
the required volume of work, it 
would not be 15% but a variable 
The fact is that the agent is sup- 
posed to do what is necessary t» 
sell the space, and whatever addi- 
tional work may be required to 
make the sale stick. If he makes 
one piece of copy for a canned 
soup, and runs it through a long 
string of national publications, 
he is lucky, of course—just as a 
salesman is lucky who sells a sus- 
pension bridge with the same ef- 
fort he has been accustomed to put 
forth in closing a contract for a 
farm tractor. 

But suppose you publishers do 
finally answer to the twinge of 
conscience and decide to grade-up 
your recognition procedure from 
the usual one of an agent, with a 
client, with an order and a check. 
What are going to be the standards, 
set by whom? 

Standard Advertising Register 
lists some 600 or 700 agency outlets 
in New York City. Of course, that’s 
too many to live well on the avail- 
able business. And certainly at 
least 500 out of this multitude are 
very limited ‘service groups. Just 
advertising departments incorpo- 
rated. But how can we separate 
the sheep from the goats? Size? It 
can’t be on that basis. Experience? 
Any fixed standard drops a stone 
on the heads of the up-and-coming. 
Who knows where genius will 
next flare? Or die?... 

And now do I hear a suggestion 
that you put aside the matter of 
size, experience, genius and all 
the flub-dub, and just rate an 
outfit on its business ability and 
acumen? Well, my dear Mr. Editor, 
your AA advertising manager can 
tell you of cold, canny organiza- 
tions where the media departments 
call him in year after year, force 
him to take off his shirt, turn out 
his pockets and permit every last 
AA subscription and newsstand 
sale to be counted—and his very 
last county to be analyzed down 
to the final promotion-minded 
farmer. The media men tell him 
the agency is only interested in 
buying for its clients definite, well- 
established audiences at a fair 
price. With the good job you gen- 


tlemen have handed him, he meets 
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Which one 


meets your 
screening test’? 


Seige 


If you're interested in baskets— 


market baskets — it’s the one at the right. 
Her family is among the best-fed and 
best-cared-for in the country — enjoys 

one of the highest standards of living in the 
world. She depends upon Better Homes & 
Gardens for ideas and information. Is 
your story there when she’s 

deciding what will go into her basket? 


America’s First Service Magazine 
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the agency half way and sells them 
on their required basis. As he 
leaves he passes in the reception 
room the account executives and 
chief high-pressure confidence men 
returning from ramming down a 
client’s throat 26 weeks of soap 
opera that has never been aired, 
has no following, will cost a pot 
o: money and may never pick up 
an audience that a self-respecting 
Hooper will rate! 

Some say the advertising agency 
baby was tetched in the haid at 
birth. And until it matures a little 
further, gets its television, develops 
its dominant figure and learns to 
read the menu from the left side, 
it is my humble guess that most 
media owners, conservatively in- 
clined, lacking in clairvoyance, 
will cling to the time-tested basis 
for recognition—an agent with a 
client, with an order and a check. 

H. CHAMBERLAIN, 

Advertising and Merchandis- 

ing Consultant, New York. 


Adcrafters Upset—Righily;: 
Crosby Was Their Speaker 


To the Editor: Before I had a 
chance to get your March 14 issue 
out of the wrapper, I had a call 
from our publicity chairman, Hugh 
Hitchcock, of Packard. 

“Look on Page 24 of ADVERTIS- 
ING AGE,” he said. “They’ve credi- 
ted John Crosby’s talk to the Ec- 
onomic Club!” 

There was also comment about it 
at our board meeting the same day. 
Actually, Crosby addressed the 
Adcraft Club, not the Economic 
Club. 

HAL HASTINGs, 

Secretary-Manager, Adcraft 

Club of Detroit. 


Helps Creative Man Settle 
the Cracker Question 


To the Editor: Re the Creative 
Man’s recent comments on Hi-Ho 
and Ritz crackers, I have noticed 
my wife always buys Hi-Ho’s. Af- 
ter reading your little essay, I 
asked her just why she preferred 
the Hi-Ho brand. She replied: 
“Why they’re crisper-fresher! 
(Than Ritz.) They have a more 
buttery taste. And they don’t get 
stale so quick!” 

I pass her remarks on to the C. 
M. so that he may again sleep 
peacefully, knowing at least why 
one person buys the same brand. 

Don HAMILL, 
Rocky River, O. 

P.S. She doesn’t read cracker 
ads, so her “copy” must be origi- 
nal. 

i | 
What, Neglect Society? 

To the Editor: The story on 
Page 19 of the March 7 ADVERTIS- 
ING AGE, quoting a speech by C. 
Wendel Muench, is headed “12 
Basic Human Interests.” But the 
story lists only 11. Which one was 
omitted? 

ArT HALLAM, 
Pomona, Cal. 

It’s society. The others—all 11 
0 them—are news, politics, sports, 
e.tertainment, church, romance, 
home, clothes, food, children and 
health. 

aea 
Monsanto Is No One-Timer 

To the Editor: We certainly ap- 
pieciate your good intentions in 
biecking up our Jinx Falkenburg 
a with a front page plug in your 
Fb. 14 issue. 

We wish, however, that your 
Vriter had referred to the pub- 
lu ity release sent out by our pub- 
li relations department, an extra 
‘Cay of which is attached, as his 
re erence to “one shot” and “one 
tne” are regrettable. 

believe you are aware that 
Monsanto has been doing a con- 
isent and important job of na- 
Uoral advertising in consumer 


Pudlications for over ten years, 
ani the particular campaign, of 
Which this is a part, was started 


in '47. It has a most unfortunate| Pathescupe Productions, 580 Fifth 
connotation when these activities| Ave., New York, doesn’t appear on 


are referred to as “one shot” and 
“one time,” so we would greatly 
appreciate your correction of this 
impression by whatever means 
seem the best to you. 

EDMUND D. KENNEDY, 

Manager, Advertising and 

Sales Promotion, Monsanto 

Chemical Co., Plastics Divi- 

sion, Springfield, Mass. 

AA did not mean to imply that 
Monsanto is an in-and-out adver- 
tiser, but that infant merchandise 
theme was being featured in one 
ad. The ad was used as the spear- 
head of a promotion used by 329 
stores during March. 


Pathescope Catches Up 
With TV Producers List 

To the Editor: We’re not the let- 
ter-to-the-editor type but... 

Do you remember the list of tel- 
evision producing units you ran 
in that special section on TV in 
your Jan. 31, 1949, issue? Forgive 
us for pointing, but the name of 


it. 

It’s not so much that we want 
to magnify the error to our ad- 
vantage. It’s just that we'd like 
our clients—such as Ford Service, 
RCA Victor, Ballantine, Old Gold, 
Swank, Narragansett, Kraft, Philip 
Morris and many others—to know 
that the commercials they’ve used 
on the air are not imaginary but 
really exist. 

You see, we’ve been producing 
television commercials for these 
and other clients for some time. 
We think the quality and auantity 
of the commercials we turn out 
are a pretty sizable factor in the 
field. 

Incidentally, we have been pro- 
ducing industrial films for clients 
since 1914 and swear that by our 
gray beards we_ should have 
reached the point by this time 
where it looks as if we’re here to 
stay. We know this was just an 
unhappy accident but it is so 
rarely that we are on the side 
where we can pick out a mistake, 


| that we see no reason to let this 
one slide by. 

HENRY STRAUSS, 
Vice-President, The Pathes- 
cope Company of America, 
Inc., New York. 

AA questionnaired all known TV 
producers, including Pathescope. 
Where no answers were received, 
nothing could be done. 


‘Usetul’ AA Clipped, Routed 


To the Editor: One good barom- 
eter of a trade paper’s usefulness 
is the number of articles clipped 
and routed to other members of 
an office staff. 

Your March 7 issue hit a new 
high in this office. Clipped and 


routed were your stories on Gen- 
eral Motors, Glass Wax, and “Com- 
panies Tell Why They Changed 
Agencies.” 

Congratulations to you and your 
staff on a fine issue. Keep up the 
good work! 

Stuart D. Cowan Jr., 

Cowan & Dengler, Inc., New 

York. 


STOCK CUTS 


Fomstiqesery 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 
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Joins Klau-Van Pietersom Robert Snibbe Joins CED 


Burton E. Hotvedt, formerly a Robert M. Snibbe, former ex- 
regional business manager of Chil-|ecutive in the Washington Daily 
ton Co., Philadelphia, has been ap- | Reporter division of the Bureau of 
pointed an account executive of|National Affairs, Washington, D. 
Klau-Van Pietersom-Dunlap Asso-/|C., has been appointed chief of the 
ciates, Milwaukee, effective April|press division of the Committee 
1. Before joining Chilton, he was|for Economic Development, New 
progressively advertising manager | York. Prior to his association with 
of industrial supply sales and sales|the Bureau of National Affairs, 
promotion manager of Blackhawk | Mr. Snibbe was director of services 
Mfg. Co., Milwaukee. for Poor’s Financial Reports. 
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College Grads Are 
Preferred, Market 
Research Heads Say 


Str. Lours—Although only 79% 
of the marketing research directors 
queried in a survey by Parker M. 
Holmes, St. Louis University as- 
sociate professor of marketing, 
were college graduates, 91% pre- 
fer college-trained men in their 
departments, the study discloses. 

Both marketing research direc- 
tors of individual companies and 
leading teachers of marketing 
agree on the desirability of a 
broad foundation in the “cultural” 
courses, Mr. Holmes said, although 
these studies must be combined 
with the more technical business 
subjects in basic training for mar- 
keting research. 

Lack of specific training in the 
marketing research field, up until 
only a few years ago, is reflected 
in the fact that 43% of the direc- 
tors of marketing research depart- 
ments-who finished college were 
graduates of liberal arts colleges. 
Only 33% were graduates of 
schools of business, while 21% 
were graduates of schools of engi- 
neering, apparently pointing up 
the analytical training provided in 
the engineering curriculum, Mr. 
Holmes said. 

The survey was conducted by 
the educator as a part of the work 
of the American Marketing As- 
sociation’s committee on the teach- 
ing of marketing research. 


Mellor Appoints Wertheim 


Clinton Mellor, Inc., Haverford, 
Pa., book publisher, has named 
Wertheim Advertising Associates, 
New York, to handle its advertis- 
ing. Book trade publications and 
Sunday book sections of news- 


papers will be used. 


And WSIX doesn't give you too little or too much. For Nashville's retail 
trade area includes 51 counties. WSIX’s daytime audience map in- 
cludes 60 BMB counties with 25 per cent or more in 48 of these. Mail pull 


Ce and field strength maps add even more convincing proof that WSIX 

- gives you the Nashville market. Cash in on the $655,888,000* 
NO WASTED spent yearly here in retail stores alone — via WSIX! 
COVERAGE *Projected from Sales Management May '48 


BMB STATION AUDIENCE MAP — DAYTIME — 


BASED ON STUDY NUMOER 1 — 


MARCH 1946 


Figures in counties indicate the percentuge 
SUMMARY BDATA—BAYTUNE of radio families thot comprise the stotioa 
Tabulation by the KATZ AGENCY, INC. cudience he the county. 7°, 
| dtm hOPuNS 
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Home City | ano \ atm 
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40% ° id 35 180,260 129,760 
—- 43 195,490 | 135,120 
—ae” °° 48 216,800 140,900 
20% ° = 49 224,490 142,470 
32° °*° 60 252,610 146,690 
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lhe Creative Mans Corner 


For some reason, never very clear to the occupant of this 
Corner, advertisers and their agencies invariably change 
their advertising come the first of the year. Illustrated here- 
with is the first advertisement in what is apparently to be 
the 1949 pitch of the Watchmakers of Switzerland. 

Maybe the appropriation has been cut. Anyway, this year 
the ads are in black and white instead of full color. And, 
instead of typical domestic occasions on which gifts are 
given, this year we are to be given a scenic tour of Switzer- 
land, complete with edelweiss. 

Beauty, says the caption of this advertisement, can be in 
the hearts of men. So can knavery, schemirg and getting 
across a fast one. This new series, however, is apparently 
intended to acquaint us with exactly why the Swiss are 
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1k WITH PRB LET FOR JHHTLER OB PHOHKR CHIE 
more adept at putting a watch together than our own 
Lancastrians. It’s the altitude. It’s the Alps. It’s the fact that 
“beauty is everywhere in Switzerland.” Ah, beauty. 

What has happened to truth in advertising? (Isn’t beauty 
truth, and truth beauty—or vice versa—as Keats reminded 
us?) The Swiss are so good at watch-making because it’s 
one of their principal occupations, next to cheese-making— 
subsidized by the government, when necessary. 

This ad happened to appear in Life. It even looks like a 
Life editorial page. But how would the editors of Life have 
handled it, this Corner wonders—and with how much more 
conviction than the boys on Park Avenue, intent on selling 
the Swiss watchmakers and showing the amount of pro- 
fessional touch that can be added to a story to which, 
basically, nothing really has to be added? 
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Except, perhaps, a rhymed couplet—“For the gifts you’ll 
give with pride, let your jeweler be your guide.” 
Sounds right out of Keats. 
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Tominey Appointed A. M. Appoints Roy Durstine 

Francis J. Tominey, editor of| The’ textile resin department o! 
New England Printer & Publisher,| American Cyanamid Co., Nev 
Boston, has been appointed ad-/| York, has appointed Roy S. Dur 


tion. |its advertising, effective June 1. 
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COMPLETE CIRCULATION MANAGEMENT 
FOR BUSINESS PUBLICATIONS 


When circulation slumps, advertising lineage also 
takes a nosedive. That's when the publication's man- 
agement lines up at the ulcer clinic. Many paid and 
controlled circulation publishers have eliminated this 
No. | trouble by turning their entire circulation wor- 
ries over to us. 


Our complete facilities include: 


© Subscription Sales Promo- © Daily List Maintenance! 
' 
tien © Addressing and Complete 
Fulfillment Service! 


© Nation-wide Newsstand Dis- 
tribution! 


© ABC Statements. Micro-rec 
ords and Correspondence! 


© Regular Renewal Follow-up! 


Want more information? Write or call: 


PUBLISHERS: 


Phone 


WEiste 9-3773 


PS sclpbmonit Coop. 


538 South Clark Street, Chicago 5, Illinois 


vertising manager of the publica-/|stine, Inc., New York, to handle 
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St. Regis Boasts 


Record Volume- 
But Cuts Ads 2/3 


Agency Troubles, Return 
of Buyer’s Market Hit 
$162,000,000 Paper Firm 


New YorK—In the face of rec- 
ord sales and earnings in 1948, 
St. Regis Paper Co. has slashed 
aavertising expenditures two- 
thirds from the expected basis 
for 1949. 

Reported last year as being the 
“biggest business paper adver- 
tiser,” St. Regis spent about $750,- 
000, through Robert F. Branch, 
Inc., New York and Chicago agen- 
cy, in about 50 papers in such 
varied fields as printing, pulp 
and paper, feed, fertilizer, flour, 
chemicals, cement and rock prod- 
ucts, plastics, and chain stores— 
and in a series of institutional 
double spreads in color, which 
started last May in Business Week, 
Fortune, Newsweek and Time. 


s For 1949 St. Regis had planned 
to double this expenditure io a 
“bottom” of $1,300,000 and a “top” 
of $1,588,000. Not only would the 
business paper and _ institutional 
campaigns be continued, but a 
campaign for ‘Panelyte decorative 
and industrial plastics would be 
launched in home magazines. 

And yet today St. Regis is spend- 
ing at an annual rate of less than 
$500,000, and only in business 
papers. 

The sudden decision, last Decem- 
ber, to cut advertising expendi- 
tures two-thirds from the expected 
basis is said to have been due io 
several reasons: 


s 1. Despite the facts that net 
sales, royalties and rentals in the 
year ended Dec. 31, 1948, totaled 
$162,672,926 (as compared with 
$143,864,583 in 1947 and $15,359,- 
478 in 1939), and net income after 
taxes in 1948 was $14,859,803 
(compared with $14,631,325 in 
1947 and $547,820 in 1939), sales 
and profits were leveling off. The 
war and postwar paper boom 
seemed to have ended. 

2. The Robert F. Branch agency 
was found to be considerably in 
debt to publications on the St. 
Regis advertising schedule. 


s Estimated as producing more 
than 50% of all magazine paper 
tonnage used in this country—its 
200 publisher customers including 
Crowell-Collier, Curtis, Reader’s 
Digest and Time, Inc.—St. Regis 
is doubly embarrassed by the fact 
that many of its customers have 
been, and still are, on its adver- 
tising schedule. 

Another reason, expressed speci- 
fically by both the St. Regis people 
ard Col. Robert F. Branch, was 
the criticism by AA’s “Creative 
Man,” last Nov. 22, of the St. 
Regis institutional campaign. 


s In the 15 years of Roy K. Fer- 
g.son as its president, St. Regis has 
grown from a minor to a major 
factor in the paper industry. The 
Firguson regime has emphasized 
invegration of operations, diversi- 
fiation of products, and strategic 
location of plants. 

Profits were plowed back into 
the business. Although the com- 
beny has made a profit in every 
year since 1935 (when it lost $393,- 
4¢2 on a volume of $9,143,818), 
st’ ckholders received no dividends 
from 1932 to 1947. Even last year 
th-y got only 80¢ on earnings of 
$271 per common share. 

\ former financial man and a 
protege of Floyd L. Carlisle of 
Niigara Hudson Power, Roy Fer- 
Suson knew the importance of 


keeping his 15,000 stockholders 
happy. But he set out to build an 
empire second to none in paper 
products, and the effort took all 
the funds he and the other 17 
directors (11 of whom also are 
officers) could scrape together. 


s It also took borrowing. Of the 
company’s total liabilities of $157,- 
621,409.51 on last Dec. 31, $44,- 
622,500, or more than one-fourth, 
were in long-term notes and de- 
bentures. 

The institutional campaign, 
which Mr. Ferguson signed, was 
intended, among other objectives, 
to impress the financial community 
with the present strength and 
future prospects of the enterprise. 
It also provided a corporate “‘um- 
brella” for divisions and affiliates 
in this country and abroad, some of 
which only recently were merged 
with the parent company. 


w The spreads promoted individual 
industries which St. Regis serves. 
Currently printing paper is said 
to represent 30% of its dollar vol- 
ume; Panelyte plastics about 10%, 
and multiwall bags and kraft paper 
for a wide variety of products, 
about 60%. In fact, while print- 
ing and converting paper output 
declined slightly, from 321,823 tons 
in 1947 to 312,733 tons in 1948, 
production of multiwall bags in 
this period rose from 691,8.6,000 
to 920,198,000. 

But all these parts of the busi- 
ness are important and the in- 
stitutional campaign gave full 
stress to them. The underlying 
theme was “Timber Is a Crop.” 
St. Regis cited its measures to re- 
place cut timber, and thus to create 
more wealth. This campaign ran 
for about two years. But last May, 
through the Branch agency, the 
expenditure for it was stepped 
up considerably by substitution of 
color spreads for black and white 
pages. 


@ The troubles of Robert F. 
Branch, Inc., and therefore also 
of St. Regis, have been called 


both cause and effect of the cur- 
tailment in advertising plans. 

Even though unpaid invoices 
from publications on the schedule 
are reported to have been piling 
up in his agency since last August, 
Colonel Branch blames the cur- 
tailment decision of December for 
his debts, now estimated at $160,- 
000. 

The colonel (who gained the 
title in the Army in World War II) 
has been in advertising about 20 
years—with Lord & Thomas, Bat- 
ten, Barton, Durstine & Osborn, 
and as a Coca-Cola account execu- 
tive with D’Arcy Advertising Co. 
Tall, white-haired, blue-eyed, im- 
pressive, he does not drink or 
smoke, and does not accept liquor, 
tobacco or “patent medicine” ac- 
counts. He has conducted the 
Branch agency for about three 
years. In July, 1947, he acquired 
St. Regis, which was and is the 
bulk of his billing. 


ws He opened a headquarters office 
in the Plaza Hotel in New York, 
a production office at 730 Fifth 
Ave. and a Chicago office—and 
hired 30 people. 

His initial capital was $25,000. 
He believes it “should have been 
$250,000: It takes that muck to do 
a good agency job.” He also be- 
lieves that payments from adver- 
tisers “should be segregated,” with 
the 15% agency commission kept 
apart from the 85% to be paid 
media. The agency, he said, should 
be a “trustee” of the 85%. 

Colonel Branch’s difficulties 
came from his failure thus to 
segregate the 100% paid by clients. 
“I just happened to get caught,” 
he said, “at something nearly 
everybody does.’”’ He would “com- 
pel an agency to live within its 
income.” 


a Currently, many magazines and 


business papers on 1948 schedules 
are reportedly still largely unpaid, 
although Colonel Branch says “we 
have paid off more than $18,000” 
since Jan. 1. 

Largest creditors—owed an 
estimated total of $75,000—are 
the four magazines on the institu- 
tional schedule. Business Week is 
owed $16,000, Newsweek $20,000, 
and Fortune and Time $40,000. 

During the war, St. Regis had 
a managerial contract with Time, 
Inc., to operate several of its mills. 
When that expired, Time, Inc., 
acquired a substantial interest in 
St. Regis preferred and common 
stock. St. Regis also has a long- 
range supply contract with Time, 
Inc. 

Creditor publications tell AA 
that they went along with the 
Branch agency on a three-month 
note. Colonel Branch said that, 
at a meeting of major creditors in 
his office, he had made a “self-im- 
posed deadline” of April 1 to meet 
payments. Insertions now being 
placed are reported to be on a 
prepaid basis. 


w One representative of business 
papers said that “St. Regis held 
an umbrella over Branch for a 
while, but finally let the umbrella 
down.” But another emphasized 
that “the media are holding the 
bag.” 

Last Friday, however, he told 
AA that business paper creditors 
“preponderantly have backed our 
request for another 90 days after 
April 1 in which to meet pay- 
ments.” He said that he recently 
wrote to all magazine and business 
paper creditors, “told them how 
we've cut expenses, and asked for 
another 90 days.” He has not yet 
heard from all of them, he said, 
but a large majority who have 
replied “have been favorable.” 

Colonel Branch said “I intend 
to stay in business,” and he esti- 
mates the agency’s assets at $100,- 
000 and its liabilities somewhat in 
excess of that figure. 

He blamed his difficulties on the 
action of St. Regis directors in “de- 
ferring” the institutional campaign. 
He could not cut expenses fast 
enough, he said, to meet payments 
then due. 


ew Meanwhile, he has closed the 
Fifth Ave. office, reduced his 
staff from 30 to 20 and, he said, 
otherwise economized. 

In addition the agency has 
added in recent months such ac- 
counts as Lucien Lelong cosmet- 
ics, the new Boconizing moth- 
proofing process, and several ac- 
counts brought in by Horace Cleve- 
land, formerly with J. M. Mathes, 
Inc. The Branch total billing rate 
today, however, probably does not 
exceed $750,000. It also does some 
fee business. 

Although about 15 other agen- 
cies recently have been shooting 
for the St. Regis account, a St. 
Regis executive told AA that 
“we’re sticking with the Branch 
agency, as long as it is right side 
up.” 

Colonel Branch said,“I’ve offer- 
ed to resign, but St. Regis de- 
clined.” 


s Branch is said to have landed 
the St. Regis account by “one 
phone call” to Ferguson. The colo- 
nel pointed out, however, that he 
had become acquainted with paper 
industry problems in his work 
with the Services of Supply dur- 
ing the war, and that he was intro- 
duced to Ferguson a couple of 
years ago by executives of a bus- 
iness paper to which he was then 
a consultant. 

Ferguson and Branch apparently 
have much respect for one another. 
And Colonel Branch points out 
that “$1,000,000 billing would pull 
this business out in 12 months. We 
have five accounts in prospect 
which could change this to $2,- 
000,000 in 24 months.” 

Meanwhile, later this year, the 


National Advertising in Newspapers 


Expenditures in 1948, by product classification. Compiled by the 
Bureau of Advertising, American Newspaper Publishers Association, 
on basis of measurement of general and automotive linage in 908 
newspapers representing 88.3% of U. S. weekday circulation, and pro- 


jection for remaining 11.7%. 


Classification 1948 1941 % Gain 
i. Groceries $103,568,000 $42,675,000 142.7 
2. Automotive 59,296,000 33,829,000 75.3 
3. Alcoholic Beverages 34,006,000 20,940,000 62.4 
4. Toilet Requisites 23,563,000 13,738,000 71.5 
5. Housing Equipment & 
Supplies 19,913,000 4,621,000 330.9 
6. Transportation 19,156,000 9,369,000 104.5 
7. Medical 18,896,000 10,254,000 84.3 
8. Tobacco 16,302,000 15,073,000 8.2 
9. Publications 14,844,000 7,365,000 101.5 
10. Radio 14,401,000 2,202,000 554.0 
11. Industrial 9,651,000 1,859,000 419.2 
12. Wearing Apparel 8,681,000 1,552,000 459.3 
13. Hotels & Resorts 7,990,000 3,304,000 141.8 
14. Public Utilities 7,192,000 6,390,000 12.6 
15. Agriculture 5,123,000 1,137,000 350.6 
16. Insurance 3,339,000 1,462,000 128.4 
17. Confections 2,646,000 397,000 566.5 
18. Jewelry & Silverware 1,612,000 271,000 494.8 
19. Sporting Goods 1,578,000 524,000 201.1 
20. Amusements 1,258,000 379,000 231.9 
21. Educational 1,135,000 487,000 133.1 
22. Professional & Service 318,000 72,000 341.7 
Miscellaneous 14,793,000 2,618,000 465.0 
Total $389,261,000 $180,518,000 115.6 
sje de 
St. Regis institutional campaign Dailies 1948 Ad 


may be resumed. Much will depend 
on what happens when _ stock- 
holders of St. Regis Paper Co. 
hold their annual meeting at the 
company’s offices at 230 Park 
Ave., New York, on Friday, April 
8. 


Winchell Again Tops 
Hooper Listing, CBS 
Holds Network Lead 


New YorkK—Walter Winchell, 
gliding along with Kaiser-Frazer 
on ABC, held on to the top Hooper 
position with a rating of 27.5 for 
March 30. 

Columbia Broadcasting System 
continued to lead in the network 
competition, taking eight of the 
top 15 nighttime programs. NBC 
had five, and ABC placed two pro- 
grams. 

The winners: 

Walter Winchell (Kaiser-Frazer), 

ASC ....... 


; “en 27.5 
Radio Theater (Lux), CBS . 24.7 
Fibber & Molly (Johnson's 

Wax), NBC 23.4 
Godfrey’s Talent Scouts 

(Lipton’s), CBS = — 23.4 
Jack Benny (Lucky Strike), CBS 22.3 
My Friend, Irma (Pepsodent), CBS 21.6 
Bob Hope (Swan), N es ' 21.5 
Stop the Music (Old Gold, Speidel 

Smith Bros., Eversharp), ABC ............ 20.2 
Duffy’s Tavern (Bristol-Myers), NBC ..18.3 
People Are Funny (Raleigh), NBC ......17.8 
Inner Sanctum (Bromo-Seltzer), CBS ..16.8 
Mr. D. A. (Bristol-Myers), NBC ..........16.2 
Amos 'n’ Andy (Rinso), CBS ...... ieee 
Crime Photographer (Toni), CBS. ........16.0 
Bing Crosby (Philco), ABC ....................15.7 
Suspense (Auto-Lite), CBS .......... 15.7 


Average rating is 10.4, down 0.2 
from last report and 0.2 from a 
year ago. Average sets-in-use of 
34.1 is up 0.4 from last report and 
1 from a year ago. 


JAMES MONTGOMERY 


New ALBANY, IND.—James E. 
Montgomery, 61, publisher and 
general manager of the New AIl- 
bany Tribune, died in Indianapolis 
March 26. 


Glenwood Products to be 


Made by 3 Manufacturers 
Glenwood Range Co., Taunton, 
Mass., which said it would be 
forced to go out of business June 
1 (AA, March 7), will instead 
decentralize all production, using 
three large manufacturers lo make 
its products. Under the new setup, 
headquarters of Glenwood will 
probably be moved from Taunton 
to some other city in New England. 
It is possible that other products 
will be added to the line of gas, 
coal, oil and combination ranges. 


Dell Names Campbell A. M. 


Ralph P. Campbell, former sales 
manager of national advertising 
sales, has been appointed adver- 
tising manager of Sports Illus- 
trated, New York, a Dell publica- 
tion, succeeding Paul Hunter, re- 
signed. Mr. Hunter was publisher 
of Liberty before joining Dell. 


Take Hits Record 
of $389,261,000 


(Continued from Page 1) 
jections based on a fraction of total 
U.S. dailies. 

The 1948 figure is based on 
measurements of all national (i.e., 
“general” plus automotive) ad- 
vertising carried by 908 weekday 
and Sunday newspapers published 
in 664 cities, representing weekday 
circulation of 46,151,000, or 88.3% 
of total U.S. weekday circulation. 
The only projection employed is 
for the remaining 11.7%. 


s The change, marked by the bu- 


reau’s resuming the statistical 
compilation after a_ three-year 
interval, will culminate in the 


issuance of an annual volume, 
“Expenditures of National Adver- 
tisers in Newspapers,” now in 
preparation. 

The grocery industry again led 
the parade, with $103,568,000 spent 
in 1948, up 142.7% from 1941— 
the last normal year for which 
expenditures were compiled. Auto- 
motive advertisers moved into the 
No. 2 spot, spending $59,296,000, 
or 75.3% more than in 1941. Al- 
coholic beverages ranked third 
with $34,006,000, followed by toi- 
let requisites with $23,563,000. If 
the drug, toilet goods and medical 
classifications were lumped, the 
industry would rank third, with 
a total of $42,459,000. 

Among industries showing spec- 
tacular gains, as against 1941 ex- 
penditures, was “radio” (radio, TV 
sets and broadcaster advertising), 
up 554% to $14,401,000. 


Goodall Signs 19 TV 
Stations for Golf Film 


Goodall Co., Cincinnati, has 
signed television stations in 19 
cities to run a 13-week series of 
five-minute films titled “How to 
Improve Your Golf,” starring golfer 
Harold “Jug” McSpaden, who, each 
week, will demonstrate correct 
golf technique in one phase of the 
game. The commercials will fea- 
ture Palm Beach, Springweave and 
Sunfrost suits and slacks. 

Stations which will carry the 
series are: KLAC-TV, Los Ange- 
les; WNBW, Washington, D. C:; 
WSB-TV, Atlanta; WNBQ, Chi- 
cago; WAVE-TV, Louisville; 
WDSU-TV, New Orleans; WBAL- 
TV, Baltimore; WNAC-TV, Boston; 
WWJ-TV, Detroit; KSD-TV, St. 
Louis; WJZ-TV, New York; WLW- 
T, Cincinnati; WEWS, Cleveland; 
WPTZ, Philadelphia; WDTV, Pitts- 
burgh; WMCT, Memphis; WBAP- 
TV, Fort Worth; KLEE-TV, Hous- 
ton, and WTVR, Richmond, Va. 
Ruthrauff & Ryan is the agency. 
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Within a month, Trav-ler Radio 
Corp., Chicago and Orleans, Ind., 
will introduce its new, direct view 
television set with a 10” picture 
tube and a price tag of $250. Most 
probable market for the introduc- 
tory campaign will be Chicago, 
where the set will get a fairly 
heavy newspaper play with Jones, 
Frankel Co. directing the account. 
Other markets will be added in 


succession as production is in- 
creased. 
Trav-ler, which built its bus- 


iness manufacturing and selling 
low-cost portable and table model 


radios, also will present a set with 
a 12” tube priced at $330. In addi- 
tion, buyers who wish to shift 
from a 10” tube to a 12” tube at 
a later date will be offered ex- 
change kits which may be in- 
stalled by any video service man. 


gee 

Representatives of some 25 pri- 
vate electric power companies met 
in Chicago March 25 to work out 
preliminary details for a public 
information program designed to 
sell consumers on the advantages 
of private utilities. The group 
agreed on the general scope of the 
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program, but detailed plans, in- 
cluding actual size of the budget, 
(probable range: $100,000-300,000) 
will not be formulated until a sec- 
ond meeting late in April. Bozell 
& Jacobs will handle the program 
on an individual client basis. 
aes 

C. R. Cox, president, Carnegie- 
Illinois Steel Corp., believes that 
purchasing agents have to know 
more about their company than 
merely purchasing, so C-I pur- 
chasing personnel get training in 
financial aspects of the business, 
study the sales department, and: 
“In many cases the purchasing de- 
partment representative is the only 
contact some of our suppliers have 
with Carnegie-Illinois. In a real 
sense, therefore, he is the public 
relations representative of our 
corporation so far as these sup- 
pliers are concerned. Thus the 
purchasing training course has in- 
cluded a discussion of Carnegie- 
Illinois’ public relations policies.” 


aes 

Idea behind Oliver Corp.’s in- 
stitutional campaign on its farm 
equipment, currently running in 
publications with high urban cir- 
culations, is that rural and urban 
populations overlap more than 
ever before. More city people own 
farms, and more farmers are inter- 
ested in securities and _ invest- 
ments. 

To reach this “overlap,” Buchen 
Co., Oliver’s agency, scheduled in- 
sertions during the period Novem- 
ber, 1948, to November, 1949, in 
Banking, Nation’s Business, The 
Saturday Evening Post and Wall 
Street Journal. Typical copy cites 
three contributions to better farm- 
ing made by Oliver: replaceable 
plowshares, the Oliver TNT plow, 
which breaks up the pan and deep- 
ens the topsoil, and the direct 
drive power take-off. 

agen 

The National Newspaper Pro- 
motion Association’s nominating 
committee will nominate Fred- 
erick N. Lowe, Pittsburgh Post- 
Gazette, for 1949-50 president, and 
Bertrand Stolpe, Des Moines Reg- 
ister and Tribune, for vice-presi- 
dent at the association’s annual 
meeting in New York, April 20-22. 
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Not because of the words . 
but because of the drenciic 
presentation of our own sales story. 


Motion picture spots for television 
and theatrical release... 

sales training... 
whatever your needs you'll 

hit more effectively when 

you combine basic sales presentation 
with our dramatic and original 
artistry of production. Such a 
merger will increase the impact 

of values of your program, 

yet your films will cost no more. 
Write us for a demonstration. 


public relations... 


REID H. RAY 
FILM INDUSTRIES, INC. 


Ford Parkway 


ST. PAUL, MINNESOTA 


208 So. LaSalle Street 
CHICAGO, 


ILLINOIS 
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will be accepted. 


clearly stated. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The second annual Market Data Section of ApverTIsING AGE 
will appear in the May 30 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations, and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive 
index of all available market data in all fields. 

Last year, approximately 500 separate pieces of market data 
were listed in the section, and readers of ADVERTISING AGE sent 
in requests for over 13,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but 
the material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1.48, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and 
agencies, preferably without charge. If there is a charge, or 
other conditions are attached to its distribution, this should be 


4. It must be received prior to May 13, 1949. 

Actual copies of the material to be listed should be sent to 
Market Data Editor, Apvertistnc AcE, 100 E. Ohio St., Chicago 
11, with any necessary explanatory notes. 


Smith & Corona Introduces 
New Machines in Dailies 


L. C. Smith & Corona Type- 
writers, Inc., New York, intro- 
duced the new 1949 Smith-Corpna 
office typewriter with color-vision 
keyboard using 1,000-line ads in 
morning newspapers in 64 cities 
on March 29. Dealers took tie-in 
ads in about 100 cities. 

The new machine also will 
be advertised in Time and busi- 
ness papers. Newell-Emmett Co., 
New York, is the agency. 


Nutter Agency Moves 


Jim Nutter & Associates, San 
Francisco agency, has moved into 
larger quarters in the Flood build- 
ing. 


Paramount Appoints Siegel 


Norman Siegel has succeeded 
George Brown as director of studio 
publicity and advertising of Para- 
mount Pictures, Hollywood. He 
rs been with the studio since 
1945. 


Griffith Joins KDYL 


Homer Griffith has disposed of 
his interests in the Homer Grif- 
fith Co., national station repre- 
sentative in Hollywood, to join 
KDYL, Salt Lake City, as a mem- 
ber of the sales executive staff. 


Sorensen & Harris Moves 

Sorensen & Harris, San Fran- 
cisco advertising typographer, has 
moved to 767 Market St. 


THE DAKOTA FARMER, during the year 1948, 
carried 193,391 lines at commercial display rates 
out of Minnesota and the Dakotas. This is 
60,428 lines MORE than was carried similarly by 
any other farm periodical! 


LINEAGE CARRIED FOR THE YEAR 1948 


CROP MACHINERY| *FOOD &GROCERY| COMMERCIAL 

AND TRACTORS STORE ITEMS DISPLAY 
THE DAKOTA FARMER 103,473 95,659 485,661 
Wallace’s Farmer 76,468 62,841 543,093 
Nebraska Farmer 74,013 64,734 522,795 
The Farmer 73,034 62,147 464,092 
Country Gentleman 52,574 93,729 800,776 
Capper’s Farmer 48,421 48,166 426,877 
Successful Farming 42,398 64,165 497,982 
Farm Journal 33,288 62,902 483,424 


*Food Ingredients, Canned and Packaged Foods, Food Beverages, Miscellaneous Food 


Produets and Soaps and Cleansers. 


Readershi 


Source: Farm Publication Advertising Report, January, 1949. 


P: 100,000 Dakota farm families 
read and respond to the editorial and advertising 
messages contained in the Dakota Farmer. These 
farm families represent a total of 604,590 persons 

.. each with a definite influence on family buying. 

The Dakota Farmer is the most effective edi- 
torial, merchandising and advertising influence in 
the Dakotas TODAY. 

J. P. MALONEY, Advertising Manager 
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American Says Adieu 
cand Douglas Hello 
in Ads on DC-3s 


New YorK—Last week aviation 
acmen were pondering the pages 
of the April 2 Saturday Evening 
Post, and trying to decide the 
future of the Douglas DC-3. 

On Page 72, a DC-3 roared off 
a landing strip beside a_ stage 
ccach, and the headline on the 
American Airlines’ ad said, “This 
month a grand old plane makes 
its last flight! Outmoded by finer, 
faster, more modern transports, 
the Douglas DC-3 is tinged with 
regret ....The DC-3 will doubtless 
continue to serve the public in a 
limited way... but no longer will 
it be seen on American’s far-flung 
routes where it starred so long...” 

In a spread on Pages 90-91, how- 
ever, Douglas Aircraft Co. de- 
clared, “Swift new model of a 
rugged old friend! New as tomor- 
row—the Douglas Super DC-3 
combines the rugged dependability 
of the famed DC-3 with the add- 
ed speed of powerful new en- 
gines and the latest in swept-back 
wing design to bring you swifter, 
more comfortable travel by air!” 

The copy claims speed of 250 
m.p.h. (American claims 300 for 
its Convairs, which replaced the 
DC-3s) and declared “the new 
Super DC-3 is designed to carry 
on a quarter century of Douglas 
tradition for the finest in modern 
transportation by air.” 


WILLIAM JOHNSTON 


Miami BeEaAcH, FLaA.—William 
Johnston, 57, president of the El- 
vin Co., Chicago advertising 
specialties company, drowned here 
March 30 while swimming at Surf- 
side beach. Mr. Johnston, who 
formed Elvin in 1942, previously 
served with Brown & Bigelow and 
with the Redbook division of Reu- 
ben H. Donnelley Corp. 


HARRY C. WELCH 


SoutH ORANGE, N. J.—Harry 
C. Welch, 49, advertising manager 
of the Grocery Products divis- 
sion, Borden Co., died suddenly 
at his home here March 29. Mr. 
Welch joined a Borden predeces- 
sor company, Horton Ice Cream 
Co., New York, in 1922, becoming 
advertising manager two years 
later. He had served with Borden’s 
Grocery Products division since 
1945. 


WILLIAM McLAIN 


PHILADELPHIA—William R. Mc- 
Lain, 72, former president of the 
McLain Organization, Inc., and 
only recently made chairman of 
the board of the newly formed 
agency, McLain-Dorville, Inc., died 
suddenly in Temple University on 
March 27. 

He was stricken several days 
before during a business trip to 
New York. 

Mr. McLain came to this country 
from Scotland in 1895 and was 
soon engaged in industrial adver- 
tising. In 1915 he organized the 
MeLain Co., and he organized the 
MeLain Organization in 1931. That 
azency was merged with the Dor- 
v lle Corp. 


MRS. ANN OLIVER 


PLATTSBURGH, N. Y.—Mrs. Ann 
E izabeth Mannix Oliver, 66, vice- 
pesident and treasurer of the 
P attsburgh Press-Republican Pub- 
li hing Co., died March 21. Her 
sister, Mrs. Thomas P. Dunphy, is 
pesident of the company, which 
pi blishes the morning Press-Re- 
bi blican. 


MORGAN H. SEXTON 


“LINTON, Ia.—Morgan H. Sexton, 
Sei1eral manager of Station KROS, 
died March 27. Mr. Sexton, a for- 
Mr circulation manager of the 
Agus, Rock Island, IIll., also had 


ho ee 
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served with stations in the city 
and in Davenport, Minneapolis 
and Marinette, Wis. 


WILLIAM S. BROWN 

PORTLAND, Me.—William S. 
Brown, 26, manager of Station 
WMTW, died in a hospital here 
March 21. 


Issues Packaging Handbook 


“Package Engineering Hand- 
book,” prepared by Walter Stern, 
packaging director of Barnes & 
Reinecke, Chicago, is a new book 
containing information on improv- 
ing techniques and reducing pack- 
aging cost and losses. The book is 
available from the publisher, 
Board Product Publishing Co., 228 
N. LaSalle St., Chicago, at $7.50 
a copy. 


KSDN Joins Mutual 


KSDN, Aberdeen, S. D., has 
affiliated with the Mutual Broad- 
casting System, replacing KABR, 
which discontinued broadcasting 
March 31. KSDN went on the air 
in April, 1948. 


TYPICAL REACTIONS 


Men and women here react like men and women every- 


where. The South Bend market is typical — so perfectly 
typical that the U.S. Government chooses it for important 
tests and studies. Test results obtained here are meaning- 
ful and reliable — because they reflect typical reactions 
of typical people. Want all the facts and figures? Write 
for free market data book entitled “Test Town, U.S. A.” 


-— 
SUR SOUTH BEND, 
IND. 


STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


Because there are no reliable, up- 
to-date official figures on markets 
and marketing trends, populations, 
and population trends, income, 
purchasing power, etc., advertising 
and marketing executives must 
depend on media-supplied studies 
and analyses for their information. 
And media have done a superb 
job of studying and reporting on 
their markets . . 


However, there’s this catch in it: 
Unless a marketing executive's 
name is on every publisher's mail- 
ing list, he has no assurance he 
will get everything he needs... 
and if his name were on every list, 
he would be swamped with much 
superfluous information. The an- 
swer to this problem is ADVER- 
TISING AGE’S annual Market 
Data Number—a special issue 
serving as a comprehensive and 
authoritative directory of avail- 
able market data supplied by me- 
dia — enabling men in search of 
markets to request what they 
need, when they need it. 


The 21,000 subscribers of ADVER- 
TISING AGE look to this direc- 
tory as their basic source of latest 
available market data. 


HERE’S WHAT 


And here’s what it does: It gets 
media-prepared data into the 
hands of the right people — those 
whose new accounts or new dis- 
tribution problems make it imper- 
ative for them to study certain 
markets. Last year the Market 
Data Number of ADVERTISING 
AGE (the first issued) produced 
13,301 requests for market and 
media data! In direct terms this 
means thousands of potential 
leads not developed through any 
other medium—a great service for 
advertisers and advertising media 
—and an exclusive with ADVER- 
TISING AGE! 


SUBSCRIBERS AND 
READERS, NOTE: 


If your subscription is scheduled 
to expire prior to the May 30 is- 
sue — take no chances — RENEW 
TODAY! $3 for 1 year, or better 
yet $6 for 3 years (you save $3). 
If you are NOT a subscriber, now 
is the time to place your order, 
because only enough copies of the 
Market Data Issue will be printed 
to service actual subscribers. 
Please send subscription orders to 
the Chicago office. 


Pa 


ie "MEDIA PROMOTION 


EVENT OF THE YEAR/ 


Ox May 30, 1949, the 21,000 
subscribers to ADVER- 
TISING AGE will receive 
the Special Market Data Sec- 
tion, fully contained within the 
issue — not a supplement — di- 
gesting some 1,000 different 
market studies made available 
by media, plus the informative 
display advertising of media de- 
siring to present more complete 
stories for immediate reference 
From previous experience we 
know that the issue containing 
this special section will be re- 
tained and used by advertisers 
and agencies for a period of six 
to seven months, providing a 
flood of valuable inquiries. 


An exclusive with ADVER- 
TISING AGE, the annual Mar- 
ket Data Number is a unique 
contribution te market research, 
a unique opportunity for media 
promotion. Media-prepared 
market data will be briefed and 
indexed under the following six 
classifications: National Mar- 
kets; Regional and Local Mar- 
kets; Farm Markets; Distribu- 
tion Markets; Industrial Mar- 
kets; Professional Markets. If 
you are a media promotion man 
and have not already received 
the announcement brochure, 
write for complete details at 
once. Representation in this 
marketing directory is a must! 


Advertising Age 


100 E. Ohio St. 
Chicago 11 
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11 E 47th St 
New York 17 


A 
Special Section 
Within the Issue, 


Digesting and Listing Ap- 
proximately 1.000 Pieces of 


Media-prepared 
Market Data 
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Ohio TV Chain Completed 


WLW-C, Columbus, O., tele- 
vision station of Crosley Broad- 
casting Corp., began commercial 
operation April 3, completing the 
third link in a regional video net- 
work that includes WLW-TYV, Cin- 
cinnati, WLW-D, Dayton, and 
WLW-C. WLW-C will carry be- 
tween 25 and 30 hours of weekly 
programming. 


N. Y. TRADE REPR. 
‘=e offers 
WESTERN PUBL’R 


competent, exp'd top agency and 
acc. contacts, est. office, and hard 
effort, part or full. 
Box 7317, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Harder Selling 
Ahead, Lighting 
Industry Warned 


Cuicaco—lIt’s time for the light- 
ing industry to “unwrap our 
Planned Lighting package, do 
some studying, and get ready to 
sell harder than ever before,” 
members were warned last week 
at the third International Lighting 
Exposition. 

The admonition came from D. 
M. Salsbury, president, Westing- 


_Cnicago 


a 


fende 


IN EXCESS OF 200,000 ~ 


AB MEMBERSHIP - 


Gives you a better value, dollar 
for dollar, than any other medium 
in this highly important field. 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


house Electric Supply Co., and an 
executive of the National Elec- 
trical Wholesalers Association, at 
one of the conference sessions held 
during the four-day show. The 
“Planned Lighting” program has 
been carefully detailed but, Mr. 
Salsbury said, up until now there 
has been too little sales coordin- 
ation ‘on the part of the many 
lighting interests in this industry. 

Much of the present large poten- 
tial lighting volume is_ unsold 
“simply because we are limited 
in our trained personnel and be- 
cause, for one reason or another, 
we have failed to organize an ag- 
gressive planned selling approach,” 
he continued. The industry is big, 
but a little more planning will 
make it still bigger, he said. 


s Describing efforts of the whole- 
salers’ association to help member 
companies and their salesmen 
make the planned lighting pro- 
motion pay, Mr. Salsbury ealled 
attention to a recent “Supply Sales 
Booster” on store and office light- 


ing. Wholesalers, it urges, should 
train salesmen to sell planned 
lighting, and work with contrac- 
tors and contractor-dealers who 
are the key men in the program; 
sell planned lighting advantages 
in their equipment catalogs; key- 
note their selling activity around 
a demonstration or point-of-sale 
room; advertise planned lighting 
service to consumers and contrac- 
tors; arm salesmen with “before 
and after” pictures in lighting 
brochures; prepare a sales port- 
folio for each lighting job; use the 
plentiful supply of selling aids 
and data available from other 
sources, and tie in with all in- 
dustry lighting promotions. 

Robert W. McChesney, presi- 
dent, National Electrical Contrac- 
tors Association, and president, 
Harry Alexander, Inc., reviewing 
the contractor’s part in lighting 
sales at another session, said some 
lighting jobs are inadequate be- 
cause of the lack of planning; 
because “much so-called planned 
lighting selling is a mumbo-jumbo 


it pays to use 
both hands 


IN 1948 THE 


Tie it up right! 


Big St. Louis, that is, 
(America’s 8th largest market.) 


This means 


substantial Star-Times schedules. 


Because no matter how you figure it 


you miss almost half 


of rich St. Louis.. 


. unless 


you use a combination of daily newspapers. 


178,089 responsive 
Star-Times reader families 


provide the essential low-cost 
PULLING POWER! 


in big St. Louis’ 
that means 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 


STAR-TIMES CARRIED 34.7% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS. 
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SALUTE—Admen saw in this Pabst page 

(Milwaukee Journal and Sentinel, March 

27) an answer to the Blatz “I’m from 

Milwaukee and | ought to know,” and to 

the Schlitz Milwaukee centennial promo- 
tion. 


of fixture selling,” and because of 
improper installation and inferior 
materials and equipment, although 
these latter causes are declining. 


ws The industry needs _ properly 
qualified lighting contractor 
sociations in every community, but 
there are two main hindrances to 
that postwar development, Mr 
McChesney declared. “One is the 
too prevalent practice of manu- 
facturers to sell helterskelter,” to 
merchandise through the con- 
tractor only if they get the business 
and ovcherwise to rush into direct 
selling at prices as low as, or lower 
than, those offered the contractor. 
The offending manufacturers of 
lighting equipment and materials 
“in the heat of the competitive 
scramble,” are cutting off their 
own right hands when they deal 
that way with contractors, the 
association head maintained. 

The other hindrance, he said, 
is the “here-today and gone-to- 
morrow operators who contrive to 
get the business by selling the job 
down,” and who win the support 
of jobbers and suppliers who bind 
them to use their materials and 
equipment. 


as- 


a If the potential lighting cus- 
tomers are properly sold adequate 
planned lighting, the market might 
reach $3 billion in the next three 
or four years, Mr. McChesney said, 
compared with $750,000,000 avail- 
able through mere _ hit-and-miss 
selling or order taking. 
Outstanding advancements have 
been made during the past year, 
not only in lamps but in fixtures, 
materials, products and applica- 
tions, Alston Rodgers, General 
Electric Co. lamp department engi- 
neer, showed in a demonstration 
of the actual products. His review 
was not confined to G-E, although 
that company paraded an impres- 
sive series of research accomplish- 
ments. These included the new 
white 100-watt incandescent lamp 
and 150-watt “Indirect-lite”; two 
new fluorescent lamp colors; ada)- 
tations of reconnaissance phot»- 
graphy flashtubes to the phot»- 
graphic studio for fashion ad 
other merchandising shots; contr'- 
butions to railroad lighting, a: d 
a new lighting installation f! 
Briggs Stadium, home of the D: - 
troit Tigers. 

A non-G-E product plugged | y 
the company spokesman was t! @ 
Corning Glass Works’ Fota-Lit’, 
a glass with sealed-in louve! 
Photosensitive glass is used, wi!) 
an “egg crate” pattern ingrain¢ | 
in it; the vertical louvers a 
photographically transferred to t! @ 
full thickness of the glass. 
Products of nearly 100 mani - 
facturers were shown at the thi / 
annual exposition, includin’ 
makers of industrial and comme! - 
cial equipment, floodlights, stre 
lighting equipment, airport an 


theater lighting units. Makers ©! 
equipment for the residential ma! - 
ket hold separate shows in Ne’ 


York or Chicago. 
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Business Papers 
Have Hot Debate 


on Postal Rates 


(Continued from Page 1) 
siving rate parity to controlled 
avers, fought strongly for con- 
sideration of these publications “in 
he light of 1949 instead of 1879.” 

Mr. Conover, in his easel pre- 
ker. tation, said that administration 
of existing postal regulations on 
ontrolled publications bar all but 
those which meet the strictest 
standards. After he said Nelson 
Jentzel, third assistant postmas- 
er general, and Postmaster Gen- 
ral Jesse Donaldson agree that a 
iscrimination exists, Representa- 
ive Murray announced that Mr. 
Donaldson would be called Mon- 
ay to take a stand on the con- 
rolled circulation papers’ appeal. 


In its fight for “identical rates 
for identical services,’ National 
Business Publications, Inc., spokes- 
man for 88 periodicals in 62 
fields, drew heavily on endorse- 
rents of key industrial and gov- 
ernmmental executives to demon- 
trate that controlled circulation 
ublications command loyal! read- 
ership. 

Mr. Conover pointed out that the 
xisting law dates back 70 years, 
“before the advent of controlled 
irculation technical publications.” 

“We are largely to blame for the 
situation in which we find our- 
elves,’ Mr. Conover declared. 
“We should have been here years 
ago.” 


a In its brief, NBP noted that 
text matter in “paid” publications, 
mailable at 14%2¢ a pound, would 
pay 10¢ when printed in a “con- 
rolled” publication. Identical ads 
kre mailable at 3¢ a pound in 
‘paid” publications, 10¢ a pound in 
controlled,” NBP pointed cut. 
Endorsements and reprint orders 
exhibited by controlled circulation 
ublishers came from dozens of 
rade associations, individual com- 
panies and government agencies, 
ncluding all branches of the 
med services. Among the ex- 
hibits was a “certificate of ap- 
preciation” to Conover-Mast Cor- 
poration, from the Deputy Chief 
of Naval Operations for Air, “in 
recognition of outstanding services 
rendered to naval aviation during 
Jorld War II.” 


# The brief pointed up the fact 
hat procurement regulations for 
‘ost-plus-fixed-fee contracts, re- 
cently adopted by the armed serv- 
ces, draw no distinction in the 
treatment of advertising in ‘“con- 
trolled” or “paid” circulation pub- 
lications. 

At another point it quotes Roy 
0. Eastman, analyst of technical 
beliodical readership: “We serve 
paid or free, and have clients who 
publish both kinds. The fact that 
asibsecriber pays for a publication 
ani keeps on paying, is no criterion 
whatsoever of reader interest or 
tder satisfaction.” 

"‘o dramatize the competitive 
‘inequity’ caused by 300% greater 
Dostage rates, NBP provided House 
nimittee members with two 
Dalits of competing “paid” and 
‘coitrolled” publications. For an 
‘yal number of pages and copies, 
*e controlled publication paid 
26213 more than its competitor; 
‘he other $59,882. 


')BP emphasized that technical 
tub ications have developed into 
“‘ncathly textbooks” useful only 
0 specialists, and that the total 


“re lation of the entire field is 
ss than the circulation of Life. 
“Ary volume of circulation beyond 
the need of the field would be in- 
‘up oortable, because of high unit 


cost,” it declared. 

Subscription fees would be 
merely token payments, in light of 
the high unit costs of business and 
technical publications, NBP main- 
tained. Because of the nationwide 
dispersion of technical periodical 
readers, paid subscription publish- 
ers often find themselves paying 
more to get a subscriber than they 
actually get in subscription in- 
come, NBP told the committee. 

Controlled circulation was “un- 
known” when the law of 1879 was 
enacted, NBP said. Several 70- 
year-old editions of technical pub- 
lications were submitted to il- 
lustrate the “simplicity” of periodi- 
cals of that day. 


a “A glance at these technical 
periodicals reveals how radically 
the technical periodical business 
has been changed of necessity to 
meet and satisfy the highly com- 
plex needs of today’s readers,” 
NBP continued. 

“To keep pace with, or rather 
in advance of, the growing needs 
of industry, the sciences and pro- 
fessions, our technical pericdicals 
have had constantly to expand and 
enlarge their editorial services. 

“This expansion of editorial 
services has resulted in sharply 
ascending cost per copy, for the 
field served by the average tech- 
nical publication is so small and 
compact that it is usually served 
adequately by a circulation of less 
than 20,000.” 


es NBP said controlled circulation 
methods result in “wider and more 
advantageous” dissemination of 
technical information because: 

“1. Distribution of the periodical 
is automatically limited to those 
who can best use it in the field 
served. 

“2. The publisher is enabled to 
start giving the benefit of the in- 
formation service the moment the 
new unit enters the field and to 
give adequate service to a new in- 
dustry, science, trade or profession 
as it develops. 

“3. The publisher is enabled to 
stop sending the periodical the 
moment a unit leaves the field. 

“4. The publisher is enabled to 
remove at once from the distribu- 
tion list the names of recipients 
not using or reading the periodi- 
cals.” 


gs Colonel Chevalier charged that 
adoption of HR. 3220 and 3195, 
identical bills which would permit 
the mailing at second class rates of 
so-called controlled circulation 
publications which do not have a 
legitimate list of paid subscribers, 
is so fraught with danger that pub- 
lishers would be shirking duties 
as citizens and publishers if they 
remained silent. 

The bill refers to business pub- 
lications, a broad term, said Colo- 
nel Chevalier. “It is evident,’ he 
continued, “that if the second class 
rate is opened up to so-called con- 
trolled circulation publications, 
which are sometimes known as 
free distribution publications, it 
would be very difficult, if dis- 
crimination is to be avoided, to 
withhold similar treatment from 
other classes of publications than 
business publications.” 

While HR. 3220 does not spe- 
cifically provide that controlled 
circulation publications may be 
entered as second class mail mat- 
ter, the effect of the adoption of 
the bill would be the same as if 
it did, Colonel Chevalier pointed 
out. 


es From any viewpoint, he con- 
tinued, it is obvious that reasons 
existing 70 years ago for estab- 
lishment of a second class postage 
rate are multiplied many times in 
importance today. 

Safeguarding of this special 
rate is of vital importance, Colo- 
nel Chevalier stated. “There will 
always be those who will try to 


Last Minute News Flashes 
Pall Mall Television Commercials Start April 11 


New YorK—American Cigaret & Cigar Co. will make its television 
cebut with a one-minute film spot campaign breaking April 11 on 
stations in New York, Los Angeles, Philadelphia, Boston, Baitimore 
and Chicago. Pall Mall’s tested theme—‘“Paul Mall’s greater length 
filters the smoke on the way to your throat”—will be emphasized. Sul- 
livan, Stauffer, Colwell & Bayles is the agency. 


3 Magazines to Carry Satin-Glo Hairbrush Ads 


New YorK—Tek-Hughes, Inc., will launch a campaign this month 
for its new Satin-Glo hairbrush sets with color ads in Ladies’ Home 
Journal, Life and Seventeen. Hanly, Hicks & Montgomery, New York, 


is the agency. 


Biow Co. Elects Alter Vice-President 


New YorK—Samuel A. Alter, account executive on the Pepsi-Cola 
Co. account at Biow Co., has been appointed vice-president of the 
agency. Mr. Alter was formerly assistant to the vice-president in charge 
of bottling sales at Coca-Cola Co. prior to joining Biow. 


Cribben & Sexton Appoints Christiansen Agency 
Cuicaco-—Cribben & Sexton Co., maker of Universal gas ranges, has 
appointed Christiansen Advertising Agency to handle its account, 
effective immediately. Fall campaign plans include the use of national 
media, supplemented by local promotions using outdoor, radic and 


television. 


Crowell-Collier ‘48 Revenue Up $2,216,000 

New YorK—Crowell-Collier Publishing Co. last year had higher 
revenue than in 1948, $63,139,884 compared with $60,924,267 in 1947, 
but profits fell from $4,865,686 in 1947 to $2,418,918 in 1948. Reduction 
in advertising linage and rising costs were blamed for the decline in 


earnings. 


Stroock Appoints Orr & Associates 

New YorK—S. W. Stroock & Co., 
Orr & Associates, New York, to handle its advertising. Sally Cramer, 
formerly with McCann-Erickson here, has joined the Orr agency as ac- 


count executive. 


Ptattenberger Retires; Hartford is Successor 


Los ANGELES—Walter G. Pfaffenberger, advertising manager of the 
Los Angeles Times since 1934, announced Friday that he wil! retire 
May 1 after 45% years in the newspaper’s advertising department. He 
will be succeeded by Emile A. Hartford, assistant advertising mana- 


ger for the past ten years. 


woolens, has appointed Robert W. 


take advantage of it to serve their 
own interests,” he said. McGraw- 
Hill does not take issue with 
the users of any of the vari- 
ous classes of mail, he pointed out, 
but rather feels that the prcposed 
bills represent a serious threat to 
the publishing industry at large. 
Controlled circulation publishers 
are answerable only to their ad- 
vertisers, Colonel Chevalier ob- 
served. 


ws “Lower postage rates for con- 
trolled circulation publications 
would stimulate the growth of 
such publications to an extent 
which to us here today might seem 
utterly fantastic,’ he continued. 
“J can hear the chorus now, and 
I believe the Post Office Depart- 
ment can, too, from all types of 
periodicals,” he declared, “mag- 
azines of general interest requiring 
hundreds of thousands or millions 
of free circulation in order to com- 
pete with those with legitimate 
lists of subscribers.” The postal 
service would be flooded and its 
losses would be staggering, he pre- 
dicted. 

To grant controlled papers second 
class entry would constitute a radi- 
cal departure from the policy of 
restricting such privileges to pub- 
lications which are circulated in 
response to a genuine public de- 
mand, he added. 


Names Al Paul Lefton 

Benson & Hedges, New York, 
has appointed Al Paul Lefton Co., 
New York, to handle advertising 
for the new Benson & Hedges Pri- 
vate Blend cigarets. The cigaret 
will be introduced early this 
month and preliminary distribu- 
tion will be in the New York met- 
ropolitan area. 


Anaconda Appoints K&E 

Anaconda Copper Mining Co., 
New York, has appointed Kenyon 
& Eckhardt, New York, to handle 
advertising of Anaconda and all 
subsidiary companies including 
American Brass Co. and Anaconda 
Wire & Cable Co. Ellington & Co., 
New York, formerly handled the 
account. 


‘Tops’ Adult Comic 
Will Bow This Month 


New YorK—Tops, a magazine 
for adults incorporating the comics 
technique, will go on the news- 
stands April 27, published by Lev 
Gleason Publications. 

The publisher calls the technique 
“illustory,” and among the con- 
tents to get illustory treatment are 
an anecdote from Billy Rose’s 
“Wine, Women and Words,” and 
a Dashiell Hammett short story, 
“The Joke on Eloise Morey.” 

The initial circulation guarantee 
will be 300,000. Advertising rates 
will be $500 per page inside, $750 
for second and third covers in 
black-and-white, and $1,000 for 
the fourth cover in color. The 
magazine is 10%x13%”, and ad- 
vertising pages are 9x12”. Gleason 
will not charge for plates. E. A. 
Piller is advertising director. 


New Ekcoware, Pressure 
Cookers Are Introduced 


Ekco Products Co., Chicago, 
which has embarked on one of the 
largest sales and advertising drives 
in housewares history, last week 
introduced a new line of Ekcoware 
stainless steel utensils with copper 
bottoms, and two new pressure 
cookers. 

Promotion of the utensils will 
break with a full-color spread in 
the May 7 Saturday Evening Post 
and the April-May Mademoiselle’s 
Living. Newspaper copy will in- 
troduce the pressure cookers mar- 
ket by market, starting late this 
spring. Al Paul Lefton Co. is the 
agency. 


Ford Dealers Set TV Show 


Ford Dealers, through J. Walter 
Thompson Co., New York, will 
sponsor a half hour telecast, fea- 
turing pantomime and the dance, 
on CBS-TV starting April 18. 
Time for the program, starring 
Jimmy Savo as the storyteller, is 
Monday, 9 p.m., EST. 


Hubbell Agency Moves 


Hubbell Advertising Agency, | 
Cleveland, has moved its cffices | 
from 1220 Huron Rd. to 1900 | 
Euclid Ave. 


Annual Reports 
Mirror Mixed 
Magazine Field 


New York—Annual reports of 
four major magazine publishing 
companies for which reports are 
available (omitting Hearst, which 
does not itemize magazine rev- 
enue) reveal the mixed reaction 
caused by 1948’s combination of 
dropping linage and rising costs. 
Crowell-Collier’s report has not 
yet been released. 

Time, Inc., reported record 
sales of $130,981,044 in 1948 com- 
pared with $120,404,217 in 1947. 
Net income was $9,008,721 in 1948 
21% above the $7,432,824 earned 
in 1947. Circulations were uv about 
33% % over 1945, and all maga- 
zines showed a gain in advertising 
revenue—although linage in three 
magazines dropped. 

Curtis Publishing Co. had op- 
erating income of $137,902,758 in 
1948 against $127,899,039 in 1947. 
Net profits were $5,380,193, com- 
pared with $5,078,425 in 1947, a 
5.9% gain. The report says 71% 
of the company’s revenue came 
from advertising, 29% from sale 
of magazines to readers. 


# Curtis breaks down its report 
by magazines, and shows The Sat- 
urday Evening Post with a slight 
advertising gain (from $58,516,- 
994 in 1947 to $60,801,185 in 1948), 
Ladies’ Home Journal with a slight 
loss (advertising fell from $25,- 
219,979 in 1947 to $24,224,265 in 
1948), Country Gentleman with a 
sizable gain (from $7,044,726 in 
1947 to $9,001,472 in 1948), and 
Holiday with a 79.3% gain ($3,- 
116,567 in 1948, compared to $1,- 
738,238 in 1947). 
Indicative of the cost situation 
in publishing, Holiday ran in the 
red in 1948, but the December is- 
sue showed a small profit, Pres- 
ident Walter Fuller reported. 
McCall Corp. reported record 
sales of $35,196,028 in 1948, com- 
pared with $33,045,246 in 1947. 
Profits for the year were $1,928,- 
062, declining from the $3,038,856 
earned in 1947. Advertising linage 
fell 5.3% in 1948, but advertisers 
paid more money to McCall’s than 
In any prior year. McCall Pattern 
sales increased 8% over 1947, set- 
ting a record. In the first quarter 
of 1949, President Marvin Pierce 
warned, advertising sales will be 
off about 7%, but “total sales 
figures during the coming year 
should approximate those of 1948.” 


® McGraw-Hill Publishing Co. re- 
ported gross income of $41,758,- 
718, up 7.3%, or $2,834,006, from 
1947. The company’s net also rose, 
to $2,663,247, compared with $2,- 
476,451 in 1947. The company 
noted a significant difference be- 
tween McGraw-Hill and the rest 
of the magazine business: Mc- 
Graw-Hill’s advertising page vol- 
ume showed a decline in 1948, but 
it was smaller than in any post- 
war year, although most maga- 
zines showed a larger decline in 
1948 than in other postwar years. 
Its one magazine with newsstand 
circulation, Science Illustrated, 
“has shown substantial improve- 
ment in circulation during 1948.” 


Sherwin-Williams to F&S&R 


Sherwin-Williams Co., Cleve- 
land, has named Fuller & Smith 
& Ross, Cleveland, to handle the 
advertising for Sherwin-Williams 
paints, Kem-Tone and Kem-Glo, 
effective Sept. 1. 


Gets Hosiery Account 

Harrison Hosiery Mills, Brigh- 
ton, Mass., has appointed Paul 
Smith Advertising, New York, to 
handle advertising for Waltham 
Nylocrepe hosiery. 
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Adds Veterinary Line 


G. F. Harvey Co., Saratoga 
Springs, N. Y., manufacturer of 
pharmaceuticals, is introducing 
a specialty line of veterinary 
products. The company has pre- 
pared a handbook, “Harvey Prod- 
ucts for the Veterinarian,” which 
describes the properties and uses 
of the company’s veterinary prod- 
ucts. 


Appoints Waketield Agency 
Wakefield Advertising, San 
Francisco, has been named to 
handle the advertising of Mark 
Morris Tire Co., San Francisco. 


Four A’s Adds Lupton 

John Mather Lupton Co., New 
York, has been elected to member- 
ship in the American Association 
of Advertising Agencies. 


The best way to show how 
Burgoyne grocery and drug 
panels in a dozen test cities can help 


you is to take an actual case. 


A national grocery manufacturer 
tested a proposed newspaper campaign 
in seven cities for nine months. . . 
16,380 lines . . . 13 weeks in each 
Retail sales increased one- 
third! Ay considerable part of the in- 
crease was held in the final quarter 
after advertising stopped. New con- 
sumer customers were created. 


test city. 


Ask Burgoyne how quickly . . . thrift- 
ily . . . your plan can be pre-tested 


NOW. 


case history 92-x 
proves newspaper value 


CEDAR 
RAPIDS 


@ First in lowa . . . sec- 
ond in U.S... . in per 
capita net income.* First 
in Iowa quality of market 


index.* 


© 77,000 people . 
23, 400 families . . $110 
million deposits rar 
$4,737 in the bank for 
every family. 


® $17 million food sales 
.. $4 million drug sales.* 


® CEDAR RAPIDS GA. 
ZETTE blankets city and 
Linn County 100% . . 
54,000. 


*SALES MANAGEMENT 
1948 Survey of Buying 
Power 


Burgoyne Grocery éx Drug om 


DIXIE TERMINAL ~* 


CINCINNATI 2, OHIO 


QUALITY REPRODUCTION IN... 


COLOR 
ROGSS 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates, produced regularly for the lead- 
ing advertising agencies, that have appeared in national 
publications. You are always assured of faithful repro- 
duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-1 Service—Ad setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order—a 
definite saving of your TIME, TROUBLE and MONEY. 


PHONE Whitehall 4 2300 


11 CBS Shows Land 
in Nielsen Top 20; 
NBC Has 5, ABC 4 


Cuicaco—Eleven of the top 20 
shows on the Nielsen report for 
the week of Feb. 20-26 were Co- 
lumbia network programs; five 
were aired by the National Broad- 
casting Co., and four by the Amer- 
ican web. 

Eight of the top 20 shows were 
mysteries, and five of these be- 
long to CBS, two to ABC and one 
to NBC. 

CBS had four of the first five 
shows in the top 20, three in the 
second five shows, one in the third 
five and three in the fourth five. 
NBC had one in the first five, one 
in the second five, two in the third 
five and one in the fourth five 
programs. One of ABC’s shows 
landed in the second five, two in 
the third five and one in the last 
five of the top 20 listing. 


ms There has been little change 
among the leaders since the last 
report. The shows that switched to 
CBS continued to hold the top 
positions. Lucky Strike’s Jack 
Benny remained in second place; 
“Amos ’n’ Andy” (Lever Bros.) 
moved up a notch to fourth place; 
and “Adventures of Sam Spade” 
(Wildroot) moved up two places 
to sixth position. 

Of the Sunday night shows in 
the first 20, CBS had three: Jack 
Benny, “Amos ’n’ Andy,” and “Sam 
Spade.” The other two were ABC 
shows: P. Lorillard’s fourth quar- 
ter of “Stop the Music” and Walter 
Winchell (Kaiser-Frazer). 

Three Monday night shows made 
the first 20 on the latest report, 
all of which were on CBS. They 
were “Godfrey’s Talent Scouts” 
(Lever-Lipton) ; Lever Bros.’ “Lux 
Theater”; and “My Friend Irma” 
(Lever-Pepsodent), which follow 
each other from 8:30-10:30 p.m., 
EST. 

Five Tuesday evening shows ap- 
pear on the list. NBC has three, 
CBS two. The Columbia shows are 
“Mystery Theater” (Sterling Drug) 


-jand “Mr. & Mrs. North” (Colgate- 


Palmolive-Peet). The NBC shows 
are Bob Hope (Lever-Swan); 
“Fibber McGee & Molly” (S. C. 
Johnson & Son); and “People Are 
Funny” (Brown & Williamson). 


aw Only one Wednesday evening 
show ranked among the leading 
20—NBC’s “Mr. District Attorney” 
(Bristol-Myers). Thursday’s rep- 
resentatives in the list of leaders 
are both Columbia programs, “Your 
FBI in Peace and War” (Procter 
& Gamble) and “Mr. Keen” 
(Whitehall Pharmacal). “Sus- 
pense” (Auto-Lite), which fol- 
lows “Mr. Keen” on CBS, and 
which was in the top 20 last re- 
port, landed in 22nd place this 
time. Toni’s “Crime Photographer,” 
which follows “Suspense,” also 
dropped out of the first 20 and 
landed in 3lst place on the latest 
report. 

Three Friday night shows made 
the list. Two were ABC prcgrams, 
“Fat Man” (Norwich Pharmacal) 
and “Your FBI” (Equitable Life), 
and one was “Ford Theater” on 
CBS. National Broadcasting Co. 
held the only Saturday evening 
show in the top 20, Colgate’s Den- 
nis Day show. 

Nielsen data showed total radio 
listening during the week of the 
report at 5.1 hours per home per 
day, the same as on the last re- 
port, but 2% off from the figure 
for the corresponding period last 
year. 


Darbaker Promoted 


James M. Darbaker, Chicago 
district manager of operations, has 
been named general manager of 
sales of Carnegie-Illinois Steel 


| Corp. Stephen M. Jenks, general 


superintendent of Gary works, has 
been named to succeed Mr. Dar- 
baker. 


Advertising Age, April 4, 19-9 


Nielsen Figures on Top-Rated Shows 


Week of Feb. 


20-26, 1949 


All figures copyright by A. C. Nielsen Co. 


EVENING, ONCE-A-WEEK, 
TOTAL AUDIENCE 


15-60 MINUTE PROGRAMS 


AVERAGE AUDIENCE 


Cur. Prev. Cur. Points| Cur. Prev. Cur. Poi ts 
Rank Rank Program Rating Change | Rank Rank Program Rating Cha: i 
1 Lux Radio Theater...... 32.7 —1.4| 1 4 Lux Radio Theater...... 25.9 +14 
2 Pr-O re 30.3 —0.2| 2 DO SE nnn c's cee ek 23.6 —i0 
3 3 Fibber McGee & Molly...28.0 —1.5/ 3 2 Fibber McGee & Molly...23.4 — 6 
4 S Bee OW Bate. oc cccne 28.0 +03| 4 3 Walter Winchell ....... 225 —)3 
5 4 Godfrey's Talent Scouts..27.4 —18]| 5 6 Amos ‘n’ Andy........ 208 +(1 
6 8 Adventures of Sam Spade..26.2 +1.4] 6 13 a ay of Sam Spade.20.2 + 4 
7 6 Walter Winchell ....... 25.6 —0.9| 7 es rere 20.0 —i\4 
8 ca © eee 24.6 —1.6] 8 17 People & Funny...... 7 +-1.7 
9 10 My Friend irma........ 24.4 +0.2/) 9 9 My Friend Irma........ 19.5 — 2 
10 2 Sa 24.0 +0.1/ 10 10 Stop the Music (4th qtr.) 19.5 +05 
ll ll Mystery Theater ....... 23.3 0.3} 11 14 Mystery Theater ....... 19.0 0 
12 22 People Are Funny....... 23.2 +1.9/12 18 Mr. District Attorney. . 15 +1. 
13 12 Stop the Music (4th gtr.)22.9 +0.8]13 34 “The Fat Man” ...... 185 +34 
14 19 Mr. District Attorney. . 22.4 +0.9] 14 5 Godfrey's Talent Scouts..18.4 —24 
15 ie J. 8S = ae 22.3 +4.4]15 16 Stop the Music (3rd gtr.)18.3 +12 
16 me GN ee ona cceeses 22.2 —1.1] 16 15 This Is Your FBI...... 18.2 —0)1 
17 18 Mr. and Mrs. North..... 22.1 +0.3] 17 2} ea 18.1 19 
18 17 ~FBI in Peace and War...218 —0.3] 8 Pe es bald ae ng had 17.0 3.2 
19 20 This Is Your FBI....... 21.6 +0.2)19 20 Mr. and Mrs. North....168 —1,) 
20 i (RE 21.6 +2.0} 20 8 Crime Photographer ....16.7 48 
EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 
1 DB OE sven vnsent 19.9 +06! 1 DS sii ecetees 16.0 0.1 
2 ec ee eee 18.8 +1.0| 2 = eer 15.9 Tt 7 
3 3 Counter-Spy .......... 168 +0.4!) 3 3 Counter-Spy .......... 13.3 +04 
DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS 

1 1 Arthur Godfrey l 1 Arthur Godfrey 

(Ligg. & Myers) ....141 +409 (Ligg. & Myers)..... 11.7 +404 
2 2 Ma Perkins (CBS)...... 12.4 +09] 2 2 Ma Perkins (CBS)...... 11.3 +0.7 
3 5 Arthur Godfrey (Nabisco)11.9 +40.9| 3 5 Arthur Godfrey (Nabisco).11.0 +1.0 
4 12 Right to Happiness..... 11.9 +06) 4 9 Right to Happiness..... 10.8 +05 
5 6 Pepper Young's Family..11.9 +0.2/ 5 6 Pepper Young's Family..10.8 +0.3 
6 8 Backstage Wife ........ 118 +0.6) 6 7 Backstage Wife ........ 10.7 +04 
7 4 Young Widder Brown... .11.7 0.0; 7 4 Young Widder Brown....10.6 +04 
8 3 When a Girl Marries....11.7 —0.2| 8 3 When a Girl Marries....106 —0O.1 
9 BD Geen WD ccsccccves 11.7 +408] 9 ee ff aaa 10.5 +06 
10 16 Our Gal, Sunday ....... 11.3 +0.8/10 11 Our Gal, Sunday....... 10.3 +08 
ll ll Portia Faces Life ...... 113 +0.3/11 8 Portia Faces Life...... 10.0 0.0 
12 20 Arthur Godfrey 12 16 Perry Mason .......... 96 +04 

4g ee 10.8 +0.8/13 13 Guiding Light ........ 95 +02 
13 24 Perry Mason .......... 10.6 +0.6)14 20 Ma Perkins (NBC)...... 93 +02 
14 14 Guiding Light ......... 10.5 0.0} 15 15 Romance of Helen Trent.. 9.3 +0.7 
15 9 Wendy Warren ........ 10.5 +0.1 

DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 

1 8 Grand Central Station...16.0 +2.7; 1 S Grand Central Station...13.3 +2.0 
2 1 True Detective Mysteries.15.4 -—2.4| 2 1 True Detective Mysteries. 12.3 —2.1 
3 6 Armstrong Theater ..... 15.0 +18) 3 6 Stars Over Hollywood....12.3  +1.1 
4 2 Quick as a Flash...... 15.0 —2.0| 4 8 Armstrong Theater 12.2 +18 
5 5 Stars Over Hollywood...14.7 40.8)| 5 3 Quick as a Flash....... 10.4 —07 


Barcalo Appoints BBDO 
Barcalo Mfg. Co., Buffalo, man- 

ufacturer of bedding, upholstered 

furniture, summer furniture, seat- 


ing specialties and hand tools, has 
placed its advertising with the 
Buffalo office of Batten, Barton, 
Durstine & Osborn. 


THE 


RIGHT 
IDEA.. 


message to the homes. 


this task effectively. 


c . 7 —— 
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BUT THE WRONG APPROACH 


In Metropolitan Oakland, Mr. Advertiser, your 
best assurance of highly productive advertising results 
is through a newspaper medium which delivers your 


The Oakland Tribune is the only newspaper in 
Metropolitan Oakiand that is capable of performing 


7 out of every 10 Tribunes are home delivered, 
and since 1939 The Tribune has had the greatest home 
delivered daily city circulation in Northern California. 


Oakland. zP2Tribune 
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— CRESMER & WOODWARD, INC. | 
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Brands Found | 
Weak in Clothing 
Purchase Survey 


NASHINGTON—Brand _ conscious- 
ness helps men buy business shirts, 
bit it is a negligible consideration 
fo: other items covered in a survey 
f men’s clothing preferences, sum- 
marized by the Bureau of Agri- 
-ultural Economics Wednesday. 

Brand entered into 18% of the 

susiness shirt sales reported by 
the BAE sample. On the other 
and, it influenced only 3% of 
ummer shirt and summer suit 
ales, and was no consideration at 
nll in year-round or summer trou- 
bers. 
Financed under the Research and 
larketing Act, the survey is de- 
igned to provide designers and 
,xerchandisers in the clothing bus- 
ness with consumer preference in- 
ormation important to produc- 
ion and advertising plans. 


Advertising Age, 


The full report, which will be 
printed in May or June, will be 
patterned after a study of women’s 
lothing preferences (Miscellane- 
pus Publication No. 641, U.S. De- 
artment of Agriculture) printed 
n December, 1947. A third study 
overing infants’ and childrens’ 
year is now in the planning stage. 
Style and construction features 
ominated men’s clothing trans- 
actions. They governed 63% of 
ummer sport shirt sales, 52% of 
business shirt sales, 40% of sum- 
er suits and 46% and 42% respec- 
ively, of year-around and summer 
rousers. 

Correct size and fit, quality and 
ind of material and desirable 
‘olor all rated well above brand as 
2 factor in business shirt sales. On 
he other hand, price was men- 
ioned in only 13% of the cases. 


Men buy most men’s apparel. 
Eighty per cent said they buy their 
wn summer suits, 78% their own 
extra trousers. Sixty per cent said 
hey buy their sport shirts and 
nderwear; 59% their business 
shirts; 58% their socks; 49% their 
ajamas and 43% their robes. 
Wives buy 30% of the pajamas, 
27% of the robes, 24% of the un- 


CO-OP—Utica Brewing Co., Utica, N. Y., 
is one of 20 members of the Small 
Brewers Association, located in non-con- 
flicting territories, which will use this 
display this month. It ties in with Utica’s 
outdoor poster of the same design. 


derwear and socks, 23% of the bus- 
iness shirts, 21% of the summer 
sport shirts; only 8% of the extra 
trousers and 3% of the summer 
suits. Wives “help” in another 
12% of summer suit purchases, 
and 6 to 8% of men’s other cloth- 
ing selections. “Mothers” buy 4% 
of the pajamas, and 1 to 3% of 
other items. (The survey covers 
50,500,000 “men” 16 years old or 
over.) 


es Nearly all the men owned un- 
derwear, socks and business shirts. 
Fewer than half owned wool shirts, 
a robe or a summer suit. Only in 
business shirts, underwear and 
pajamas did over half agree on a 
preferred fiber. In all three cases 
cotton was preferred by about two- 
thirds. 

Cotton was highly rated in sum- 
mer suits, extra trousers for sum- 
mer, sport shirts, socks and under- 
wear for coolness and comfort, 
particularly for “its pleasant feel- 
ing next to the skin.” It was also 
mentioned for “launderability.” 

Wool was lauded for warmth, 
particularly in robes and under- 
wear. It was favored in summer 
suits and extra trousers for “dressi- 
ness,” holding a press and resist- 
ance to wrinkling. 

Rayon sport shirts, pajamas and 
extra trousers were said to be ‘“‘cool 
and pleasant to wear” and to resist 
wrinkling. 


FA 


Yours for the Asking: 


COMPLETE FACTS FILE 
OF THE WWVA MARKET 


Here—in one compact file folder —are all 
the facts about the great four-state market 
served by WWVA: Eastern Ohio, Western 
Pennsylvania, Virginia and West Virginia. 
A penny postcard will bring your file folder 
to you. Just ask for a copy of the Fingertip 
Facts Folder about the WWVA market. 


FOR TIME BUYERS ABOUT 
A GREAT MARKET AREA | 


WHEELING. 
WEST VA. _ 
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Helser Joins Florez 
Ray B. Helser, of Ray B. Helser 
& Associates of Los Angeles, devel- | 
oper of the Video-Graph presenta- 
tion board for use in all types of 
visual training, has joined Florez, 
Inc., Detroit, promotional and| 
training specialist. Creative facili- 
ties of the Florez organization will 
be used in the preparation of 
Video-Graph programs designed 
for industry and school systems. 


Drug & Cosmetic 


INDUSTRY 


- 


' 
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Covers an industry that is 


John Bess Rejoins Noma 

John M. Bess, who resigned his 
executive position with Noma 
Electric Corp., New York, a year 
ago to devote his time to indepen- 
dent reorganization projects, has 
resumed his former position as 
executive vice-president of Noma 
Electric Corp. of Maryland. This 
is the equipment and appliance 
branch of Noma. 


not afraid of the future. 


Also Publishers of Beauty Fashion 


™ . 


You Don't Have to Buy Out the Theatre 
+o Get a SINGLE SEAT... 


>a 


vie 
a2 


[Sovp ovr] 


Distributed With 
The Sunday Issues Of 


SAN FRANCISCO EXAMINER 
LOS ANGELES EXAMINER 
SEATTLE POST-INTELLIGENCER 
NEW YORK JOURNAL-AMERICAN 
BALTIMORE AMERICAN 
PITTSBURGH SUN-TELEGRAPH 

DETROIT TIMES 
CHICAGO HERALD-AMERICAN 
MILWAUKEE SENTINEL 
BOSTON ADVERTISER 
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Drawn by John Buckley whose illustrations appear weekly in Pictorial Review 


INVITATION TO ADVERTISING EXECUTIVES: Want to concen- 
trate your advertising where it does you most good? If 
so, act now on these facts: 


Only in PICTORIAL REVIEW can you buy separately, 
without penalty . . . even for color . . . your choice of 
from one to ten of America’s most influential Sunday 
Magazine markets. 


And only in PICTORIAL REVIEW do you get these 
other unique values: “Can’t-miss-it” visibility for each 
advertisement. No competitive product advertisements. 
The unduplicated, market-by- 
market, street-by-street guidance 
of the famous Hearst sales oper- 
ating controls. 


Compare all these unmatched 
and vital advantages. Then put 
PICTORIAL REVIEW to work 
for you... right away. 


4 nl. in Pictorial “hes 
as you buy from 1 +o 10 
Big-City Sunday Magazine Markets. 


A HEARST 
PUBLICATION 
Represented 
Nationally 
By Hearst 
Advertising 
Service. 
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Au 
Int 
; The man who never shares his magazines | Lin 
with other people just doesn’t exist. | Curc 
70, m 
People don’t live in vacuums. They live —_ 
i. 
in families. Families like to read... cand 
ee and their magazines get passed around. whe 
N ae " endu 
ae Naturally, some magazines get around Bs the 
i. ast TI 
more than others. The number of readers he ec 
tanda 
of any magazine is determined not only ans 
1eetin 
by its actual circulation, but by the breadth Bh 
of its interest and the vigor of its aa, 
. ‘ tand 
editorial content. 249). 
; tandal 
LOOK magazine, for example, has ircula 
‘VFD, 
an A.B.C. circulation of more than 2,900,000. signed 
10n Ca 
That’s the mechanical figure. ool 
Doe s 
But here’s the human figure — ll. 
I 
17,439,000 LOOK readers—the second largest Fra 
, : : : Bers o 
magazine audience in America today! hould 
0 two 
of 583 - 
0 limi 
ion tc 
hus g 
etition 
The 
eld | 
Black & white Baturd: 
. Men Readers Women Readers < - 
Total audience 20 years and over 20 years and over P ay ae, 4 a 
2 vere re 
20 of 1 
HERE’S THE BOX SCORE LOOK 17,439,000 7,006,000 6,496,000 $ 8,445 tele 
for magazine advertisers for 1949 
... figures that show what you ac- e 
tually get for your advertising dol- Life 27,572,000 11,742,000 10,110,000 ; 16,600 


lar. For complete details on maga- 
zine audiences, ask your LOOK 


representative or write to LOOK, Post 15,702,000 6,890,000 6,056,000 11,200 
511 Fifth Avenue, New York City. 


Collier’s | 10.341,000 4,215,000 4,481,000 8,000 


17,439,000 readers every issue 


America’s second largest magazine audience 


PEOPLE * PURPOSE * POWER 
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